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Performance marketing continues to develop 
rapidly, and that’s what makes the PerformanceIN’s 
annual Performance Marketing Guide such a 
uniquely important reference point for the industry. 

This year sees the addition of new sections for programmatic, behavioural marketing, 

automation and video marketing, which underlines where the industry is growing, and 

the ways in which it’s changing, too.

Performance marketing thrives off the concept of innovating to deliver results, and 

that is a theme running throughout the Guide this year. Capturing the fundamentals 

of each discipline, 2016’s edition is as relevant for experienced digital and performance 

marketers as it is for those people entering the industry for the first time. Performance 

marketers need to be multi-disciplined as the lines between channels become increasingly 

blurred, and gaining a deeper understanding of performance channels outside of affiliate marketing is 

one of my personal uses for the resource.

This year, Affiliate Window wrote the section on mobile. However, I sit here wondering whether it may 

be for the last time. Mobile is less a performance marketing discipline in 2016 and more a platform on 

which all areas of performance marketing can and should be delivered. Our own work in the affiliate 

channel over the past year has focused on the importance of mobile tracking and multi-device 

journeys, and I’m sure most of the channels featured in this year’s Guide will say the same.

Affiliate Window is once again proud to be a sponsor and contributor for this year, and I hope you 

enjoy what you’re about to read.

Anthony Clements 

UK Country Manager, Affiliate Window

Contributors

CommuniGator
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At the core of performance marketing is the channel 
where some say it all began: affiliate marketing. 

Comprising of publishers, advertisers and networks, affiliate marketing is a performance-based digital 

marketing channel which rewards affiliates (also known as publishers) for delivering sales, leads and 

customers to merchants (also known as advertisers).

The concept of affiliate marketing was first introduced in 1996 when Amazon kick-started its affiliate 

programme in the US. However, the technology at the time was very limited, and very few merchants 

invested in the channel. 

The first affiliate networks came in 1998 with the launch of Commission Junction and Clickbank, who 

offered payment solutions and facilitated exchanges between merchants and affiliates.

Fast forward 20-something years and it’s now a channel that no digital merchant can go without. 

Readings from the IAB’s annual valuation of the channel point to a worth of £1.3 billion in the UK alone 

during 2015, but it’s the figures for return that really stand out.

With an ROI of £13 for every £1 spent on acquiring a lead, sale or click, merchants are getting huge 

value out of the commission they allocate to affiliates – groups that are becoming enterprises in their 

own right thanks to the amount of activity they drive. 

How does it work?

Most merchants choose to run their affiliate activity via an affiliate network, which provides access to 

technical solutions like conversion tracking, reporting and managed payment solutions. 

Working with an affiliate network also gives merchants instant access to publishers signed up with 

that network, so there’s no need to spend time and resources building up a good bank of sites to work 

with. Here is the process adhered to on many programmes: 

• • Affiliates sign up to the merchant’s programme. 

• • Affiliates use links or creative supplied by the advertiser to promote their brand. 

• • Technology supplied by the network records traffic sent from publishers to the merchant’s site, 

and a cookie is dropped on the user’s browser, which remains for an agreed number of days.

• • If a transaction is processed within the timeframe, the transaction tracks as a sale in the 

network, and gives details on its value and the commission generated for that publisher. Of 

course, things work quicker when the advertiser is paying for a single click. 

http://performancein.com/news/2016/04/14/uk-performance-marketing-worth-13-billion-channels-show-signs-maturing/
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For merchants, consideration needs to be given to how they will manage the channel, as another 

option is to invest in technology that allows them to run their programme in-house.

In these cases an in-house affiliate manager will be tasked with the end-to-end management of the 

programme. Alternatively, for some it is more cost effective to employ the services of an affiliate 

management agency to run the programme on their behalf. 

Whether the programme is kept in-house or handed over to an agency, an affiliate manager will 

communicate regularly with publishers, keeping them informed of the key marketing messages they 

should be promoting as well as recruiting new sites onto their programme. 

A broader mix

Anyone that’s come across affiliate marketing should be aware of some of the publisher 

demographics that are involved in the channel. The key ones are as follows:

• • Incentive publishers: These include the cashback and voucher sites which have been known 

to dominate affiliate programmes in recent years. In the case of the former, affiliates split the 

commission they receive from the advertiser with the person buying a product, while voucher 

sites gain commission from people redeeming discounts on items. 

• • PPC: Pay-per-click affiliates utilise the wonders of paid-for search listings to position their 

links at the top of queries fielded by web users. Good publishers in this regard operate on 

large scales with lots of advertisers on their books.  

• • Content: Put simply, content sites use affiliate marketing tools like banners and text links to 

monetise their productions. Recently these publishers have been rewarded on the ‘influence’ 

they contribute, as they are largely seen as an introductory mechanism.

• • Price comparison: The likes of Comparethemarket and Moneysupermarket are just two of 

the many price comparison sites that get paid for referrals. These sites are well-used in the 

insurance, finance and utility verticals among others. 

• • Shopping: Most users have come across shopping portals although very few will be aware 

that when they buy a product through the site, or visit a retailer to complete their purchase, 

an action is tracked and commission is paid. 

It’s common for affiliate marketing to be known as a channel dependent on a very small number of 

publishers to work, with incentive sites driving the bulk of activity. 

However, there are signs of this ecosystem growing amid a period of maturity for the channel. 

Content publishers in particular have grown to contribute significantly to programmes, and it’s no 

surprise to see affiliate networks launching tools and marketing campaigns to get more bloggers 

involved with this method of monetisation.
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Payment models

In terms of how these publishers get paid, there are a number of very similar options for their commission.

A large number of programmes work on the basis of a cost per acquisition/sale (CPA), where for every 

transaction driven by the affiliate, they get paid an agreed amount of commission.

The systems for cost per lead (CPL) and cost per click (CPC) work in the same way, but with a different 

action triggering a payment. 

There is also the option of a fixed-cost package or ‘tenancy’ agreement for valuing the amount of reach 

a merchant is likely to gain by having their placement listed on a site. These are very specific agreements 

and a worthwhile initiative for publishers that have users on their sites for prolonged periods.

It is worth mentioning that a lot of campaigns work on the basis of a last-click payment model for 

rewarding only the final touchpoint on the user’s path to conversion, whatever that might be. Of 

course, the user may have gone through a number of sites on this journey, which is why things like 

tenancy agreements are being seen as a good way of promoting fairness in rewarding.    

Why use it?

Aside from affiliate being a channel that delivers solely on results, the most obvious benefit to 

merchants is the ability to have their brand advertised on hundreds, if not thousands, of websites 

covering all consumer demographics.

Versus other marketing channels, the cost per action on these placements can be significantly lower 

than other forms of marketing, especially paid search.

To summarise, the key benefits are:

• • You only pay on results, meaning very little is at stake.

• • Instant broadcasting on thousands of sites.

• • Complete measurability in terms of campaign performance.

On perhaps a lesser scale, the advantages of affiliate marketing are:

• • Visibility even when a click or sale isn’t delivered.

• • Potential SEO benefits from reputable sites linking to your brand.

When effectively managed by an in-house expert or a specialist affiliate marketing agency, an 

optimised affiliate programme can be responsible for around 20% of a retailer’s monthly online 

revenue, although rates of contribution can vary, depending on the commitment to the channel.
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Recent trends

Affiliate marketing has consistently grown year on year, but those involved are not resting on their 

laurels. A number of trends are cropping up in terms of campaign management and publisher usage, 

with some of these made to preserve affiliate’s future for good. 

Mobile movements

More recently there has been significant investment made in cross-device tracking to accurately 

measure traffic in our mobile-first world. 

This has become all the more important with the rise in smartphone and tablet ownership, as seen below 

which in the UK is forcing marketers to re-align more of their spend towards mobile-friendly ad formats. 

Deloitte global mobile consumer survey 2015

It’s widely reported that on average, over 50% of traffic to a website is accessed via a mobile device 

and affiliate networks have been increasingly keen to develop and implement technology to identify 

consumers using the affiliate channel and engaging across multiple devices. Key to success in this area 

will be the reliability of these tools, as well as their appropriate use by campaign managers.

Publisher usage 

Voucher-centric publishers still maintain their position as a prominent force in the affiliate channel, 

although merchants are now looking at other publisher types to bolster their performance.



© Copyright PerformanceIN 2016 – All rights reserved. PerformanceIN grants 
you permission to store and print from this material for your own personal and 
commercial use. No part of this publication may be reproduced without prior 
permission from the publisher.

Affiliate Marketing 09

In some cases this is placing a greater reliance on the loyalty sector to encourage repeat visits and 

sales from existing customers. Affiliates like Nectar that offer ‘points for purchases’ are incentivising 

people in different  ways, with an eye on keeping people interested in the brands they serve.

Bloggers are another key point of focus for brands at the minute, and the challenge for merchants 

and networks will be to create and adopt ways of measuring their true value on a programme. This 

is on a backdrop of a reduction in last-click rewarding which, although still dictating payments on the 

vast majority of programmes, may become less prevalent as the years go on.

Technology providers are now also key on a number of campaigns and deliver a huge chunk of affiliate 

sales through pre-targeting, on-site optimisation, remarketing and basket abandonment technology. 

Education

For the majority, running an affiliate programme remains a ‘bolt-on’ to the existing marketing mix, with 

very few retailers unleashing the channel’s full potential.

This is made all the more surprising when looking into affiliate’s comparably low acquisition costs 

against other digital channels, like paid search. Still, debates over a lack of education rage on.

The question of whether affiliate marketing can reach its potential will depend largely on the people 

within it, and there are signs that things might improve. Take the example of research from Smart 

Insights, which named affiliate marketing as the skill that marketing professionals wanted to improve 

on the most in 2015. 

As the image shows, affiliate is placed top of some illustrious competition:

http://performancein.com/news/2015/09/18/affiliate-marketing-most-demanded-skill-among-digital-marketers/
http://performancein.com/news/2015/09/18/affiliate-marketing-most-demanded-skill-among-digital-marketers/
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Even now there is a lack of understanding in the potential of affiliate marketing and the publishers 

within. But with investment growing and growing, few can argue about the general level of adoption.

Conclusion

Looking to the future, affiliate marketing can only strive to become all the more prominent in the 

budget line-up. 

It’s hoped that networks will bring forward new innovations aimed at enhancing the channel’s 

efficiency, and many have touted the programmatic advertising model as something that could 

improve the process in some areas. 

There may well be more consolidation of publishers as competition intensifies, whilst online celebrities and 

‘vloggers’ are expected to represent the next generation of publishers in years to come. 

Ad blocking is attracting big news in the display and video advertising circles, and will play a major part 

in the channel’s innovation as publishers and tech providers scramble for alternatives. 

And on the campaign front, we’re anticipating brands to invest in a management strategy for 

their affiliate programme, particularly from specialist agencies to make up the lost ground from 

competitors already embracing the industry. 

For the agencies, merchants, publishers and networks, it’s now time to look to the next 20-something 

years with optimism and anticipation for what else is in store.
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Content marketing has been around since the first 
printing press was built, and now in the 21st century 
the digital world is continually throwing up new ways 
for brands to reach their audiences. 

Plenty of forms of content exist: photos, videos and even audio can be considered alongside the usual 

articles and reports you’ll find around the web. As for content marketing, whittling everything down 

to one concise definition has proved too much for even the seasoned experts. For many, the Content 

Marketing Institute’s (CMA’s) guidelines provide a pretty decent overview of things:

“Content marketing is a strategic marketing approach focused on creating and distributing valuable, 

relevant, and consistent content to attract and retain a clearly-defined audience — and, ultimately, to 

drive profitable customer action.”

State of play

For a long time, the major focus of content marketing for many brands in the online world was about 

raising awareness and visibility. However, according to the CMA, in 2015 we saw a shift in this trend  

(fig 1.0) with brands moving towards engagement and the nurturing of new customers. This is 

achieved in a variety of ways from short, campaign-based efforts to large-scale events like the 

spectacular Red Bull Stratos campaign.

Figure 1.0 – 2014 vs 2015 organisational goals for UK content marketing

http://contentmarketinginstitute.com/what-is-content-marketing/
http://contentmarketinginstitute.com/what-is-content-marketing/
http://www.redbullstratos.com/
http://contentmarketinginstitute.com/wp-content/uploads/2015/12/2016_UK_Research_FINAL.pdf
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In 2016, UK marketers are raising their investments in content marketing – shown by the medium 

taking 29% of digital budgets this year versus 26% from last year, according to the CMA. When it 

comes to paid forms of content marketing, the real boom is in promoted posts, which jumped in 

use from 34% last year to 64% this year. Furthermore, in the same CMA study, 66% of UK marketers 

expected their content marketing budget to increase this year.

Content marketing forms

Content marketing comes in all shapes and sizes, covering a multitude of platforms, including 

sponsored posts on blogs, social media activity, podcasts, vlogs and more. It’s hard to choose the 

best forms of content to aim for. In general, the best content marketing will happen in the channels 

where your audience spends most of their time, so it makes sense to start producing in these areas.

Social media is obviously one of the prime target areas for content marketing as so many of us now 

use such a wide variety of platforms, including Twitter, Instagram, Facebook, YouTube and, more 

recently, Snapchat.  

When it comes to the different forms that content marketing can take, the possibilities are virtually 

endless, with examples including: 

• • Amazing video content such as the aforementioned Red Bull Stratos campaign. 

• • GoPro with its insanely popular Instagram feed (8.7 million followers to date) and the GoPro 

Awards, where users are rewarded for their best content.

• • Coca-Cola’s 2015 campaign for Coke Zero was based around drinkable ads, which featured 

across TV, print, digital and radio. This campaign allowed customers to get a free Coke Zero 

by virtually pouring a Coke.

It’s imperative for brands, agencies and networks to get involved in some form of content 

marketing as today’s consumers become even more fickle. and loyalty comes second to who has 

the best deal or cashback.

Sponsored posts are particularly relevant to the affiliate channel. As we continue our strategy of 

developing relationships with content sites and influencers, sponsored posts have proven to be a 

great way of engaging an audience. Some important rules to remember when running sponsored 

posts are:

• • Make sure that the blogger/content site’s audience is relevant to your brand.

• • Ensure you and your content partner are following the new CMA guidelines on sponsored posts.

• • Don’t overdo it. Consumers are bombarded with more types of advertising than ever before, 

so make sure you don’t wear your audience out with too much content.

http://contentmarketinginstitute.com/wp-content/uploads/2015/12/2016_UK_Research_FINAL.pdf
http://contentmarketinginstitute.com/wp-content/uploads/2015/12/2016_UK_Research_FINAL.pdf
https://www.youtube.com/watch?v=jdvteFAmG_k
https://www.gov.uk/government/publications/online-reviews-and-endorsements-cma-letter-to-marketing-professionals
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Doing it right

In terms of what makes for a good content marketing campaign, there are a number of factors you 

need to consider when starting to plan your strategy. These include but are not limited to: 

Personalisation: Keeping it personal really is at the core of a great content campaign. By making 

your marketing personal you’re creating a positive buzz around your brand. A great example of this is 

Coke’s “Share a Coke” campaign, where fans were encouraged to create positive brand messaging off 

the back of finding a bottle of Coke with their name on it. 

Tell a story: Think about storytelling when it comes to your content; Stella Artois is a brand that is 

currently running a great story-based campaign on the legacy of master brewer Sebastien Artois. 

Stories have been engaging and exciting people since the start of recorded history, so it’s probably 

not a bad place to begin. 

Trust and openness: Being completely transparent is something that is very important in the content 

marketing world. Consumers don’t like to feel hoodwinked, so make sure you’re open with people. 

This is especially important for things like sponsored posts, which are rising in popularity.

Measurability

Content marketing is a great way to engage existing and new audiences, and there are plenty of ways 

to go about it. With a deluge of different ways to measure success, you need to ensure you are using 

the right metrics for the campaign. Just because you can measure everything, it doesn’t necessarily 

mean you should look into everything when seeing if something was successful or not.

To effectively measure the value of your strategy, you need to understand the people you want to 

engage with. Make sure you have detailed insight into your customers and potential customers; this is 

where user journey tracking can be of real benefit. What motivates your customers and those people 

you want to reach? What do you want them to accomplish through your strategy? These are key 

questions you need to ask yourself when deciding how to measure the success of your strategy.

So, the type of campaign you want to run informs the type of metrics that you will use to measure its 

ROI, and taking a more holistic approach can often be the best way. 

In an ideal world your content marketing strategy will drive sales or whatever else you consider as an 

end goal, but it takes time to build towards this. When running a campaign, you need to make sure 

you analyse the whole purchase funnel and start by looking at what’s going on at the top and the 

engagement you are receiving.

http://www.investopedia.com/articles/markets/100715/what-makes-share-coke-campaign-so-successful.asp
https://www.youtube.com/watch?v=GSKkYUCqIho
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Engagement metrics have been getting a lot of coverage over the last few years. Their shapes and 

sizes vary depending on the platforms you are using, with examples including: 

• • Views/video plays

• • Shares/retweets/reposts

• • Comments

• • Engagement time (the time someone has spent on your post or article)

• • Visitor frequency (the amount of times someone returns to your site or content)

It’s important not to get hung up on particular metrics and to continue that holistic approach to 

interpreting them. 

To clarify, there is no one-size-fits-all approach to measuring the success of a content strategy. 

The measurement of success comes from having a crystal clear goal on what success looks like, 

understanding your audience and using the right metrics and data sets to quantify your results.

Conclusion

As there is so much to explore, test, prove and disprove about content marketing, it truly is an exciting 

area to be involved in. There are so many different views and opinions that all have their merits and 

are worth considering. In the end, brands must really focus on the specific goals for their own forms 

of content marketing. 

They must plan for the long game, not just short-term wins, and measure their success on the right 

terms. Just because their graph isn’t going the right way, it doesn’t necessarily mean failure; analyse, 

learn and implement are three rules worth considering.

Looking ahead, the key areas of focus will continue to be around how to measure the success of 

content campaigns and strategies, the development of an evermore detailed user journey and the 

use of new and exciting platforms. For an example of a new and exciting platform, look no further 

than virtual reality. It’s still gimmicky at the moment, but if there are any certainties in life, it’s that 

brands will continue to latch onto and try new ways of reaching audiences through new technology. 

As for the biggest challenge facing content marketers, that lies in the fickle nature of consumers and 

standing out from the vast amount of marketing that people are bombarded with every day, through 

every conceivable form of communication. 

Know your audience, know your goals, your platforms and metrics, and you should give yourself a 

pretty good start.
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You can’t manage what you can’t measure, and that 
speaks volumes about the importance of attribution 
in 2016.
Put simply, attribution is the process of apportioning the value of a conversion across the interactions 

and touchpoints that were involved in the path to conversion.

Accurate measurement of marketing performance is crucial to business success, and attribution is a 

key part of that measurement. An accurate attribution model will inform the most effective decisions 

across the marketing department and allow campaigns to run at their maximum potential. 

There are several fundamentals to the success of an attribution model, with the most important being:

1. Consolidated data – Data from all marketing channels, sales channels and devices must be 

joined and consolidated in one place. 

2. The most complete user journeys possible – There must be ‘links’ and ‘keys’ between the 

data sources that enable all of the interactions and touchpoints, across all channels and 

devices, to be joined into a coherent path. Without knowing the true user journey, the results 

of attribution are compromised and key channels will be undervalued. 

3. Analysis of channel interactions – In-depth analysis of how channels combine, interact and 

complement each other, in addition to their value, is crucial to inform tactical decisions. 

4. Automation – Once these steps have been achieved, the process of collecting, combining, 

analysing, attributing and outputting the data needs to be automated. The insights must be 

delivered to key stakeholders to ensure they can be used practically to drive decisions. 

There are many benefits to bringing together a complete set of aligned and joined up marketing 

data. There are also numerous forms of analysis that can be performed on the data to answer lots 

of questions for different audiences, of which attribution is just one. However, the remainder of this 

section will focus on attribution and the parts that create the valuation of marketing activities.

Well-informed optimisation

Sales and leads are rarely driven by a single marketing campaign. Visitors to a site usually visit multiple 

times, through different channels, before committing to a purchase or registration. Therefore, to 

effectively optimise all marketing channels, success needs to be measured based on its overall 

contribution to the sale and not just on the site visit where the conversion takes place.  

Take a moment to think about the omni-channel user journey when considering the part each 

touchpoint plays in driving a result.
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Based on the traditional “last click wins” attribution model, visits associated with brand will generally 

be reported as the biggest driver of conversions. When optimising channels this can be misleading, as 

the model is ignoring the channels and keywords that helped to develop the brand recall. 

Separating brand from non-brand visits allows for unique insight when looking at the path to 

conversion and enables marketers to assess the overall influence that brand has on conversions. 

Finding the right attribution model

Attribution models are developed based on insights garnered from analysis of marketing 

performance data and the attributes of conversions.

There are two main steps to creating an attribution model:

1. Identifying the touchpoints in the paths to conversion – This is often more complicated 

than it seems. Methods need to be utilised to accurately reflect consumer buying and 

browsing habits and capture paths of varying lengths, rather than simply capturing all 

touchpoints in a pre-defined cookie length. 

2. Sharing sale value between contributing touchpoints – Once the contributing touchpoints 

have been identified, the rules can be set to share sale value between them. There are many 

different ways to do this, such as giving channels different weightings depending on their 

position in the path to conversion, so they should be bespoke for each business. 

That said, an attribution model can only ever be as accurate as the data it’s based on. The most accurate 

attribution model will reflect how users truly interact with a brand’s marketing and sales channels. 

Joining user activity across disparate channels and devices is more complicated for some business 

than others, and there is no ‘one-size-fits-all’ solution. However, this can always be done with a little 

creative thinking. 
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For the most accurate attribution model the following should be included:

1. Multiple devices – Increasingly, consumers are using multiple devices for research and 

purchase. To see the complete user journey, rather than just fragments, user activity 

must be linked across these different devices. For matching, first there is the deterministic 

method, which uses a unique key, such as email address, to join a user each time they 

identify themselves on a different device. Then there is the probabilistic method, which uses 

thousands of data points to make statistical matches between devices.

2. Offline activity – Online marketing drives offline sales, and vice versa. Again, to uncover the 

true user journey this activity should be linked for a holistic view of user activity. 

3. Offsite display advertising – Advertisers spend millions on various types of offsite display 

advertising and its true influence and can only be determined through inclusion in the 

attribution model. 

4. Mobile apps – As well as mobile sites, many advertisers are providing native mobile apps to 

allow consumers to browse and purchase their products. 

Underpinning all of this is the level of completeness and accuracy of the data that is collected. 

‘Good’ tracking data is accurate, collected across all channels and includes all landings, actions and 

pageviews across all converting and non-converting user journeys. The quality of tracking data will 

have a large impact on the accuracy of the final model and the data it produces. 

In an ideal world the attribution model would be 100% accurate, but in practice this is determined by 

the resource available and the stage of the business. Any inaccuracies in the data must be identified 

and taken into account when using the model as the basis for decisions. 

The path to conversion can vary depending on numerous factors. These will differ for each business 

sector and each individual company, but common variants could include new versus existing 

customers, basket value, geographic location, device, number and types of products purchased, 

customer demographics and many more. 

The attribution model should account for these variants wherever they display different trends 

within the conversion path. An attribution partner should also be able to work with an advertiser to 

segment path to conversion data in order to identify which variants need to be incorporated into the 

attribution model.

Benefits of attribution modelling 

The primary benefit of introducing a customised attribution model into a business is to understand 

which activities are actually contributing towards the ultimate goals and in what combination they are 

effective. Once this is understood it becomes more straightforward to allocate more resources to the 

successful activities and to review the activities that are not working.
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In addition to looking beyond the last click it’s also beneficial to look beyond the first sale. Aligning 

data sources (e.g. Tracking & CRM) and performing attribution analysis will help marketing teams to 

attribute lifetime revenue and/or margin generated by a customer, back to the original traffic sources 

involved in generating the initial sale.  

Once an advertiser understands the position of a traffic source within the paths to conversion that 

have been investigated, tactical actions can be taken based on this insight.  A practical example could 

be moving a media partner that was historically rewarded on a cost-per-sale basis to a cost per click 

or hybrid payment model. The rationale being they are frequently appearing at the beginning of path 

to conversions, but seldom at the end.

Other benefits of building your attribution model include:

Predicting the future...

As well as helping marketers to better understand the past, attributed performance data can be used 

to predict the future. 

Understanding the overall impact of an increase or reduction in channel budgets is crucial for 

marketers looking to maximise their return on investment. The granular, omni-channel attribution 

data is the most suitable view of performance with which to model future ‘what-if’ scenarios, enabling 

marketers to determine the most effective actions. 

Intelligent basket abandonment 

When done badly, basket abandonment emails can be an annoyance to consumers and a hindrance, 

rather than a benefit, to the business. The omni-channel user journey data collected by attribution 

can be used to make basket abandonment emails more effective through better identifying optimum 

buying behaviour. It can also ensure that the emails aren’t sent if a user has converted on a different 

device to the one they’re browsing on. 

Team cohesion 

Marketers should aim to have the attribution model universally accepted across the business, 

including marketing, analytics, buying and finance teams. 

It will then be possible to better co-ordinate the delivery of respective projects in order to meet 

company or group-wide objectives. All departments will be working from the same page. 
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Future-proofing 

In the real world, because of factors like restructuring, competition, regulation, seasonality or 

expansion, marketing goals and priorities are likely to change. Advertisers that take the time to 

develop a fully customisable attribution model will benefit from being able to hone and refresh it as 

their business evolves.

Affiliate payments 

Since early 2013 some merchants have started to use attributed performance data to calculate 

affiliate commission payments and to share this with the affiliate networks. Unlike the flawed ‘last-

click wins’ model, paying affiliates based on the value attributed to them in the merchant’s attribution 

model accurately reflects their real contribution to each sale. 

It also allows multiple affiliates to receive credit for a single sale. The model crucially aligns the 

interests of merchants and affiliates by incentivising affiliates to contribute at all stages of the 

purchase journey, rather than just competing for the already saturated last click, encouraging both 

parties to grow together. 

What is next for attribution?

Attribution has been near the top of the marketer’s to-do list for a couple of years, but with the 

complexity of modern shopping behaviour it is now a necessity. The marketers that get to grips with 

attribution, and understand how consumers really are interacting with their brand across all devices, 

online to offline, will be the most successful. 

As the discipline has matured, the barriers to seeing value from attribution have been greatly 

reduced. Solution providers are now much more focused on helping to deliver incremental value to 

businesses, rather than the never-ending pursuit for the perfect algorithm. 

And it isn’t just marketers who will use the data. As attribution provides a more accurate and realistic 

measure of media value, marketers will be able to use it to inform commercial relationships with 

media owners, based on their true contribution to revenue. 
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The social media landscape is constantly evolving. 
As the months go by, fresh ad formats rear their 
head, new platforms emerge, while the user bases 
continue to scale dizzying heights.

The paid element of social media is becoming an ever-increasing part of the brand’s overall marketing 

strategy, and the purpose of social channels for these groups has developed; from aiming for likes 

and comments on their content, to full marketing campaigns that help achieve a wide range of 

business objectives. 

The importance of social media as an channel has never been clearer than it is now, with spend in 2015 

up 45% year on year within the UK, rising to a total of £16.02 billion worldwide in that same period.

It has earned its place in every marketing strategy and throughout the funnel, but the real growth has 

come as a result of spend on direct response formats. It took a long time for Twitter and Facebook 

to refine their offerings in this highly measurable opportunity, but both are now in a real position to 

compete and beat most other direct response channels in the ROI stakes. 

For as long as this is the case, graphs like the one below, from the IAB/PwC, will continue to see an 

upward trajectory for spend on paid social.

http://www.iabuk.net/research/digital-adspend
http://www.emarketer.com/Article/Social-Network-Ad-Spending-Hit-2368-Billion-Worldwide-2015/1012357
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Who are the players?

With Facebook and Twitter dominating the social sphere for the past decade, it’s difficult to look past 

the pair in blue when it comes to paid social advertising. 

On their path of rapid evolution, one might be excused for missing the finer details of their progress. 

Here is where both stand in terms of ground made in the performance vertical, and the progress 

made by some of their competitors in a similar vein.

Facebook

It should come as no surprise that with 30 million active users daily (UK), Facebook is the platform 

for businesses looking to scale campaigns in a cost-effective way. Staying on top of digital trends 

has allowed Facebook to sell itself as a ‘mobile-first’ company, with 27 million users (UK) visiting the 

platform daily from a mobile device. 

Developments in measurement have kept Facebook at the cutting edge of online marketing. Whilst 

incorporating its own conversion tracking, the network is now looking to breach the online/offline gap 

when it comes to in-store visits. Local awareness objectives now let businesses measure the amount 

of shop visits and in-store sales their Facebook advertising is driving, attributing a direct value to any 

given campaign.

All of the above makes Facebook a compelling proposition for marketers in 2016 and a key one for the 

future, as shown by its dedicated advertiser page.

Twitter

Like Facebook, much has been made of the way Twitter has progressed in the performance sphere. 

Despite facing stiff competition from its older cousin, Twitter now offers many of the ad offerings 

boasted by Mark Zuckerberg’s social behemoth. Away from the similarities, the ability to target by 

keyword allows a level of granularity not evident in Facebook, meaning a business can stay relevant 

and, more importantly, become part of the live conversation. 

Hijacking these moments can be pivotal when targeting users in the consideration and purchase 

process. Here is Twitter’s explaination of its ad offering.

http://www.managementtoday.co.uk/article/1381279/mark-zuckerbergs-mobile-first-strategy-pays-off-facebook
http://performancein.com/news/2016/06/15/facebook-ads-will-track-where-what-and-when-shoppers-buy-offline/
https://www.facebook.com/business/products/ads
https://business.twitter.com/en/targeting/keywords.html
https://business.twitter.com/en/targeting/keywords.html
https://business.twitter.com/en/advertising.html
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Instagram/Pinterest/Snapchat

Instagram, Pinterest and Snapchat all bring with them a heavy millennial audience who arrive with a 

consideration mindset. All three platforms tick the box for smartphone usage, with Snapchat earning 

extra points for being only available on mobile.

Although smaller than its owner in Facebook, Instagram has all the same direct response capabilities, 

making it a powerful player in the millennial market. 

Pinterest and Snapchat also harbour interesting performance tactics. With 93% of ‘Pinners’ using the 

site to plan or make purchases both online and offline, there are signs that it can become an emerging 

performance channel with the right formats. 

Snapchat might not be quite there for the direct response brands, and its very first ad formats sought 

a huge amount of criticism, but the foundations (and traffic) are there to make it an exciting channel. 

Only time will tell if it can join the rest on the performance podium. 

If you’d like to learn more about the above, Instagram, Pinterest and Snapchat all have advertiser 

pages explaining what they offer.

YouTube

Despite Facebook’s huge progress in video over the past year, YouTube continues to be a powerful 

player in social media. 

The Google-owned media-sharing platform continues to evolve, and the true view ad format is 

difficult to beat from a performance video perspective. Here are some of its other offerings, primed 

for targeting the site’s one-billion strong user base.

Where does social fit in?

It’s safe to say that the era of organic reach or campaigns going viral is over. The former is shrinking 

as more content is fighting to be seen on users’ crowded newsfeeds, and social platforms are actively 

pushing brands down the paid route in response. 

Paid social is 100% necessary in order to create and build effective and successful campaigns which 

target the consumer at every step of the funnel. 

https://business.pinterest.com/en/blog/how-pinterest-drives-purchases-online-and
https://business.instagram.com/advertising
https://ads.pinterest.com/
https://www.snapchat.com/ads
http://www.wsj.com/articles/facebook-to-sell-video-ads-on-behalf-of-other-firms-1463407203
http://www.wsj.com/articles/facebook-to-sell-video-ads-on-behalf-of-other-firms-1463407203
https://www.thinkwithgoogle.com/products/youtube-trueview.html
https://www.youtube.com/yt/advertise/en-GB/
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Fortunately there is a channel and format that can accommodate any business objective; from 

increasing awareness about your company with pre-roll on YouTube, and generating demand for your 

product with a Canvas format on Facebook, to bringing users down the funnel through remarketing. 

Businesses can also collect information from lead cards on Twitter, as well as encourage engagement 

with inspiring content on Instagram. While for B2B groups, there’s a chance to build communities of 

like-minded professionals on LinkedIn. 

But can a business have a social presence without having to rely on paying for it?

In short, organic and paid are meant to be working together, as one can benefit from the other. Strong 

content should be the backbone of a brand’s social strategy as that’s what makes users engage, but it 

is the investment behind it that can guarantee that the message will be put in front of the right people 

at scale.

Users and businesses can participate in relevant conversations that are happening on social. 

However, by amplifying the plethora of formats that this has to offer, a brand can stand out from 

the crowd. 

It used to be that social media was a channel that struggled to prove ROI. The period of gunning 

for likes and comments is over; now, direct response activity with a clear call to action can help a 

business generate additional and measurable returns.

Key Considerations

There are a number of factors to consider before, during and after the running of any paid social 

campaign, with the planning phase being the most important to ensure everything runs effectively. 

Here are a few from each stage to bear in mind:

https://canvas.facebook.com/
https://business.twitter.com/en/help/campaign-editing-and-optimization/optimizing-for-leads-campaigns.html
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Before 

• • Objectives – Are you running a brand awareness or a direct response campaign? This will 

affect everything from channel selection right through to the creative you use. Are there any 

other objectives you can build in, such as driving store visits, or encouraging conversations?

• • Tracking – Are retargeting and conversion tracking tags in place and working correctly? 

• • 1st & 3rd-party data – What data do you have that can be used? 

• • Creative – Does it align with any landing pages? Is it appropriate for the audience? Do you 

have a range of options available for testing? Can it be used across ad formats?

• • Devices – In our own experience, around 90% of ad inventory on Facebook is served on 

mobile devices. Twitter and Instagram have even higher rates in this vein, with 99% of 

impressions on the latter being served on mobile. Although LinkedIn and Pinterest lag 

behind, even on these channels over 50% of inventory is on mobile. While campaigns are 

typically built using desktop devices, it’s important to adopt a mobile-first approach when it 

comes to creative and think about how your users will interact with your ads. 

• • Targeting – Each channel has its own distinct targeting options, and this should be 

researched carefully during the planning phase, as the availability of different targeting types 

may influence fundamental decisions, like how much budget to allocate to each. 

During 

• • Optimisation – Most of the social networks have built-in optimisation systems which are 

charged with delivering the best-performing creative to the most relevant audience. However, 

some human input is always useful for getting rid of underperforming creative, adding new 

ad variations, changing bids and budgets based on performance or adjusting the targeting.

• • Delivery – Check daily to make sure the campaign is delivering the required amount of 

impressions/clicks/conversions and adjust budgets if needed. 

After 

• • Performance – Did the campaign meet your objectives? Which networks, targeting groups 

and creative drove the best results? What can be improved for next time? Can learnings be 

fed back to into the planning to make future campaigns more efficient?

• • Deactivation – Ensure any campaigns that should no longer be running are switched off and 

will not reactivate based on any automated rules or when budgets are reset.

Where is social going next?

While social has now firmly secured its place on the media plan, it will only remain there as long as it 

evolves with the technology and consumers. 
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We have seen that recently with innovations like 360-degree video, cross-device tracking and almost 

weekly releases of new ad formats; all catering for brands looking to achieve a wide range of KPIs in 

one platform. But what will the next wave of changes be? 

Well, social has always been a great channel for reach, scale, targeting, frequency of use and data 

insight, but has (arguably) struggled to perform in comparison to search when it comes to driving 

direct sales. There’s a real opportunity to develop social as a more direct performance channel as 

Facebook, Pinterest and Twitter continue to expand the use of “Buy Now” buttons.

Social networks will face ongoing concerns about how they keep their audiences engaged and coming 

back. There are degrees of overlap between social channels, but we are seeing more and more 

distinctions which allow users to take a ‘portfolio’ approach to their social activity. The average social 

networker has seven accounts, but we’ve seen dwindling levels of engagement as people lose the 

impetus to create content across multiple channels. Social networks are responding to this by taking 

a more editorial-led approach, as seen in features like Twitter’s Moments, Facebook’s Instant Articles 

and Snapchat’s Discover, but advertisers need to be aware that people may be on ‘consume’ mode 

rather than ‘interaction’ mode when they log-in.

As platforms diversify it will become more and more important for brands to take a ‘platform-

first’ approach to content creation on social, and make sure their ads and copy are tailored to 

the environment on which it sits. This would seem like a given, but there is still a high degree of 

repurposing within today’s campaigns.

As engagement has dwindled on social platforms, Messenger apps (WhatsApp, Facebook Messenger) 

have become people’s priority platforms for communication. This provokes an issue for advertisers 

as there are fewer opportunities for traditional advertising, and potentially a smaller pool of 

audiences on the main networks. It will be interesting to see whether the aforementioned platforms 

will do anything about monetising these features.

Finally, we have seen the likes of Google push heavily into both location-based targeting, as well 

as ROPO (research online, purchase offline) studies. Facebook’s latest announcements show that 

both are areas worth diving into, and from a marketer’s perspective, this is near enough the holy 

grail of advertising.

http://www.globalwebindex.net/blog/internet-users-have-average-of-7-social-accounts
https://about.twitter.com/moments
https://instantarticles.fb.com/
https://support.snapchat.com/en-GB/a/discover-how-to
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Case study – Topman and Maxus: Data-Driven Fashion

The challenge

Working with popular high street brand Topman, the 

challenge for Maxus was to increase revenue driven 

through paid social without requiring additional 

budget or a significant increase in resource time.

The solution

Maxus worked with Topman’s internal CRM team 

to build out detailed audiences and then integrate 

Topman’s e-commerce product feed with software 

from StitcherAds to allow highly targeted and relevant 

ads to be shown to consumers. 

The innovative solution delivered the following strategic advantages:

• • Efficiency – Leveraging the product feed saves a lot of time, with all creative being managed 

by the technology and targeted to an audience that updates in real time.

• • Accuracy – Using the product feed and an automated system to create ads enabled Maxus 

to remove the element of human error that is normally associated with ad creation.

• • Scalability – Most audience lists update in real time as site traffic grows, so increased activity 

on all other channels delivered an associated uplift in volume through this campaign.

• • Cross-device compatibility – The dynamic product ads allowed Maxus to reach users on any 

device, irrespective of which one they used to visit Topman’s website. This was particularly 

effective in driving conversions on desktop for journeys that began on mobile devices.

The results

• • Sales more than tripled

• • Revenue quadrupled

• • ROI increased by 400%

• • Average order value increased by 21%

• • No additional resource was required 
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Email marketing gains a place in the Performance 
Marketing Guide for 2016, and rightly so. 

Were you aware that almost 4,000 companies operate in the marketing technology landscape? Do you 

know what that number was in 2011? 150. This spike in population has had major repercussions we, as 

marketers, hadn’t really given much thought to. 

And here are some hard truths.

Our digital output has had a direct effect on email’s reputation. The channel is now labeled as a 

mechanism for serving spam, and as a result, there is a growing assumption that email marketing 

doesn’t work. 

With click rates struggling to get above single digits, it’s not surprising that spam is one of the words 

that springs to mind when email crops up in discussion.

Email marketing has been declining in popularity with the end user. It’s time we faced that reality. As 

digital continues to evolve, it’s only getting easier and cheaper to use an online medium for marketing. 

We’ve taken one of the oldest digital channels and flogged it like a workhorse; it’s tired, ignored, 

under-resourced and declared uncool, as new platforms like social media come to take its place. 

Yet, that doesn’t deter the fact that email marketing is a core part of the marketing mix. 

As content marketing continues to grow, email is still a more powerful driving force behind content 

than social media, and especially when it comes to reaching smartphone users.

The year is 2016 and it’s time email marketing got clever. Marketers need to change their tactics if they 

want to succeed, playing on the right emotions of their audiences to get responses. They need to find 

the triggers that get reactions and these need to be implemented automatically so our people aren’t 

spending hours sending manual, personalised emails. 

It’s time we changed the common preconception of email marketing to preserve its future for good, 

and here’s how we do it. 

Common uses

Despite the doom and gloom of our introduction, email marketing can – and has – been successful in 

the following areas.

CommuniGator
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Lead generation with content as the engine 

As consumers and businesses become more proactive, your 

email marketing needs to show you as thought leaders in your 

industry. This is where content marketing comes into play. 

Like we said before, email is the driving force behind your 

content. With content production costing the average company 

thousands of pounds a year, making the most of it is essential.

The most successful companies are doing this by creating “big” content and breaking it down into bite-

sized, digestible formats. It’s allowed them to create multi-tiered email campaigns and promote each 

piece of content across the inbound and outbound channels that work best. 

This allows email marketing to work alongside marketing channels and measure its lead generation 

performance accurately, hence why we know that email marketing is still alive and well. 

Retargeting: increasing inbound leads 

Email has also become the port of call for retargeting opportunities. The 

immediate chase approach has accounted for a conversion rate increase 

anywhere from 35% to 3000% with some of CommuniGator’s own 

customers. 

This can be attributed to email design and, in particular, its readability. Using a 

plain text template that mimics a personal Outlook email not only renders well 

across platforms, but improves email open and conversion rates. 

There is particular emphasis on using killer subject lines and relevant 

material as plain text thrives in the mobile environment. You just have to 

see how the digital and fashion worlds are colliding with products like the 

iWatch to see there is no room for design-heavy emails in the future.

Personally, we’ve seen the following start to perform particularly well:

• • Using the word ‘Re:’ in subject lines

• • ‘How to’ and similar approaches to educate readers on the 

knowhow of topics

• • Creating urgency by focusing on time

• • Using emojis to entice the social media generation 

• • The use of the word “you” to focus on the reader

CommuniGator

https://www.communigator.co.uk/?utm_source=PerformanceInMarketing&utm_medium=PerformanceInMarketing&utm_campaign=PerformanceInMarketing
https://www.communigator.co.uk/?utm_source=PerformanceInMarketing&utm_medium=PerformanceInMarketing&utm_campaign=PerformanceInMarketing
https://www.communigator.co.uk/?utm_source=PerformanceInMarketing&utm_medium=PerformanceInMarketing&utm_campaign=PerformanceInMarketing
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Audience engagement 

Of course, in this day and age it’s easy to be forgotten between one moment and the next, even with 

email chasers. Automated email marketing allows you to respond to your audience’s needs and keep 

them engaged as and when they interact with your marketing. The key to successful engagement, 

from what we’ve seen, stems from the mobile influence of the 21st century. 

Capitalising on the email design and readability, it has become apparent that we need to stop thinking 

about rendering the same email for different clients. Instead, it is imperative we start adapting our 

email message and design to the environment in which it sits.

By doing this, CommuniGator has seen our own click-through rates grow to over 30% in some 

instances.

Automated lead nurturing

Combining the three aspects above, email marketing and lead nurturing are clearly working hand in 

hand in 2016. 

With additional aspects available on email marketing platforms such as lead scoring, data 

segmentation and dynamic content, it’s clear that the sheer amount of work that goes into creating 

effective emails requires some level of automation. 

Future trends

Automation is the underlying trend across all of the emerging 

best practices in email. Marketers are now blessed with systems 

that react to website visitors and sales activities within CRM; 

both triggering entire campaigns. That moves prospects 

through individual content channels based on their reactions 

and alerts sales executives at the other end.

CommuniGator

https://www.communigator.co.uk/?utm_source=PerformanceInMarketing&utm_medium=PerformanceInMarketing&utm_campaign=PerformanceInMarketing
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Here are four functions this kind of automation can achieve: 

Trend 1: Mega personalisation 

Using data to its full potential, email marketing will need to work in such a way that people will come to 

expect to hear about things relevant to their profile. This is currently in action with dynamic content, 

but needs refinement. Linking email with personalised web experiences will create personalised email 

campaigns, more replies and higher engagement. 

Trend 2: Hyper targeted emails 

Unique and personalised, these emails can trigger the right message at the right time by basing the 

automation on user activity patterns. CommuniGator’s prediction is that email campaigns will be able 

to predict what you want to see, as a number of leading marketing experts are currently suggesting. 

Trend 3: Integrations

Email marketing systems will become more like fully functional business solutions as they roll 

CRM, e-commerce, content management and messaging into one. This isn’t only to make it easier 

for marketers to manage their marketing data in one place, but it also, once again, relates to 

personalisation. You want to know your ‘killer data values’ from your data after all, and to target these 

personally within your email campaigns.

Data considerations

There is one crucial aspect to email marketing that we need to consider in order to be successful. 

The new General Data Protection Rules that are coming into place on May 25, 2018 mean that 

businesses will have to change the way they market. Within the next two years, it will become 

essential to use permission-based marketing to safeguard the interests of the user. 

A single unchecked box will no longer be enough. Marketers will have to work harder to find stronger 

reasons to use email in order for their email marketing to survive. That is why we must tighten our 

opt-in processes or risk being left with fines and no one to market to. 

CommuniGator

https://www.communigator.co.uk/?utm_source=PerformanceInMarketing&utm_medium=PerformanceInMarketing&utm_campaign=PerformanceInMarketing
http://eur-lex.europa.eu/legal-content/EN/TXT/HTML/?uri=CELEX:32016R0679&from=EN
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Conclusion

It’s clear that the more personal we make our email marketing, the more effective it will be. But 

marketers can’t afford to put in the sheer amount of time that personalisation requires, so there has 

to be an element of automation. 

We’re not just talking marketing automation; we’re talking smart integration and intuitive emailing.

Survey readings from Econsultancy show that…

• • 76% of marketers believe email communication will become completely personalised within 

the next five years

• • 74% think email marketing will be the highest performing ROI channel

• • Only 9% believe email marketing will become redundant

To pull off the level of email personalisation we’ve suggested, automation is key. With that in mind, we 

believe that email marketing will go beyond the tools that pull through your CRM and website data.

Like now, where you can see third-party adverts thanks to cookie-based technology, email campaigns 

will become as individualised as possible. Marketing departments could become marketing 

automation assembly lines. 

For this, we must first develop the technology and the robotic rules we want to follow. Then 

everything will fall into place. 

Case study

Driving marketing performance to new heights: CommuniGator and Equinix Telecity

Background

Before we begin, we should tell you a little bit about Equinix Telecity and their marketing manager, 

Shaun O’Keeffe. The business Shaun works for provides securely connected environments for IT 

and telecoms equipment. The company is the interconnector for the world’s leading businesses. For 

them, it’s more important than ever to connect and power the digital economy to even more success 

and reach.

CommuniGator

https://econsultancy.com/blog/66327-how-will-email-marketing-evolve-over-the-next-five-years/
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CommuniGator

For their marketing manager, Shaun, it’s a slightly different story. He juggled multiple marketing 

agencies, wrestling lead generation tools and email marketing software, along with a CRM that 

didn’t integrate neatly with both. Navigating between these three systems was time-consuming and 

confusing, which caused sales and marketing to be at a constant war with each other. 

The lead generation activity did not link into their email marketing campaigns. The email campaign 

information wasn’t fed into their CRM either. Each system had different information. 

Equinix Telecity’s performance in both sales and marketing was average at best, and that’s where 

Communigator came in.

The solution

With a heavy focus on our email marketing integration, we provided Equinix Telecity with an entire 

solution. Our GatorMail worked in synch with GatorLeads to provide a lead generation and nurturing 

strategy that would improve Shaun’s conversion rate. 

There were many features that Shaun was able to take advantage of within GatorMail. The ability to 

segment leads by their lead score and create tiered campaigns was a favourite, while at close second 

was the ability to create targeted campaigns based on interactions with the company’s website. 

For us, it was the fact that we improved their conversion rate from a one in five to three in five 

with our combined email marketing and lead generation approach. It was the first sign that we 

were on the path to success with Equinix Telecity. The fact that they were using our technology to 

create segmented target audiences and deliver the relevant content to them, to improve their sales 

readiness, was even better. 

Even when it came to sales and marketing working together, Equinix Telecity’s performance was 

improving. Using our personalised URL tool (PURL), sales were contacting individuals Shaun and his 

team had driven to the website. Event marketing alone saw a 60% increase in its conversion rate 

thanks to this tool. 

This relationship has been further improved by Shaun’s team being able to report on all their 

marketing channels, including previously untraceable channels such as PPC and social media. Shaun 

himself noted a 35% improvement in their lead engagement rates because of it. 

What’s more, our email marketing platform allowed Shaun and his team to set up multiple campaigns 

in a matter of minutes, rather than hours. It allowed him to move the cost of his email marketing in-

house, saving Equinix Telecity an average of £10,000 a year in agency fees.



© Copyright PerformanceIN 2016 – All rights reserved. PerformanceIN grants 
you permission to store and print from this material for your own personal and 
commercial use. No part of this publication may be reproduced without prior 
permission from the publisher.

Email and Marketing Automation 37

CommuniGator

The present

Shaun’s team have now started expanding their reach within the CommuniGator platform. The 

workflow app we recently launched allowed Shaun to construct different campaign journeys that 

would automatically flow throughout each quarter. Each campaign complemented another, covering 

every target audience they were trying to reach. The ability to compartmentalise each campaign 

effectively allowed Shaun and his team to improve and optimise their performance across the board. 

Shaun said:

“CommuniGator has changed the way I work. It’s the ultimate choice for B2B marketers for 

three simple reasons. It engages, nurtures and converts your leads. Our ROI, both at individual 

marketing level and as a whole, has never been better.”

Even as the data grew old and engaged, new data from GatorLeads ensured a never-ending, 

automated marketing process. There was no longer any need to deal with many different systems and 

suppliers. Time spent on improving their sales processes was shortened and costs cut. Our marketing 

automation suite encompassed everything Equinix Telecity had required. 

“In my opinion, CommuniGator should be everyone’s first choice for performance marketing.”  

– Shaun O’Keeffe, Marketing Campaigns Manager.
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There are various definition variations of the 
term ‘programmatic advertising’ depending on 
whether you are talking to a DSP, an SSP, publisher, 
advertiser, agency or otherwise. 

In short, it refers to the use of software to purchase digital advertising, as opposed to the traditional 

process involving human negotiations and manual insertion orders to trade inventory across the web. 

Most of programmatic’s work can be found in display advertising, which has evolved hugely since 

the 1990s. Previously it was common for advertisers and agencies to buy inventory directly from 

publishers. However, we are firmly in ‘the programmatic era’, where automation will account for  

63% of display ad spending this year in the UK. 

Display advertising has become a principal marketing channel for advertisers, with forecasts from 

eMarketer predicting £2 billion to be driven by programmatic in the UK during 2016.

While there is plenty to be said about the convenience and efficiency of automating some of the 

processes that required a great deal of manual work, recent studies point to this being fuelled by the 

growth of mobile display ad spend, which is increasingly being traded via automation.  

Deciphering the jargon

To understand the ins and out of the programmatic ecosystem, marketers need to grasp the 

terminology associated with it. 

Ad exchange 

This is where publisher inventory is sold in auction. An ad exchange is a marketplace used to buy and 

sell display ads.

RTB (real-time bidding)

Buying and selling online ad impressions can be done through RTB auctions, that commence and 

conclude in the time it takes a webpage to load. 

http://www.adweek.com/socialtimes/why-programmatic-is-the-future-of-digital-display-advertising-infographic/639184
http://www.adweek.com/socialtimes/why-programmatic-is-the-future-of-digital-display-advertising-infographic/639184
http://www.emarketer.com/Article/UK-Programmatic-Display-Ad-Spending-Will-Surpass-2-Billion-2016/1012941
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DSP (demand-side platform)

A system which plugs into the ad exchange allowing advertisers and agencies to access the RTB 

ecosystem to buy ads in real time.

SSP (supply-side platform)

A system which allows publishers to access the RTB ecosystem to manage their yield and sell ad 

inventory in real time. 

DMP (Data management platform)

A data warehouse which gathers all types of data and exports it in digestible and useful information 

for marketers to refine and optimise their campaigns.

The bigger picture

On a more general level, changing consumer habits are playing a huge role in the adoption of 

programmatic as marketers devise strategies to take advantage of trends like the rise in smartphone 

penetration, and increasingly sophisticated technology which facilitates communication in real time. 

The graph below demonstrates the complexity of the consumer journey. Ever-changing consumer 

demands coupled with ever-evolving technology has caused further diversification of consumer 

touchpoints, which appear to be mounting up. 
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According to research from Deloitte, 76% of adults in the UK own a smartphone, and with an average 

of 7.4 connected devices per household, there is pressure on marketers to make the most of 

communicating in a plethora of ways.

Mobile devices have become embedded in consumers’ lives as they can access the internet on the 

move; shopping, at work or on public transport. Therefore, being able to reach consumers at the 

optimum moment, in real time, is a huge opportunity for advertisers, and one that programmatic 

buying has facilitated.

Relevancy is key and programmatic can hit the right audience at the right time, driving better 

conversion rates for brands across a diverse set of inventory sources; from traditional display and 

mobile to video, social and native. 

Here are just three of the main benefits worth noting:

Maximising of budget and efficiency 

Programmatic allows advertisers to target consumers across mobile and desktop devices seamlessly, 

communicating with relevant ads at scale and at the opportune moment. 

This in turn drives efficiency, reducing overall advertising costs and delivering higher ROI. However, 

trading programmatically alone won’t instantaneously drive these efficiencies; marketers should first 

review data insights from previous display campaigns and build strategies around these learnings. 

Programmatic campaigns should not be built from the top down, but rather from the ground up; 

through defining campaign KPIs and goals. Once established, marketers should determine how 

they will achieve this, and divide budget according to strategies. Because programmatic ad buying is 

executed in real-time, ongoing campaign analysis should be carried out to continually test, refine and 

optimise campaigns.   

Meaningful advertising

The RTB (real-time bidding) process allows media buyers to be incredibly granular with the audience 

they are targeting. For instance, layering in either first, second or third-party data that provides a 

consumer’s age, gender, location and interests allows marketers to drill down and segment individuals 

within a blink of an eye.

Such an approach can help to create more impactful forms of advertising, relevant to specific 

consumers, rather than just a highly generalised audience segment.   

http://www.deloitte.co.uk/mobileuk/
https://www.theguardian.com/technology/2015/apr/09/online-all-the-time-average-british-household-owns-74-internet-devices
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Transparency and insights

Using an automated buying system captures extensive results, including how well audiences have 

engaged with the ad, the best time of day and day of the week to target users as well as facilitating A/B 

creative testing. 

There is an abundance of insights and transparency marketers can take away from the performance 

metrics delivered. 

Challenges

Programmatic ad buying may represent the future of ad trading in some senses, but it is not without 

its hurdles. 

Ad fraud, brand safety and viewability are all commonly cited issues for marketers adopting 

programmatic; all three standing as bi-products of an automated selling environment, where the bulk 

of activity takes place without human supervision.  

But as programmatic matures, those driving spend into it have come up with ways of conquering their 

challenges and minimising the risk attached to their sizeable investment.

Solutions like machine-learning technologies can identify fraudulent patterns and avoid them by 

understanding where leads are converting into sales. Those that don’t on a repeated basis can be 

analysed in an effort to stop any fraudulent activity at the source. 

In terms of brand safety, undesirable websites can be blacklisted and thanks to the transparency of 

the process, any harmful brand activity is easily identifiable. 

As for ad viewability (the proportion of ads actually ‘viewed’ by web users) this is an industry-wide 

issue, and one that is causing key stakeholders to align with each other to provide a solution. One 

touted so far is an audience measurement metric, so planners can buy by audience (GPRs) instead of 

by impression. 

Conclusion 

Consumers expect brands to recognise their activities and personalise their shopping experience 

through relevant messaging, products and promotions regardless of whether they are interacting 

with a company in a store, on the web, on a mobile device, or via social media.
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Automation has become paramount in a world of increased network connectivity and the 

proliferation of digital devices, where personalisation and relevancy is the main goal for marketers.

More often than not, display advertising is siloed from the marketing mix. However, the rapid 

adoption rate of programmatic will result in advertisers taking a more channel-agnostic strategy. The 

sophistication of technology, an ability to drill into locational or demographic data, combined with 

strong creative and tailored messaging, makes programmatic ad-buying a very attractive proposition.

 Programmatic is showing no signs of disappearing, and according to Forrester, Europe will be picking 

up the pace as 61% of display ads will be traded programmatically by 2020. 

Video advertising will be a key medium, with a large amount of these ads set to be sold and executed 

programmatically. The automation model is also being adopted by other areas of the marketing mix 

as a means of improving efficiency, with TV being an obvious example. 

Although programmatic TV ad spending hasn’t made a dent on how TV inventory is bought in the UK, 

the focus on automation and data-driven processes shouldn’t be overlooked and we can expect it to 

play a much larger role in the next decade. 

Case Study – The Body Shop

The following is just one of the efforts conducted between Rakuten Display 

and the Body Shop. In 2016 this campaign claimed a Performance 

Marketing Award in the Most Effective Use of Programmatic category. 

Challenges

The Body Shop has seen international success. It has been able to carve 

a name for itself as an expert within the beauty field. However, the level 

of discounting across all channels and site-wide in general had been 

quite extensive. 

The brand wanted to reduce promotional messaging in order to drive full-price sales, increase the 

average order value (AOV) and focus more on skincare products, whilst tapping into new audiences.

https://www.marketingweek.com/2015/12/10/marketers-urged-to-merge-social-and-online-display-ad-teams-in-2016/
https://www.performancemarketingawards.co.uk/2016/
https://www.performancemarketingawards.co.uk/2016/
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Four key objectives were pinpointed:

• • Drive full-price sales by reducing discounting across product ranges and introduce a more 

brand-led strategy through new product launches.

• • Raise awareness for new skincare and beauty ranges.

• • Tap into new audiences with the aim of driving customer acquisition as part of the ‘first touch’ 

in their consumer journey.

• • Build customer loyalty and drive repeat purchases, tailoring communications around 

consumer behaviour in order to drive value from the customer base.

Solutions

Rakuten Marketing’s Display team set out by designing and building a bespoke and granular 

programmatic campaign around The Body Shop’s marketing calendar, tailored to each objective and 

integrated into its marketing mix. 

A full-funnel strategy would ensure the customer had a consistent brand experience throughout their 

purchase journey. Through splitting targeting based on consumer site visits and adjusting Rakuten 

Marketing buying algorithms around key behaviours, we would drive the most value.

Here are some of the campaign’s key features:

Programmatic buying through exchanges: Rakuten Marketing identified the need to use an array of 

differentiated inventory and supply through partner DSPs. By layering key third-party segments from 

multiple data partners and utilising private marketplaces, we were able to build the reach necessary 

for the beauty retailer’s desired customer profiles, maximise coverage in specific fields and minimise 

wastage.

Creative innovation: By moving away from the discount messaging and building more brand-led 

stories for product ranges, the creative and messaging was a crucial element to achieving success. 

Rakuten Marketing produced a selection of highly sophisticated creative by building out banner 

iterations and delivering them to the audience programmatically in order to determine the optimum 

creative for the target audience.

Ad Mapping Platform (AMP): Rakuten Display used its proprietary and award winning AMP – a 

“decision-engine” tool which makes context-dependent decisions that revolutionise the consumer 

journey – to serve personalised, dynamic ads in real time, prioritising the customer experience while 

simultaneously increasing ad engagement. The dynamic ads were then A/B tested against the client’s 

own static banner ads to determine which ads influenced higher purchase rates and drew in new 

customers by measuring lifts in engagement, click-through rates and ROI.
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Results

Programmatic buying was pivotal in providing an environment to test creative and messaging 

scenarios at scale. Refinement in real time allowed us to minimise budget wastage and deliver a 

360-degree view of the customer journey throughout the funnel. 

With the use of effective programmatic buying, we saw the following results in 2015:

• • Prospecting and retargeting combined worked together to drive new customers down the 

funnel and drove an increase of 99% in new customer revenue.

• • Prospecting saw a 9% year-on-year increase in revenue, and retargeting a 78% increase in ROI 

year on year.

• • A 51% higher engagement rate, 143% higher CTR and 163% higher ROI, compared to 

benchmarks on a similar beauty competitor.

• • Up-weighting full price ads (decrease in promotional usage) led to an increase in full price and 

new customer orders. Full price sales made up 39% of total revenue, compared to 28% for 

promotional messaging.
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It doesn’t seem long ago since personalised 
marketing was viewed as the “next big thing” or 
“upcoming trend”. 

Now, consumer demand for communications which are relevant to a person’s wants and needs has 

impacted the messaging of virtually every channel in the digital ecosystem.

Personalised marketing has been known to carry a range of benefits, namely in boosting loyalty, 

customer retention and conversions. But with this considered an essential for running campaigns 

in the ‘digital age’, the overarching benefit should be keeping up with expectations and enjoying the 

effectiveness of such an approach.

Aside from email – where personalisation is a given – areas like social media, search engine marketing 

and display advertising must now have a much more personalised feel about them in order to prompt 

the recipient into action. 

For the ideal head start, marketers have turned to merging their data (what they know about their 

customers) with highly effective, highly measurable ad formats, with this giving rise to concepts like 

behavioral marketing.

What is it?

In essence, behavioral marketing helps brands communicate with their website visitors as individuals, 

engaging each and every one in personalised journeys. It’s also a way of describing the combination of 

automation with an individual’s online behavior.

This occurs while they’re on the brand’s website and after they’ve left it, helping to convert those who 

didn’t fancy completing their action on the first time around.

By monitoring every single online touchpoint, brands learn all about the interests, actions and 

preferences of their visitors. This intelligence is then used to craft behavioral marketing campaigns to 

help curb, influence and reinforce the most important behaviors.

Using the data collected by JavaScript or cookies, brands can use a specialist partner or an in-house 

solution to automate the behavioral marketing campaign. Either way, the most important aspect for a 

brand is to reliably deliver the relevant message at the right time. 
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Behavioral campaigns come in lots of different shapes and sizes, but here are a couple of examples; 

first from an on-site message, and then from an email campaign.

The benefits

It’s not just a nice theory; marketing messages triggered by an individual’s actions can deliver higher 

rates of engagement and conversions when compared with a one-size-fits-all approach.

Whether it’s via email, on-site messaging or SMS, brands using behavioral marketing can deliver a 

truly unique experience for every single one of their website visitors.

These campaigns can be used to achieve a variety of goals, including:

• • Email acquisition

• • Personalised customer support

• • Tackling cart abandonment 

• • Increasing customer lifetime value (LTV)

On top of this, there is plenty to be said about the automation that powers behavioral marketing,  

with this resulting in efficiencies in the execution phase.

With automatic triggering, companies can send the volume of messages required to service the 

customer’s every need without this having a drain on their internal resources. This has proven 

popular among some of the biggest online businesses, whose ability to deliver messaging across 

channels has been boosted heavily by the onset of automation within this process.

Arguably the biggest benefit of successful behavioral marketing should impact the consumer.  

If brands use behavioral marketing campaigns intelligently, it should improve their online journey. 
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By suggesting products based on past purchase history or triggering live chat for people that appear 

lost, brands can help themselves by making life better for their customers.

Recent trends

Behavioral marketing was born out of the need to recover abandoned carts. Sending automated 

emails reminding shoppers to purchase the items they had left in their basket was, and still is, a great 

way for brands to boost online sales.

This strategy remains an important focus for these groups, with data from SaleCycle showing the 

majority of online shoppers leaving their order behind instead of purchasing.

As well as cart recovery campaigns, brands have started tackling their abandonment rates and 

stopping shoppers from leaving their basket behind – a way of doing things in a far more proactive 

manner than simply having a process when they they abandon their purchases. 

The two-tiered focus appears to be working, with abandonment rates consistently dropping over the 

past 12 months to 74. 3% in Q1 2016 – the first time it’s ever been under 75%.

Global Cart Abandonment Rate

http://www.salecycle.com/the-reasons-for-booking-abandonment/
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More recently, brands have been using behavioral marketing to overcome a number of other 

challenges in the customer journey. The graph below documents the sheer amount of areas this 

process can improve and enhance virtually every stage of the customer’s route to the checkout, as 

well as the stages thereafter.

Challenges

Although the benefits are there to be seen, brands face three main challenges when implementing 

effective behavioral marketing campaigns. 

In no particular order, these are timing, relevancy and reporting.

Timing

With studies highlighting the effectiveness of triggered campaigns, it’s obvious that timing is key to the 

success (or failure) of behavioral marketing.

Being able to deliver the right message bears little significance unless this can be delivered at the right 

time, and with so much competition for business, it pays to be in the right place when someone is 

near making their mind up, or in need of something to inform their decision.
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Unfortunately brands that invest in the behavioral approach have quickly discovered that there is no 

silver bullet approach to finding the perfect time to respond to browser behavior.

Purchase decisions are made all around the clock, with dwell periods lasting anywhere from a few 

seconds to a number of months. 

The only way to overcome this challenge is to run testing to understand the best time to engage or 

re-engage a shopper. It’s possible that some might be scared off by a personalised message that 

comes in minutes after a cart has been abandoned, or a quick browse has taken place. On the other 

hand, responding immediately to an action may have the desired effect for both parties, with a lift in 

conversions proving as much. 

Until things are properly tested, it’s hard to know how best to time the response.

Relevancy

Behavioral marketing gives brands the opportunity to display messages to their online shoppers at 

every stage of their journey. 

However, the temptation to bombard browsers with messages about the latest offers or products 

could actually damage the shopper’s experience.

To keep their browsers engaged, brands should use behavioral marketing to display helpful and 

relevant messages, tailored to the user’s unique circumstances. 

Showing a shopper how much more they need to spend to qualify for free delivery or recommending 

complementary products are great examples of how brands can not only tackle this challenge, but 

add value to their marketing beyond simply pushing items.

Reporting

Finally, being able to clearly view and understand the results of their digital marketing campaigns is a 

challenge for all businesses. For brands using behavioral marketing, this is no different.

Just one campaign can glean thousands upon thousands of impressions and a sizeable amount of 

reach. Arguably, this is the wrong space to be considering such metrics as a way of benchmarking 

success, largely due to what behavioral marketing can do in the right hands.
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Analytics such as how many times messages are viewed and clicked are important for brands, as this 

denotes signs of genuine engagement with what’s being presented. 

However, their real challenge is to understand the impact of behavioral marketing on conversions and 

sales, along with longer-term goals, like customer loyalty. 

Success stories

Some of the world’s biggest brands have increased their online sales by up to 10% using effective behavioral 

marketing. But it’s not just sales that businesses have targeted.

From email acquisition and providing personalised customer support to recovering abandoned carts and 

increasing customer lifetime value, brands use behavioral marketing to achieve a number of goals.

Let’s look at three leading brands which have had great success with behavioral marketing.

Oakley Increases Email Acquisition by 66%

Oakley wanted to increase the size of its database, 

since customer acquisition and retention were a vital 

part of the group’s online strategy.

Using an on-site remarketing message, prompting 

the customer for their email address once they were 

listed in the buying journey, Oakley rapidly boosted 

the number of opted-in emails captured by 66%.

Oakley also targeted these email addresses with 

a cart abandonment email campaign that saw an 

average order value 58% higher than that of  

direct sales.

Virgin Atlantic Boosts Online Sales by 5%

The main objectives of Virgin Atlantic’s behavioral 

marketing programme was to recover lost 

bookings and upgrade customers to the next 

travel class.
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Using dynamic segmentation, Virgin Atlantic tailored its marketing messages; emphasising  

the benefits of different levels of travel according to the type of booking that had previously  

been abandoned.

With this targeted approach, Virgin Atlantic generated an impressive $29 revenue from each email 

sent. This powerful behavioral marketing campaign resulted in a 5% increase in total online sales for 

one of the world’s leading airlines.

Monsoon Increases Average Order Values by 38%

The main objectives of Monsoon’s behavioral 

marketing programme was to recover abandoned 

baskets and to display recommended products.

Using dynamic content, Monsoon included 

product recommendations in its emails based on 

the items the shopper had abandoned.

With this approach, Monsoon’s average order 

value for recovered orders was 38% higher 

than direct website sales. Overall, the brand’s 

behavioral marketing campaigns increased total 

online sales by just under 5%.
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Based on a mechanism that only charges for results, 
paid search is performance marketing all over.

It may not be one of the newest channels within the performance mix, but the power of Google and 

its ever-popular search engine puts it as one of the biggest in terms of spend. In the UK, IAB stats 

have paid search reeling in £4.3 billion a year for the search engines, accounting for 51% of all digital 

ad spend, with budgets across Europe rising 5% year on year during 2015, according to Adobe.  

Retailers in the US are said to be earmarking an average of 60% to paid search campaigns, but 

companies on Stateside aren’t the only ones attracted by proposition of using this form of pay-per-

click marketing to drive huge amounts of traffic, and whatever that may lead to.  

How it works

In a typical paid search campaign, the advertiser will pay a search engine for clicks driven via a 

placement at the top of a long line of organic search listings. Here is what a paid search listing looks 

like on Google.

http://performancein.com/news/2016/04/14/uk-performance-marketing-worth-13-billion-channels-show-signs-maturing/
https://blogs.adobe.com/digitaleurope/online-advertising/adobe-digital-advertising-report-a-european-perspective/
https://www.internetretailer.com/2015/01/20/e-retailers-paid-search-spending-soars
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It’s easy to set-up a paid search campaign, with a fair chunk of the work going into optimising things 

once the first set of results are in. Here are the steps you’ll need to follow:

1. Align objectives – Paid search presents a highly effective way of driving traffic to your site, 

but the crowds aren’t of much use unless you’ve got a plan for them after they check-in. The 

landing page you direct them to must contain a clear call to action to encourage sign-ups, 

purchasing or another goal. This will also inform the keywords you bid on, as these will be 

paired to the product or service you’re advertising – i.e ‘formal shirts’ or ‘football boots’.

2. Set-up an account – The set-up phase encompasses deciding on the search engine you 

want to use (Bing and Google are Europe’s most popular). This will also grant you access to a 

dashboard for tracking your progress.

3. Keyword selection – After plenty of research, you can start assigning budget to different 

keywords and time periods. Generally, the broader the phrase, the more searches it will 

attract and the higher a bid will be. There is no right or wrong approach, so it’s always worth 

weighing up the cost of a click if it can get you results.

4. Get creative – A short but sharp approach favours the paid-search marketer. Your initial 

line of text is your best shot at getting the user on your landing page, so make it count with a 

snappy headline. 

5. Create a landing – The ideal landing from a paid-search launchpad is the call to action the 

user needs to spring into life, but the location also matters. Avoid directing the user to a 

homepage or a generic shopping cart section; instead opt for a page containing text that runs 

in tandem with what you say in your ad. 

6. Track, track, track – It’s one thing to set up a paid search account and start seeing results 

right away, but another to optimise your campaigns for the best results. Use your search 

engine’s analytics tools to see how people are engaging with your ads, the popular keywords, 

the devices they use, the landing pages they get on with, and anything else that helps you 

shift spend to the most effective areas.

The below image from Learntosuccess lays out the above as well as some of the other details 

companies might want to observe throughout this period.
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Where to find it

Looking for a place on which to base a paid search campaign shouldn’t take long. There are few search 

engines that can genuinely compete alongside Google, and even the rising profile of Microsoft’s Bing 

has done little to chip away at its dominance.

A table from Adobe shows Google taking 82% of Europe’s paid search budgets up to Q4 of 2015, with 

the company actually raising its stake since 2014.  

 

 

Big company dominance is of course seen across a range of digital channels. Another fast-growing 

area, programmatic advertising, is dominated by a tight group of key players, while ad tech groups are 

currently battling in a market where a great proportion of spend is handed over to the likes of Google 

and Facebook.

Who buys it?

One of the best qualities of paid search is its ability to work for a wide range of groups. Anyone selling 

online can benefit from traffic to their pages, and with 49% of all web users hitting the search engines 

to find out more about a product or brand, it’s a good place to have budget.

Trawl through the results of a generic search enquiry, like ‘black boots’, and you’ll find a who’s who 

of big-name brands. Extend your search out to product like ‘black and Italian leather boots’ and you 

might find results from companies you haven’t come across; those who may have paid a lower price 

for their clicks as a result of targeting a more long-winded or specific phrase.

http://www.zenithoptimedia.com/mobile-web-access/
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Local search is another option worth raising, and one that is made for all manner of companies. 

By targeting a specific location along with a key phrase – ‘cinema Covent Garden’, ‘Sushi restaurant 

Lisbon‘ – you can lock in on people searching on the move. Mobile consumers want to find the items 

they need, as quickly as possible and within a five-mile radius. Inspiration, research, a decision and 

then a footfall visit to their local shop to complete the purchase, are how consumers are making use 

of mobile in their shopping journey. 

Here are a few things to consider for running a local search campaign, with emphasis on targeting 

mobile users:

• • Add call extensions to your mobile paid search campaign

• • Use location bid adjustments to bid more aggressively for areas near to physical stores

• • Optimise for ‘near me’ queries logged by users in search of inspiration

• • Make sure contact information can be easily found on the landing page

• • Use call-tracking technology to leverage the messaging off the back of conversions made 

following paid search ads

But that’s not all. Search engines are now rolling out even more location options to appease the 

people using its products as they navigate real-life areas. Google’s sponsored listings on its Local 

Finder results bear testament to this, and it will be interesting to see how else the engines monetise 

the crowds of people looking for options nearby.

The way of the searcher 

To optimise your campaign and target the right keywords, it’s all about moving in the way of the 

consumer. For that, it pays to look at the developments of where people search in 2016.

Mobile searches have been growing rapidly over the last decade, and in July 2015 it was announced 

that overall mobile use has overtaken that of desktop and other devices, including tablet. This split 

is only reinforced by search statistics, as Google announced earlier this year that it was seeing more 

searches made on mobile devices than on personal computers. In the US, search volume distribution 

shows 51% of searches are being made on mobile, and only 42% on desktop. 

One of the reasons behind the growth in mobile searches is the expanding number of active mobile 

users. In the US, 80% of internet users own a smartphone with the average US adult spending two 

hours and 51 minutes per day on their mobile phones for non-calling activities. In the UK, the most 

prominent demographic for mobile usage is the under-25 age group, of which 96% are mobile users. 

http://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/
http://www.smartinsights.com/mobile-marketing/mobile-marketing-analytics/mobile-marketing-statistics/
http://www.emarketer.com/Article/Mobile-Continues-Steal-Share-of-US-Adults-Daily-Time-Spent-with-Media/1010782
http://www.emarketer.com/Article/Mobile-Continues-Steal-Share-of-US-Adults-Daily-Time-Spent-with-Media/1010782
https://www.consumerbarometer.com/en/insights/?countryCode=UK
https://www.consumerbarometer.com/en/insights/?countryCode=UK
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Mobile has even opened the door to new options, such as “Click-to-Call”, “Click-to-download” and 

“Get Directions”, which have expanded the paid search playing field by allowing merchants to focus 

on these new behaviours and use them to increase engagement, drive sales and link the consumer 

directly to the merchant. 

This year, Google introduced specific ‘call-only’ campaign types that cater to businesses that only want 

to measure phone conversions. It’s also the first glimpse of a mobile-focused format we’ve seen since 

the introduction of enhanced campaigns. Phone numbers display in the ad headlines and the ad-click 

leads to a call rather than directing through to the website. The screenshot to the right is an example 

of what the ad looks like within the SERPs. 

While important, mobile is one piece of a growing puzzle.  

Today’s consumer is still desktop-oriented when it comes 

to enquiries that can be made at home or at work. 

Campaign set-up and optimisation are still primarily 

focused on desktop, with only simple amendments made 

for mobile devices. 

Mobile search may not lead to as many conversions as 

desktop, but user interactions such as phone calls or store 

visits are far more common, and these actions often lead 

to a conversion further down the purchasing funnel. 

It’s said that 50% of users searching for store locations will 

visit the place in question, with 18% of those individuals 

going on to purchase. Therefore, it becomes increasingly 

important for advertisers to be present on a device at the 

right time, and place, to capture the right consumer. Get into 

the mindset of the searcher and you won’t go far wrong.

Conclusion

Paid search remains one of the most critical channels for marketing spend, based on its ability to pay 

on results and reach people right at the start of their journey. It’s a no-brainer in terms of investment, 

but the key is in maximising that spend for optimal results.

Any experienced head should recognise the importance of tracking results; testing different landing 

pages and basing keyword bids on thorough research. As much is a given when it comes the ethos of 

performance-based advertising. Where the gains will be made in the future is in optimising activity, 

and making best use of emerging ad options.

https://think.storage.googleapis.com/docs/how-advertisers-can-extend-their-relevance-with-search_research-studies.pdf
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Mobile spend is jumping, with advertisers and agencies capitalising on the migration to smartphone 

and tablet. This will become all the more crucial as Google, Bing and other engines work out the best 

way of reaching – and monetising – the next generation of searchers. 

More ad units are on a horizon which promises a much richer delve into search features like Google’s 

Shopping icon. We’ve already seen Shopping ads appearing in the regular Image results and this is 

just another example of an engine trying to monetise something attracting a high amount of traffic 

and engagement.

Generally, the overarching trend is to move with the user; to make the best use of how they’re 

searching, why they’re searching, the device they use as a gateway to that experience, and to optimise 

accordingly. Testing and measuring has never been more important, but this comes as a given for 

such a results-driven channel.
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The fundamental principle of performance 
marketing is that all activities should be tracked, 
measured, recorded and rewarded based on their 
performance. 

You’ll find this concept embedded throughout its many channels, including affiliate marketing, paid 

social and paid search among others. In fact, the performance marketing model is quietly sweeping its 

way across the digital ecosystem, earning respect and budgets from the boardroom and establishing 

a standard for others to follow.

Measuring marketing activities generates steady streams of data, which advertisers rely on to guide 

and validate their decision-making. Indeed, it is exceedingly rare these days for advertisers to make 

decisions that are not informed by data in some way. 

That is because insights into the customer journey and the various stages within allows advertisers 

to make smarter decisions that ultimately result in better customer experiences, greater conversions, 

higher ROI, and top-line revenues.  

But advances in technology have produced an unprecedented glut of data now available to 

advertisers, and some have struggled with the almost overwhelming amount of information at their 

hands. It only takes one look at the CMO Council’s review of top challenges for marketing heads to 

see how many wish to have a better grasp their data-related issues – these take three of the top five 

concerns in 2015.
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To sift through this sea of information, identify trends, and distill actionable insights, advertisers must 

develop strategies for ingesting and managing their data streams, identify the key metrics that align 

with their overall business goals, and ensure those are analysed in a relevant and meaningful context. 

The basics

Traditionally, advertisers have relied on data streams from two primary sources – first party and 

third party. 

Third-party sources produce data sets based on research, surveys, another company’s anonymized 

first-party data, or a combination of all of these, which they then sell to advertisers. 

Because these data sets are often expensive, many advertisers prefer data from a known, accurate and 

reliable first-party source to analyze and inform their decision-making. From our own experience, third-

party sets can also be out of date and inaccurate, which leads to complications later down the line.

Given its idiosyncratic nature, there are many competing definitions of first-party sources. However, 

most generally agree with the line that first-party sources provide data directly from an advertiser. 

Historically, advertisers had to rely on other parties to collect, ingest, and analyse their own first-party 

data.  This is partially based on many companies having multiple sales channels with multiple collection 

points, siloed data warehousing, a lack of normalised or rationalised data standards, and more.

Despite the limitations of first-party data, there are numerous benefits that this source provides by 

generating data across the following areas: 

• • Browser behavior

• • Device type

• • Purchase history 

• • Basket insights

• • Product data

• • Social activity

• • Previous campaign activities 

The below trail to conversion has been represented linearly and advertisers have increasingly sought 

to easily access and action on this data. 
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Emerging technologies eliminate the need for the manual pulling of reports and instead offer more 

elegant and engaging solutions. For example, many advertisers find it helpful to pass their first-party 

data into a data management platform (DMP) where it can be represented in many different ways 

as well as combined with data from different sources. This way, the data collected and can become 

actionable in real time. 

To generate actionable insights on the data collected, the first step is to understand first-party data 

in the context of a third-party platform. By allowing you to feed in more data, third-party systems can 

help you can begin to better understand how to change the path of attribution along the conversion 

trail and uncover those driving intent to purchase (as opposed to last click). 

Moreover, real-time data feeds mean you can spend more time analyzing the information rather than 

struggling to access it retroactively. 

By capturing data as it is created, you can drill deep into highly granular points specific to your 

business and industry. For example, an advertiser in the travel industry may find it helpful to include 

statistics such as revenue and traffic in addition to more relevant metrics such as individual types of 

popular hotels, or certain combinations of bookings. 

In most cases, first-party data dimensions are specific to that business and only make sense in their 

own context.  However, there is always the option of seeding this data into a third-party platform to 

open up new opportunities.

Data in context

Advertisers must situate their data in a relevant and meaningful context for their analysis to be 

valuable. For example, the graph below illustrates how conversion activity is shifting away from 

desktop to mobile for particular verticals.
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Performance Horizon Data Warehouse 

Performance Horizon – 2016 - All Rights Reserved 

Source: Performance Horizon Data Warehouse, 2016 
 

In this case, everyone recognises the broader macro trend towards increased activity on mobile. 

However, it can be considerably more helpful for advertisers to understand how this impacts their 

specific vertical and business.

For instance, as shown above, mobile conversions in financial services are surprisingly higher than 

those in travel and retail. Conventional wisdom would suggest that privacy-oriented consumers 

would be reluctant to disclose their financial information on mobile device, although the data 

proves otherwise.  

Overall, appropriately contextualising your data should provide value by allowing you to identify 

subtle yet critical trends, proactively benchmark your own progress relative to your competitors, and 

beat the curve. 

Differentiation through data

Given that data provides value to advertisers only when they can make use of it, it is essential 

to identify, track, and prioritise truly relevant metrics, i.e. stats that correspond to revenues, or 

profitability, or both; not just metrics that are easy to measure or understand.

After all, the ability to access real-time data is invaluable, but also leaves advertisers at the mercy of 

third-party platforms. If everyone relies on the same data set, how can you achieve differentiation 

and an edge over your competitors?

The edge lies in you knowing your own business and understanding your customers. Companies in 

different industries at different growth stages can have wildly different needs and goals, as the graph 

below suggests. 
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Advertisers should harness known consumer behavior to inform campaigns that are aligned with 

their overall business objectives. For example, it would be helpful for a company in the travel industry 

to move through the following steps and questions to ensure they build a successful loyalty program: 

1. Analyse loyalty behavior among consumers – Are they a frequent flier with a single airline? 

Do they always request wi-fi? If they hire a car, what model do they prefer? 

2. Determine loyalty information – What are the loyalty metrics? What is their propensity 

to convert? Are they after specific information each time or can their experience be 

personalised? 

3. Develop business strategy – How could the loyalty information be used to focus delivery of 

specific conversion metrics? If high-value flights with car rental at airport are desired, what 

data could drive that activity?

4. Extract actionable insight – Based on loyalty information, how could this be translated into 

actionable insight? If data is only available retrospectively, how could this be incentivised?

Conclusion

Data grants advertisers unprecedented insights into the consumer journey and immense power to 

influence the path to conversion. To make the most of their data, advertisers must develop strategies 

for ingesting and managing their streams, identify the key metrics that align with their overall business 

goals, and ensure those are analysed in a relevant and meaningful context.

Although many appear to be suffering from the sheer weight of data being collected, it is imperative 

that 2016 is the year that companies start to glean actionable insights from their masses of incoming 

information and use this to inform both their business and marketing strategies. 
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The latest IAB & PwC Ad Spend index shows that 
in the UK alone, annual digital advertising budgets 
have reached a staggering £8.6 billion. 

Display advertising accounts for £3.3 billion of this, with online video now taking a 23% chunk of that 

pie; placing it in close competition with digital stalwarts like content marketing and banner advertising. 

Alongside social media, video is arguably one of the most promising and exciting formats to talk 

about. This is especially when considering its ties to ‘native’ advertising, and subsequent ability to 

bypass the ad blockers through a natural integration with the content it accompanies.

Video advertising continues to dig deep into budgets previously allocated to ‘conventional’ display ads 

and there are plenty of places for that money to go.

Where it’s found

Many publishers have their own unique places for video advertisements to sit, although broadly 

speaking, advertisers usually have to choose between two options:

In-stream video – Occupying the full video player is the linear video ad, which tends to fit into the 

same window as the content selected by the user. Playback commences either pre, mid or post-’roll’, 

i.e. before, during or after the clip is played. 

Outstream video – Inventory of the non-linear variety includes overlays which play simultaneously 

with a piece of content, but without disrupting its playback.

Outstream video, the newest recruit for the IAB Ad Spend Report, has seen impressive growth over 

the past year. Representing 21% of the UK’s digital video ecosystem (doubling year on year) this ‘new 

kid’ in the video advertising town is taking its stand in the line-up of the most sought-after formats.

Part of the drive for the growth of outstream is down to the importance of the environment in which 

it is being viewed. Faced with a demand among advertisers for inventory that is intrinsically part of the 

user’s journey throughout a site, publishers are working hard to develop formats that form part of the 

overall experience on offer, or the content they host. 

http://www.iabuk.net/sites/default/files/research-docs/IAB_PWC_AdspendOnePager_full%20year%202015_Pdf_Final.pdf
https://www.luminpdf.com/viewer/mLudmCyuJqHyiQXWD
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Mobile-driven

Many things go into crafting a great video advertising campaign. In 2016, one of the main 

considerations for succeeding in online video, is to truly understand the mobile opportunity. 

Over half of all online video views now take place on mobile devices, according to sharethrough, and 

in 2016 Facebook is expected to sell over $700 million worth of mobile video ads, all of which will 

come from ‘native video’ products such as outstream and in-feed. 

We now live in a smartphone-driven society, consuming more online media on our mobile devices 

than ever before. According to Millward Brown, mobile screen share is also higher than TV and 

desktop computers combined. 

The shift towards mobile devices means digital experiences are becoming increasingly more personal 

and intimate, making it paramount that advertising is as engaging and user friendly as possible.  

Brands need to focus on solutions and explore the ways in which they can leverage the opportunity 

video brings to the table. There’s still a huge proportion of online material that is repurposed TV 

advertising. This seems ludicrous considering Teads’ own research showing that 70% of advertisers 

plan to increase their online video budgets over the next two years. 

Users will continue to filter out advertising through ad blockers if those serving it continue to deliver 

non-relevant and pervasive formats. 

No longer can brands expect the 16:9 widescreen product to work seamlessly across every single 

device. Recently, though, we have seen the development of vertical and square video formats from 

brands; two formats which provide great impact for mobile screens.  

http://nativeadvertising.com/how-native-video-and-outstream-products-can-make-a-difference-for-publisher-revnues/
https://www.exchangewire.com/blog/2015/06/11/lack-of-premium-video-holding-back-industry-growth-57-of-senior-marketers-highlight-skill-shortage-within-the-programmatic-advertising-industry/
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Location, location, location

The second big consideration relates to where the user is positioned – this at a time when channels 

like SEO and display are making moves towards local targeting, thus moving away from the one-size-

fits-all approach.

The rapid rise of mobile usage has generated a new set of signals for the media planner to utilise in 

order to drive effectiveness for their clients, and one of these has been the location of the user.

New technology means that brands can now apply a range of geo-location solutions to create hyper 

local targeting opportunities within video. 

The idea of location-based outstream is still nascent, but messages regarding its importance will 

become evermore prevalent over the coming year.  

Video measurement

When launching any video effort, attention should be paid to how success is interpreted.

TV has long been measured and transacted using the gross rating point (GRP) tool. However, with its 

increasingly sophisticated targeting and distribution techniques, developing a comparable universal 

measurement system for areas like online video is a challenge the industry is still grappling with.

The problem is, digital has brought a wealth of insights that have altered the way in which we measure 

our online campaigns. Digital drives interactions, engagement and social sharing in a way linear TV 

cannot. GRP cannot clarify the difference between exposure that is forced or not forced. This makes 

determining the level of viewability for a video ad very difficult. 

Rather than expecting digital to slot into the traditional GRP measurement guidelines, we could, 

instead, bring TV into a digital, cross-screen measurement environment, providing the opportunity to 

track and measure a true multi-device campaign. 

Recently, comScore merged with Rentrak to launch a syndicated cross-platform measurement tool 

that provides metrics on combined linear and digital audiences. 

As an industry we need to simplify the digital measurement ecosystem and consolidate the number 

of providers for audience and viewability verification. We’re moving into a people-based targeting 

ecosystem, whereby the ad effectiveness will be tracked from online to in-store, creating a truly 

valuable marketplace.

https://www.comscore.com/Insights/Press-Releases/2016/2/comScore-and-Rentrak-Complete-Merger-Creating-the-New-Model-for-a-Dynamic-CrossPlatform-World
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You can have a go at calculating your own GRP and impressions on the Teads website.

Success in a cross-media world

With the multi-device era now firmly upon us, it truly is an exciting time for video advertisers and 

publishers alike. The creative power that video holds is pushing the boundaries of the advertising 

ecosystem. But we have to concentrate on the capabilities behind these tools in order to succeed.

Gone are the days of a two-screen, ‘living room’ environment. By 2018 the average user will own up to 

four devices which are in use 18 hours a day. 

This can make tracking consumer behavior a challenge. For example, when users log into ‘walled 

garden’ apps, such as YouTube, Facebook or Snapchat, it creates data blind spots for marketers and 

limits the consumer behavior insights they can glean. Furthermore, unless users log into common 

services, such as their regular email account across all devices, it can be difficult to link a specific user 

to each and every device they own.

Still, solving the cross-device tracking conundrum will be worth it. Advertisers can target individuals 

as they check their smartphone in the morning, log on to their desktop during working hours, and 

then access content via a tablet in front of the TV at night. It offers advertisers and consumers a real 

storytelling experience.

http://grpconverter.teads.tv/#/budget-to-grp
http://www.itproportal.com/2015/12/08/by-2018-consumers-in-mature-markets-will-use-four-devices/
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Top tips for video advertising

It can seem like there’s a lot to remember with video advertising, so here are a few points to bear 

in mind:

1. Engage; don’t enrage – Advertising must engage and not enrage the user. Picking a 

skippable format provides the vital power of choice. 

2. Create compelling content – Ad formats and lengths need to reflect the devices on which 

they are served. For instance, ads on mobile should be shorter and take the vertical or 

square form to fit with the screen. Teads recommends that tablet ads should not exceed 15 

seconds, and desktop should work to a timescale of 30 seconds.  

3. Think mobile first – With smartphones becoming the UK’s most popular device for getting 

online, advertisers need to maximise this crucial channel. For the brands that don’t, there’s 

every chance their competitors will.
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Over the past number of years, the “incentive” part 
of the affiliate mix has gone through a vast array of 
changes, at the same time cementing itself as one 
of the leading drivers of advertiser revenue.  

Coming to prominence during the global financial crisis that kickstarted in 2007, voucher code and 

incentive publishers have proven to be a driving force within the affiliate industry and continue to 

deliver just over 50% of revenue on affiliate programmes, according to statistics from Affiliate Window. 

With the demand for continuous discounts, retailers are evaluating their strategies and reviewing how 

best to leverage the massive reach and revenue-driving potential that incentive publishers possess.  

Highlighted by the recent insolvency of BHS, brands need to strategically evaluate not only their level 

of discounting, but also the goals they seek by engaging with these publisher types to ensure that 

incremental and long-term value can be generated.

Publisher types

Generally speaking, there are four types of publishers within the incentive category, each carrying 

their own unique proposition to consumers.

Voucher code publishers offer discounts to consumers based upon an alphanumerical code which 

users can submit within the shopping basket of a given retailer. These groups regularly promote an 

assortment of deals and promotions which may be of interest to these users. Consumers can enjoy 

the largest discounts available within this sector, although many are time-sensitive to capitalise on key 

periods.

Cashback publishers utilise the commission provided by advertisers for sales generated and pay this 

back to the user. Some cashback sites offer up to 105% of the commission awarded back to the user 

to acknowledge their loyalty. Whilst the discounts from cashback sites may not be as high as those for 

voucher codes, they do have the benefit of being always available.

Loyalty publishers reward consumers with points for the purchases they make with participating 

retailers, allowing the users to trade their points with products, services and even gift cards. Whilst 

the points may not have a direct correlation to their intrinsic real-world value, consumers enjoy saving 

their points to purchase available products.
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Influencers are a new entrant into the incentive space. Their involvement is a bi-product of brands 

wanting to improve the measurement of what they do with celebrities and other figures carrying a 

high degree of respect among certain audiences. They utilise their followings on social platforms like 

Twitter and Instagram to connect brands with their fans. Here’s an example featuring ‘Breaking Bad’ 

star Aaron Paul promoting car-sharing service Uber to drive new customers.

 It is also worth mentioning that the lines between the different types of incentive publishers have 

continued to blur as they mix their business models, with cashback sites offering voucher codes and 

vice versa. This means it may become difficult for advertisers and the industry to determine the type 

of a given publisher, which is important when aligning commission rates.

Getting your strategy right

Due to the inherent size of the incentive sector, it is vital that advertisers have a thoroughly reviewed 

strategy for their campaign to ensure the sought ROI is achieved and all stakeholders appreciate its 

ability to deliver value to their bottom line.

Whilst voucher code and incentive publishers may not be a strategic fit for all brands (think 

premium outfits looking to safeguard their prestige) advertisers seeking to drive revenue volume or 

engagement with a specific type of user will often turn to these sites to achieve their goals. When 

combined with specific focus of the promotion, these channels can prove to be extremely rewarding 

and beneficial.

The below scenarios include relevant strategies for the voucher code industry, although the tactics 

can be applied to other incentive sites as well.
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Scenario one: Driving maximum revenue

Consumers love a bargain and receiving a discount on their purchase is music to their ears. By 

offering a discount on all sales, you ensure that your campaign appeals to as many potential 

consumers as possible and does not rule out specific segments unnecessarily.  

An example of this promotion would be “20% off everything” with no minimum spend exclusions.

When employing this strategy it is vital to consider available margins and whether the given level of 

discounting can be sustained.  

Scenario two: Increasing average order value (AOV)

 While discounting and increasing the average order value may sound like a conflict of interests, it is a 

strategy regularly employed within the voucher code industry, particularly amongst premium brands.  

By evaluating the average order value when not discounting, advertisers can utilise this knowledge to 

employ minimum order values on provided discounts to encourage people to spend more and take 

advantage of the discount.

When employing this strategy, it’s important to carefully analyse the minimum spend requirements 

for the promotion and ensure the increased value is not too high, which could inadvertently turn the 

consumer away from taking advantage.

Scenario three: Attracting specific user segments 

Retailers often seek to attract a specific type of user, like new customers or students, with their 

campaigns. These user segments are valuable to retailers as it increases their share of a given target 

market, or exposes more users to their products or services.

It may sound obvious, but when employing this strategy it is critical that any codes or incentives which 

are issued to entice these users are only functional for the given segment. Utilising a voucher code 

which is promoted as being only available for new customers, when it actually functions for all users 

regardless of their status, runs the risk of being shared socially as the user enjoys the thrill of gaining 

bargains they shouldn’t normally have.
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Scenario four: Raising awareness of a product or range

Many advertisers are attracted to incentive publishers to drive sales for a given product or range.  

Whilst the primary channels of these publishers tend not to be the most effective way to gain the 

desired awareness, especially if it is a new product or range, the secondary channels, such as social 

media and email marketing, are highly effective. 

By turning to influencers and their marketing capabilities, recommendations are seen to be more 

trustworthy than if they were delivered via the retailer’s own marketing communications, and when 

combined with an incentive, they become hard to resist.  

Scenario five: Exclusive promotions

In order to achieve certain goals, advertisers will offer exclusive voucher codes or cashback rates 

to publishers to secure increased exposure. This is particularly appealing to publishers as it 

provides them with an edge over the competition, and when implemented strategically, can drive 

significant value.

As with all the above, having clear communications regarding the campaign details and expectation 

is critical to a successful program. Due to the IAB’s Voucher Code of Conduct, discount publishers are 

required to make full details regarding an offer available to users. Unfortunately these aren’t often 

communicated to them, requiring additional resources on both the advertiser and publisher side to 

ensure that consumers are correctly informed. 

Discount types

There are countless options and variations of the discount values which retailers can utilise to drive 

revenue. Three primary tactics are:

1. Fixed value discount, such as £40 off

2. Percentage value discount, such as 40% off

3. Free benefit discount, such as free delivery, free gift, buy one get one free or free gift card

Within these values, retailers further utilise various restrictions in order to focus upon delivering 

internal goals. These may include minimum order values, new customer restrictions, validity only on 

selected ranges or products and validity in conjunction with other selected products.

Whilst these are only restricted by creativity and technical possibilities, each option must take into 

account strategic goals and should be used with caution.  

http://www.iabuk.net/resources/standards-and-guidelines/affiliate-marketing-council-code-of-conduct-vouchers
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In regards to the usage of these codes, discounts which subtract a relative percentage are by far the 

most popular with retailers, primarily due to their constant value to consumers in comparison to fixed 

value discounts, which have decreasing value as consumers increase their spend.

 

Considerations

Now that you have a strategy in place which aligns with the goals of your business, it’s vital to keep on 

top of developments within both the industry and the economy. 

The tightening of consumer spending power will inevitably continue to result in higher expectations 

on retailers to discount, and offer more for their purchases.  

However, technological advances continue to force a change of approach by retailers. As multi-

channel experiences attempt to drive retailers towards rethinking their internal strategies, voucher 

and incentive publishers are also fine-tuning what they can offer to brands.

By providing more engaging mobile and in-store propositions, retailers can capitalise on an always-

online generation which demands more for its money. With so many groups now reporting that 

mobile is contributing over 50% of their traffic, it becomes paramount to reevaluate how this affects 

the business, and how incentive sites are used.

http://searchengineland.com/its-official-google-says-more-searches-now-on-mobile-than-on-desktop-220369
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Every good business needs an audience, whether 
big or small, free-spending or frugal. 

On hand to power the conveyor belt of new customers, subscribers and readers is the practice of lead 

generation – a term used to describe the process of onboarding new prospects.  

Before we dive into the aspects of a strong campaign, we’ll clarify what we mean by a “lead”. A lead is 

essentially:

“The details of a potential customer who has consented to be contacted about your product 

or service.”

You will discover over the following pages that leads come in all shapes and sizes with varying levels 

of detail and prospect intent. First up, it’s worth exploring where lead generation fits into the digital 

marketing mix. 

The chart below illustrates lead generation’s place in the performance marketing mix. Here it slots 

nicely between biddable media and affiliate campaigns, balancing cost and customer qualification. 
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Traditional CPM (cost per mille) and biddable CPC (cost per click) campaigns place all the risk with the 

advertiser as the publisher gets paid regardless of the outcome. Conversely, affiliate campaigns place 

all the risk with the publisher, as the advertiser only pays out based on actual customer acquisition or 

transactions. 

The result of these dynamics is that CPM/CPC campaigns have access to large amounts of volume, yet 

commercial returns are less predictable. Meanwhile affiliate campaigns, with their guaranteed returns 

for the advertiser, often suffer from limited volume. 

Lead generation attempts to address this gap by sharing the risk between the advertiser and publisher. 

Who uses it?

Online lead generation campaigns are best suited to businesses that have a strong direct marketing 

sales strategy behind them. In this case we’re thinking across the lines of email, SMS or telemarketing. 

Lead generation is normally used to build email marketing databases or generate telephone leads for 

sales teams, and for companies within sectors including:

• • Automotive 

• • Charity

• • Education providers 

• • Financial services 

• • FMCG   

• • Gaming 

• • Home entertainment 

• • Utilities 

• • Market research 

• • Medical 

• • Retail 

• • Subscription

• • Travel and telecommunications

The tactics

As with any media channel, there are a range of options to gain results from, each with their own 

advantages and disadvantages. 
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There are plenty of marketing managers who have been involved in “failed” lead generation efforts 

and these “failures” are often down to selecting (or being sold) the wrong type of lead generation 

campaign for their business. They’re presented with an array of lead generation consultants, agencies 

and publishers in the market and so, like with any other supplier selection process, it’s important to 

find a partner who is transparent, with the references to boot. 

Lead generation tactics can be organised into a pyramid depicting the volume of leads available and 

the level qualification of the lead. Generally, the higher the volume, the lower the level of qualification 

and cost per lead. 

An example of something at the top of the pyramid are leads generated from your own website as a 

result of traffic generated by paid and unpaid media. At the other end of the spectrum, we have the 

profile data of prospects who have indicated a general interest or propensity to buy your product, but 

have not specifically opted into receiving communications from your brand.  

 

To hand you an idea of the differing approaches, we’ll look into co-registration and form leads in 

more detail. 

Lead form marketing 

Lead form marketing is a method of lead generation designed to unearth high intent customers. This 

consists of a standalone landing page designed with the single purpose of capturing a lead’s contact 

details and consent. 

The landing page is promoted by publishers on a cost per lead (CPL) basis via email, display ads and 

social channels owned or controlled by the publisher. Here is what a typical entry looks like:
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Best practice

The key elements of the landing page are a value proposition with a list of key selling points and, 

ideally, a limited time offer. Then, to increase conversion rates, the campaign manager should add 

trust elements like testimonials, accreditations, and FAQs. You will need a data collection statement 

and privacy policy that explains what you will and will not do with the information you collect. 

Another type of lead form marketing is where a publisher operates a site in a specific vertical, e.g. 

automotive, finance or education. The publisher hosts the lead generation form within their site 

rather than a standalone destination. As prospects travel through the publisher’s site, they are 

presented with the ad and lead form. 

When considering a vertical specialist it’s important to fully understand if prospects are opting-in 

to be contacted by your brand or if it’s an unbranded opt-in. It’s also important to understand if the 

leads are exclusive or if they are being sold to multiple advertisers.  

Lead forms normally generate the highest intent leads in terms of conversion rates, but volume can be 

constrained by popularity of the campaign with publishers. The popularity of a campaign will be based 

on the opt-in rate and the CPL (cost per lead). Lead forms are therefore best suited to an inbound sales 

team as conversion rates will normally be just below those obtained from website leads. 

Branded opt-in (co-registration) 

Where you need a high volume of leads and have (or can put in place) either a sophisticated email/

SMS lead nurture program or outbound telemarketing function, then co-registration is the way to go.
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This offers a method of lead generation designed to generate a high volume of low-cost leads at the 

early stage of a prospect’s consideration process. 

Co-registration prospects will have already registered on a site to buy a product, access information 

or enter a competition. The site will therefore hold key contact and demographic information about 

the prospect. Once the user has registered, the site will display one or more co-registration offers in 

the form of an opt-in question with your logo and sometimes a banner and company overview. 

Between five and 50 offers could be displayed to the prospect, often in the form of an online survey. 

Here is an example of one such form:

Best practice

As the site already has the prospect’s contact details collected during site registration, they simply 

pass these to the advertiser as a lead if the prospect opts-in to the offer.

Co-registration offers low-barrier opt-in from the user’s perspective and can therefore be used to 

generate a high volume of low cost leads. If you don’t have access to an automated lead nurture 

process or outbound telemarketing function, then form lead marketing may be a better option.  Co-

registration is however a popular capture mechanism with insurance, charity, utility, travel, retail and 

gaming advertisers. 

With a range of different capture methods in play, it is important to understand that not all leads 

are created equal. A high performing lead generation campaign therefore needs to use the most 

appropriate capture method while ensuring best practice is followed. 
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End-to-end optimisation

A lead generation campaign consists of a fairly linear path which starts with sourcing leads and ends, 

hopefully, with a successful sale. Along this path there are many opportunities to enhance the intent 

of good leads, weed out “tyre-kickers”, minimise wastage and reduce costs.  

Below is the lead generation process in full. The key is to make small gains at each stage of this 

journey to significantly increase the campaign’s ROI. 

 

Target audience

The audience you target is your first decision. Age, gender and location are the core targeting 

parameters offered by most lead sources. Generally, you should start with a fairly wide target 

audience and then refine your targeting based on demographic sales analysis. 

Placement

There are lots of different placements across lead forms, vertical specialists and branded opt-in, with 

these carrying implications for both volume levels and prospect qualification. For example, an email 

to a relevant list driving prospects to a lead form will produce very qualified leads but with limited 

volume in comparison to a branded opt-in question hosted on a competition website.  
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Your offer

The offer or ad is an area where there is often a balance to strike between volume and lead 

conversion rate. At extremes this would range from running a competition with incentivised opt-in 

to running a mini survey to qualify leads. Generally, the higher the opt-in rate, the lower the cost per 

lead, but you must also factor in the cost of the sales with a high volume lead campaign.  

Capture 

Forms can be pre-filled to aid people or blank to ensure fresh details are entered. Form validation will 

ensure people are prompted to complete all the fields correctly. 

Validation

Once a lead has been captured, the first task is to ensure it meets any campaign constraints. For 

example, is the age between 18-50, as requested? Is the data correctly formatted, including all dates, 

phone numbers, postal addresses and email addresses. It is also normal to filter out invalid names 

and swear words (it does happen). 

Typically, leads are also de-duped at this point and it’s important to discuss how leads can be de-

duped against existing databases when setting up a lead generation campaign. 

Verification

Verification is where lead data is actively checked against a third-party service or database. The most 

common verification checks include inspecting if an email box exists, mobile number is registered as 

active and – in the UK – the postal address is recognised by the Royal Mail. 

Enrichment

Lead enrichment is achieved by appending data to leads from third-party sources. Typical 

enrichments can include household income, social grading, credit worthiness scoring, phone provider 

or ISP. 

Enrichment can also mean deriving data where not explicitly given by the prospect. For example, this 

could be gender from first name, town and county from a postcode and age from a date of birth.
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Distribution

Leads can be provided to advertisers in a number of ways including email, file transfer protocol and 

API feed. It’s important when transferring large amounts of consumer data to ensure the method is 

secure, which normally means enabling encryption and using passwords to protect data. 

Marketing automation 

Automated messages are strongly recommended for most lead generation campaigns. As a minimum, 

an email auto responder sent to someone thanking them for their interest and explaining what will 

happen next. Automation can be expanded into a full lead nurturing journey with escalating offers 

utilising multiple channels including email, SMS and phone call.  

Qualification

In some circumstances, post-capture qualification in the form of reconfirmation of a prospect’s 

interest via email, SMS or phone can be helpful. The result of this process is that leads are tagged as 

‘not interested’, ‘definitely interested’ or ‘unknown’ and filtered accordingly. A qualification step can 

also be used to confirm which specific product or service the prospect is interested in. 

Routing

A sophisticated lead generation programme may automatically route leads to different destinations 

based on qualification status, location or product of interest. This could go to the inbound sales team, 

outbound sales team, direct postal marketing or email marketing programme.  

Conversion

The ultimate goal of any lead generation program is to convert a lead into a sale and a new 

customer. The most important step here is to analyse the sales data and feed this back to the 

lead generation programme to optimise the audience, placement and offer to drive continual 

improvement of the campaign. 
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What’s new

As with many digital performance marketing channels, lead generation has been on a rollercoaster 

ride over the years; evolving as models and trends come and go.

The introduction of third-party validation services and better campaign analytics has gradually 

removed low-quality providers, improving results for brand advertisers on the whole. It should 

also be noted that many performance marketing platforms are starting to add more serious lead 

management features to their offerings. 

Recent developments have even seen major social media publishers like Twitter and Facebook launch 

their own lead generation services in one shape or another, and these are certainly worth testing as 

new lead sources.  

The other area of increasing sophistication is lead enrichment, with more accurate tools and services 

coming to the market to help advertisers prioritise the leads that are most likely to convert.  

One area where more could be done is differential pricing, where publishers delivering higher quality 

leads are rewarded with increased payouts or bonuses. This approach would ultimately encourage 

publishers to invest in technology and media which delivers the best results for the advertiser, helping 

the lead generation industry grow based on a partnership between advertiser and publisher.

On a more certain note, anyone currently or planning on utilising any form of lead generation or direct 

marketing will have to be up to date with significant changes at the ICO (Information Commissioner’s 

Office) and the EU GDPR (General Data Protection Regulations), as advertisers and data providers who 

fail to play by the rules could face huge penalties.

https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2016/03/20-million-reasons-for-organisations-to-get-eu-data-reforms-right/
https://ico.org.uk/about-the-ico/news-and-events/news-and-blogs/2016/03/20-million-reasons-for-organisations-to-get-eu-data-reforms-right/
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Display advertising is now a well-integrated part  
of the advertiser’s marketing strategy. 

Today’s campaigns now run across desktop, mobile sites and apps, helping to build awareness or get 

hard results via direct response mechanisms. 

When they first popped up on the humble PC, the standards in serving technology meant display ads 

lacked context and value. They often had little to do with what was on the screen, not to mention the 

person they were broadcasting to. In some cases, the sheer volume of ads being served caused users 

to develop a form of ‘blindness’ to their offering; something which arguably still stands today.

As the technology grew more sophisticated and offered more effective opportunities for targeting, 

things took a turn in a different direction. Programmatic exchanges and real-time bidding allowed 

advertisers to display ads based on the insights into their audiences, which they can now access 

easily. More seamless advertising methods cropped up, including native options and retargeting, 

changing the way people engage with what they see.

Mobile has become one of the driving forces behind display’s recent growth due to advertisers being 

attracted to the sheer ubiquity of smartphones, and the way they have enabled their users to receive 

messages wherever they are.

The changes are reflected in recent figures for spend. According to IAB Europe, display advertising 

outgrew every single one of its competing channels in 2015, rising  17. 4% from 2014 on its way to 

claiming €13.9 billion for the year.

While the space continues to evolve, a lot of work has gone into making display the channel that 

stands today.

Building a successful campaign

Display advertising can be used as an effective promotional tool, building brand awareness and in 

some cases measuring the impact off the back of it. As many as 90% of marketers consider online 

display advertising to be good for branding, which almost says it all about the channel’s qualities in 

that regard.

https://www.theguardian.com/media-network-outbrain-partner-zone/native-advertising-quality-scalability
http://www.iabuk.net/about/press/archive/european-online-advertising-reaches-record-annual-spend-of-362bn
http://www.forbes.com/sites/roberthof/2011/09/20/look-out-tv-the-internet-is-suddenly-safe-for-branding/#500c4bb055ac
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One of the biggest advantages of display is the way it can influence each stage of the marketing 

funnel. It can raise awareness at the beginning by contextual and behavioural targeting. It can 

then engage and educate buyers to help them make a choice on what to acquire. Finally, display ad 

retargeting can be used to convert visitors into customers. 

IAB’s marketing funnel offers a brief overview of the customer’s path to purchase, and you could 

argue that display earns a place in each of these stages.

There are plenty of metrics to determine the amount that an advertiser pays for their ad. Three of the 

most popular options include:

CPM (cost per mille) – Buying display on a CPM entails paying an agreed price for 1000 impressions. 

This is a highly viable option for household names in publishing with thousands of visitors on their 

sites every day. From the perspective of advertisers, CPM is a good way to build awareness around a 

brand or product in its early beginnings.

CPC (cost per click) – Plenty of retargeting options will require advertisers to pay for every click driven 

from the ad to the desired site. From there, it’s up to a landing page and strong call to action to do the rest.

CPA (cost per acquisition) – Although more common on affiliate campaigns, there is a chance to 

pay commission to ad servers based on a pre-defined goal. This tends to be on a purchase, where a 

fraction of the price is distributed to the publisher or ad server.

http://www.iabuk.net/blog/shifting-roles
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In recent years there has been a huge trend in advertisers applying data to what they do with display, 

opening the door for better targeting and more relevance for the recipient. An efficient retargeting 

campaign, for instance, will provide the opportunity to deliver a relevant message to the right person 

at the right time, in a carefully selected location. With research showing that people who who are 

retargeted after abandoning a cart or viewing an item are 70% more likely to convert, it’s a worthwhile 

practice for retailers.

Targeting via display provides a more granular approach to advertising and can result in better 

effectiveness, granting flexibility to reach audiences using various methods.

The main techniques include:

Demographic targeting – Based on information about each person, such as gender, age, and 

browser language.

Geographic targeting – Through the computer’s IP address, advertisers can figure out each user’s 

location.

Keyword and content – This allows advertisers to focus on sites containing specific keywords and 

content types, like travel, fashion or sports.

Time targeting – Providing advertisers the opportunity to distribute ads at selected dates and times.

Behavioural targeting – Advertisers can base their display campaigns on user behaviour, for 

example, the searches they make, the pages they visit, and other ads clicked, which can come from 

first (retargeting lists) or third-party sources (companies gathering and selling data). This aids the 

personalisation of display ads.

Taking efficiency one step further, it’s also worth mentioning just how much of the above is done via 

programmatic buying, which has firmly rooted itself within digital, spreading across the strategies of 

businesses big and small. 

Automated ad-buying helps with the relevance and efficiency of campaigns and has dramatically 

shifted the way things are done. PwC predicts that programmatic will account for 80-90% of display 

ad sales by 2019, running in tandem with findings from a survey by IAB Europe revealing that 90% of 

advertisers, agencies and publishers are planning on increasing their investments in programmatic 

during 2016.

Display is engulfed by programmatic buying and it’s thriving as a result. Based on pre-determined 

campaign goals, the current tech options can pair aids to the right sites and users, leveraging data to 

expose customers to ads based on their profiles and interests.

http://www.digitalinformationworld.com/2014/09/infographic-retargeting-advertising-statistics.html
http://www.iabuk.net/about/press/archive/digital-adspend-grows-at-fastest-rate-for-seven-years#p7QaUl5tRhLugcLp.99
https://www.research-live.com/article/news/investment-in-programmatic-continues-to-grow-despite-skills-bottleneck/id/5007932
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This is chased down with a boost to efficiency, automating the tedious process of manual negotiation 

and leading programmatic to bring highly impactful results.

Facing challenges

While the rising budgets would suggest that all is well with display, certain challenges still reverberate 

around the space. A considerable threat has arrived in the form of ad blocking; a technology that has 

courted controversy since its early days.

A study by PageFair and Adobe from this year revealed that nearly 200 million people worldwide had 

used these tools to block certain types of advertisements on the web. Although the software is more 

popular on desktops rather than mobile, the rise in adoption on smartphone has almost doubled in 

the past year, increasing by 90% if some reports are to be believed. 

The 2016 Reuters Digital News report also presents how varied the numbers are for different 

countries globally, with particular focus on the under 35-year-old group, where the use of ad blockers 

is at its highest.

The rates are constantly increasing and for publishers it’s a wake-up call. Consumers want a better online 

experience, and this is an opportunity to transform display to work for users and advertisers alike. 

Ad fraud is yet another challenge advertisers have to face when dealing with display. Touted as the 

industry’s “dirty little secret”, fraud is prevalent in 2016, as ads are served which have no potential to 

be viewed by human browsers.

The World Federation of Advertisers (WFA) anticipates that at the current rate of growth, annual 

losses to ad fraud globally are likely to exceed $50 billion by 2025.      

http://uk.businessinsider.com/ad-blocking-software-has-200-million-users-2016-4-24?_ga=1.14082623.94023044.1461314947?r=US&IR=T
http://fortune.com/2016/05/31/ad-blocking-tsunami/
http://reutersinstitute.politics.ox.ac.uk/sites/default/files/Digital-News-Report-2016.pdf
http://www.wfanet.org/en/press/press-releases/wfa-issues-first-advice-for-combatting-ad-fraud-?p=1
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Ad fraud goes hand in hand with yet another issue relating the the fundamental concept of an ad 

being seen – viewability. In line with the guidelines from the Media Rating Council (MRC), a display ad 

is ‘viewable’ if at least 50% of it is within view of the user’s window for a minimum of one second. The 

‘viewability rate’ benchmarks comparability and indicates the success of the ad.

The issue here is with fraudulent impressions (those that a human could never have seen, otherwise 

known as non-human traffic) and non-viewable impressions (those the user didn’t see, but could have 

if site construction and/or user behaviour had been different).

In light of the situation, Google announced it will aim for 100% of pixels in view on its display network 

and that advertisers won’t have to pay for ads that aren’t seen. Similarly, Facebook also intends to only 

charge for 100% viewability and will use a third-party verification service for video ads.

With rates of programmatic going up, there’s been more push for quality and transparency, which has 

resulted in viewability rates going up 62% year on year. On the other hand, bot traffic decreased 81% 

in Q1 this year, compared to the same period last year, revealed a report by Accordant Media.

All of these challenges have been hot topics in the industry for years, but the process of overcoming 

them has been a learning curve for all involved, further contributing to the reshaping and 

transforming of the display ad space.

The future of display ads

In the rapidly changing industry of online advertising, display ads are and will continue to evolve. The 

trends we observe today might become the standards of tomorrow, and with the development of new 

technology, we can be sure things won’t stay the same for long.

Progress in tech might increase the levels of programmatic and automation in the space, although 

human creativity and strategic know-how is still an important part of the process. Automation could 

also drive personalisation, resulting in more content being optimised for different audiences. 

Many of the challenges the industry is currently facing will be tackled head-on and actually create 

opportunities for improvement. Although ad-blocking software might seem to be every advertiser’s 

worst nightmare, it has also resulted in strategic opportunities. For instance, it opened a new door for 

content within advertising. Using native advertising, advertisers can provide consumers with a better 

online experience, as slow-loading, irrelevant banners are being replaced by something that fits more 

naturally with their journey around the web.

https://adwords.googleblog.com/2015/09/Enhancing-the-google-display-network.html
http://pages.accordantmedia.com/l/120912/2016-04-19/2xnnr5
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Display advertising is bound to further change and evolve, and there are many different directions it 

could take. While it’s hard to foresee what the display ad of tomorrow might look like, there is certainly 

a lot to look forward to in the space.
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With more traffic flowing through mobile devices 
than traditional desktops, and consumers spending 
more than two-and-half hours a day on smartphone 
and tablets in 2015, the need to understand how 
shoppers interact with handheld tech has never 
been more important. 

However, viewing mobile as a separate channel – like “mobile advertising” – would be a mistake.

In considering just how complex consumer journeys have become (Google estimates two-thirds of 

online sales involve more than one device), it’s critical to view the transaction process in its entirety, 

with devices facilitating the continuous process that ultimately leads to the conversion. 

Devices and platforms depend on each other to drive the next interaction and as such, having 

standalone strategies seems anachronistic. 

When looking to mobile, performance marketers should consider shifting their focus from clicks, 

impressions and other similarly measurable metrics to journeys and all the devices this may include.

Mobile in the moment

We at Affiliate Window – the affiliate network – witnessed the scene as 2015 saw tablet traffic and sales 

plateau, while in December smartphones became the biggest driver of mobile sales for the first time.

http://www.emarketer.com/Article/UK-Adults-Spend-More-Time-on-Mobile-Devices-than-on-PCs/1012356
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We’ll look into things from an affiliate perspective. Mobile sales on UK affiliate programmes now 

regularly exceed the 40% barrier in terms of all purchases driven. With clicks hitting 60% on weekends 

for both smartphones and tablets combined, the days of consumers interacting with brands in a 

linear way, on traditional desktop devices, are long gone. 

When drilling down further, it is important to distinguish between smartphones and tablets when we 

talk about mobile devices. 

Typically when discussing the topic we are using ‘mobile’ as a shortcut for handsets. However, there is 

a recognition that tablets tend to be housebound and reflect more traditional browsing habits, while 

smartphones introduce starkly different behaviours.

The growing confidence of consumers to shop on their handsets, together with the concerted efforts 

of advertisers to optimise the mobile experience, has led to historically poor click-to-sale conversion 

rates of smartphones being addressed in the past year. 

Indeed, February 2016 saw handsets converting 25% better than they did 12 months previously.

With consumers using traditional desktop devices at work and then switching to more mobile-based 

platforms at the weekends, the importance of being able to stitch those journeys together also 

becomes apparent.

When and where?

Focusing on how consumers favour different devices at different times of the day, this sales 

performance graph plotted over the 24 hours of Black Friday in 2015 shows the popularity of tablets 

and smartphones at different points in the day, with the two key areas for each highlighted with 

reasons why they peak at these times.
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While the UK remains the European leader in mobile adoption, there are distinct trends across the 

continent. Smartphone usage in the Nordics and Southern Europe is particularly high, for example. 

Brazil as a more emerging market seems to have skipped tablet altogether, deferring to smartphones 

as the default option.

Using data from our global network, we can see the major markets that zanox operates in with its 

respective mobile splits:

Current trends

As soon as you dig into campaign variances, the interesting patterns emerge.

Data from our affiliate programmes shows mobiles accounting for more than half the sales being 

generated for certain advertisers in specific sectors. Those with high volumes of blogger engagement 

and social media benefit from smartphones being the go-to device to access this content. 

Advertisers should consider also consider the sites they target, as those appealing to younger 

demographics will generally be more on course to serve the ‘mobile-first’ generation. It’s no surprise 

that brands such as Boohoo and Missguided attract such a high proportion of smartphone interest.
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This presents a double whammy for certain brands: an affiliate base with high levels of smartphone 

traffic and engagement, coupled with a mobile-first audience unencumbered by any reticence to 

transact on a handset. All advertisers should know who their top mobile referrers are by both clicks 

and sales. The two won’t necessarily be the same, so brands should consider whether traditional last-

click CPA models are adequate for some campaigns.

Some of the major affiliates such as RetailMeNot, TopCashback and Quidco have also adopted multi-

channel approaches that mirror those of the advertisers they promote. They have developed mobile 

strategies that blend with their historic desktop approach and now offer retailers the opportunity to 

tap into consumers who are in-store as well as at home or work. 

For advertisers this represents both a challenge and strategic leap, as they have to assess whether 

they work through all the channels available to them. 

Clearly consumers are at different stages in the purchase cycle when they’re accessing content across 

multiple devices, so connecting the dots takes on a heightened importance.

Tracking and payments

Performance tracking across platforms is a massive challenge for advertisers in 2016. According to 

Google as many as two in every three online purchases takes place across more than one connected 

device, be it a tablet, smartphone, laptop or another platform.

Clearly stitching those journeys together is critical. Broadly speaking, there are two cross-device 

tracking solutions available to marketers:

• • Probabilistic: Algorithms are used to predict whether a user is the same person across 

different platforms. 

• • Deterministic: Logged-in users are precisely tracked as they move between platforms.

As performance marketing is built upon concrete outcomes, deterministic tracking seems 

to naturally fit with this scenario. Gaining a granular level of insight will allow advertisers to 

understand which affiliates are driving initial interest on specific devices, which ultimately lead  

to a conversion on another.

Initial research from tracking these sales seems to show that the longtail of affiliates – content, 

bloggers, social media and niche websites – tend to carry influence earlier in the sales funnel. 

Given we know that mobile devices often act as an initiating device – they are the go-to place for 

people when they want to find out about products and services rather than necessarily purchase 

them – anyone with a high proportion of mobile traffic needs to have this tracked across devices.
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Without this insight we need to consider whether payment metrics like last-click CPA (where only the 

last publisher in the chain is rewarded) fairly compensates this early-funnel interest via mobile. 

Looking forward, this has fundamental implications for how we build commercial models that sustain 

performance marketing. 

In our mobile age, not only do we need to understand the path to conversion, whether at home, work 

or on the go, we also need to appreciate that affiliate content can be accessed at each and needs 

to be credited for its contribution. Whilst last-click CPA still works for some business models (not to 

mention providing an easy marker of the ultimate converter), as consumer journeys become more 

complex, these additional access points deserve recognition.

Advertisers may want to consider taking a two-stage approach to their campaign. For the affiliates 

who can influence the outcome of their content (such as cashback or voucher sites), the last-click 

commission model works well. Affiliates who are premised earlier in the purchase chain, across 

multiple tech platforms, may need more sophisticated payment solutions, leaving the door open for 

an element of commission top-ups. 

M-commerce or apps?

Looking ahead to a period where mobile is set to take an increasingly important role in performance-

driven marketing strategies, care must also be paid to the emergence of apps.

From a pure affiliate marketing point of view, m-commerce and sales generated by smartphones 

seems the most natural way to generate ROI from mobile. But with a significant proportion of handset 

sales originating from retail apps, this should certainly be considered.

Service-based apps such as Uber or the cleaning service Hassle are interested in driving consumers 

to install their titles and activate their services. Understanding what to pay for a single download 

will be dependent on what the lifetime value of the average customer is, and over time this may vary 

according to the different lead generation channels that someone works with.

The other proposition is based around individual purchases. It is entirely feasible for advertisers to 

track and pay commission for these, but almost none currently do. This may be because advertisers 

consider their own apps a walled garden that they have ownership of. But also consider that some 

retailers will use affiliate traffic to offer up prompts for people to download their apps. In this instance, 

at least a reward for the app download could be considered. 
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Generally, with an increasing amount of marketing channels becoming influenced by mobile usage – 

their importance only heightened by the likes of Google and Facebook championing the benefits of a 

mobile-influenced strategy – advertisers simply cannot overthink the decisions ahead of them. 

In the long term, an appreciation of varying behaviour across devices, recognition of where mobile is 

likely to affect the user’s journey and a multi-channel approach will see it become a vital consideration 

for so many elements of the marketing mix, and maybe next year there will be even less of a case of 

treating mobile in silo. 
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Performance marketing is often defined by its ability 
to innovate and evolve in a timely manner, in persuit 
of user behaviour or consumer trends. The recent 
emergence of online-to-offline marketing, or O2O, 
is one of the most recent and exciting examples of 
this coming to light.

Year on year, digital marketing continues to consume an increasingly larger proportion of total 

marketing spend, not only thanks to its cost-effectiveness, but also due to its expansion into the wider 

marketing arena. 

Amongst other developments, this can be owed in part to the evolution of mobile devices. Whilst 

smartphones and tablets have provided advertisers and publishers with a plethora of new technologies 

and marketing methods, they have also had a fundamental impact on consumer behaviour. 

Previously we saw a move to researching products online through desktop devices. Nowadays 

the  mobile phone is the preferred device for initial research, with improvements in website design 

and mobile phone capabilities making this process easier still – often negating the need for further 

research and bringing the consumer closer to purchasing than ever before.

This trend has however become more challenging as the power to research, at home or even in-store, 

affords them the right to demand identical treatment irrespective of environment, and highlights 

cross-channel inconsistencies more so than ever before.

Although no all-encompassing solutions exist, there are a plethora of technologies to provide insight 

and track consumer behaviour across different parts of the online-to-offline experience. Retailers are 

challenged by the complexity of the topic and the pace at which this industry is evolving. Set against 

a backdrop of channel-specific data silos and organisational structures, making the bridge between 

these two worlds can prove difficult.

Let’s now take a walk through the challenges and opportunities laid out by this evolution, and in turn 

explore the key components to make this all possible.
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Opportunities

First , we must firm up why O2O is so important with a view to gauging the short and long-term value 

it can bring to your organisation. Although not an exhaustive list, here’s a brief overview of the most 

significant points:

Redution of cost to serve

The digital channel remains the cheapest method of reaching your customer base. Furthermore, it’s 

quick-to-market and is more agile to react to unforeseen changes – be they climatic or simply a need 

to counter a competitor. It goes without saying, however, that from a conversion perspective, the high 

street continues to deliver the goods. 

Emarketer states that by 2017, 84% of UK retail activity will take place within bricks-and-mortar stores. 

Delivering a marketing solution based upon these foundations will in turn reduce your per-transaction 

marketing spend. 

Higher conversion rates 

Establishing an omni-channel approach will provide you with the ability to perform a true assessment 

of the effectiveness of your campaigns. Not only will you be able to curtail the less profitable 

promotions, you will also gain insight to allow you to sway the mix of behaviour, driving more traffic to 

or away from specific channels depending on your short-term objectives 

More personalisation

Knowing each customer’s preferences allows you to address them all on a more targeted level , 

while tailoring the promotions in turn can make them more engaged with your brand, increasing 

lifetime value.

Combat churn 

Providing consumers with an efficient omni-channel purchasing experience can reduce the risk of 

losing custom to other brands. As a counter-balance to price sensitivity, consumers will always take 

the flexibility of delivery options or access to your product into consideration. 

http://www.insider-trends.com/factfile-physical-retail/
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Things like providing an efficient ‘collect in-store’ option alongside your traditional online despatch 

mechanism may go some way towards reducing the churn whilst giving you an opportunity to reward 

your customers for loyalty.

Upsell or cross-sell with ease 

As a bi-product of your omni-channel approach, you are in a much more privileged position to sell 

further products to your consumer base through the additional engagement points, either by selling 

more peripheral products or upselling your higher-ROI offering.

Challenges

Whereas technology may stand out as the largest question mark when approaching an O2O, an 

equally large barrier can relate to the structure of your business or your ability to communicate with 

your loyal customer base. As a starter, the following areas require significant consideration: 

Technology  

This remains both the enabler and the challenge. A lack of technology precludes the ability to 

perform an effective O2O campaign. Whereas a long-term approach requires a complex set of 

system integrations, straddling online journeys, ePOS and legacy backend systems, it’s nevertheless 

important to consider how to model your anticipated consumer behaviour with a less sophisticated 

set of trials and tests.  Misunderstanding the commercial forces that are driving consumer behaviour 

can lead to an imperfect data model and an over-emphasis on certain user interactions that do not 

bear out to be true in the long term.

Silos 

Digital teams have been both the envy and pride of marketing departments. Often established initially 

on a piecemeal basis, the disruption they have caused has now pushed much further than a simple 

digital replication of bricks-and-mortar environments. Having said that, corporate cultures more often 

than not still consider such activity a nation apart from the traditional offline channels, despite the 

continued challenge imposed by the emergence of the smartphone.
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Data protection  

Whereas consumers are looking for a more personalised approach from retailers, there is a growing 

concern that personal details must be protected. This is reinforced by the emergence of new EU 

regulation and stretches much further than previous interpretations. It seems clear that customer 

identification is a key component to both digital and O2O promotions, but there is a growing 

imperative to do so using unidentifiable references that remain specific to a retailer and / or its group 

of closely syndicated partners. 

How to get started

Let us now take a look at the key components of an online-to-offline marketing campaign with an eye 

on getting you started. At the highest level, the first steps can be defined as follows:

1. Identify your available digital real estate – This is a combination of your own digital 

collateral, including website, app or email marketing activity, along with the digital real estate 

of your partners’ publishers. In essence, you are looking at the visible promotional area that 

you will use to get your campaign underway.

2. Look into tracking options – This is the sum total of your consumer insight systems, allowing 

you the ability to benchmark the effectiveness of your promotional teasers across different 

owned, third-party digital real estate and email marketing. Metrics such as impressions, 

clicks, video views and app downloads all play a part in understanding this performance.

3. Specify your planned unique consumer identification mechanisms – Quite often a 

sub-set of the above systems, in the digital space consumers can invariably be recognised 

through a combination of tracking technologies, like cookie-based identifiers, fingerprinting 

or by logging into their eStore account. In the offline world, this is achieved through a loyalty 

card or by means of couponing – the provision of customer-specific voucher codes that can 

be scanned at point of sale. The ability to conduct an integrated O2O campaign involves the 

tying together of these disparate mechanisms. 

4. Wrap it all up in a business intelligence view – Whether you achieve your BI view via a 

third party or through your domestic IT systems, some form of real-time or near real-time 

reporting suite is required to tie all of your promotional activity, consumer interaction 

analysis, and the combination of in-store and digital transactional data together to allow you 

to refine and optimise your existing and future campaigns. 
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Roadmap

So, how do you tie this together to launch your first tentative campaign? Just as important, how can 

you do this without requiring a significant investment? Here’s a suggestion:

• • Take small steps – As we mentioned earlier, large IT implementations within e-commerce 

invariably run the risk of not delivering the ROI initially predicted. Somewhere in the process, 

a cocktail of technical restrictions and a need for unnecessary flexibility lead to the ballooning 

of development work and the eventual mis-alignment of requirements. Albeit challenging, our 

recommendation would be to perform the business processes that you plan to construct in a 

more manual environment – accepting the limitations but in turn benefiting from the insights 

it provides. Doing so will make your requirement capture phase far more efficient and in turn 

allow you to truly understand what is essential and what is a ‘nice-to-have’. This will also make 

the project definition far more constrained for your team, which will invariably simplify the 

work required to achieve your long-term goal.

• • Get your entire business on-side – Having performed a more manual approach to 

understanding your customer behaviour, it’s now time to bring disparate departments 

together – not only to enable but to sponsor the O2O objective. Using the data acquired 

on your journey, it’s essential to persuade all concerned of the need for an omni-channel 

approach to sales acquisition. 

• • Draw a clean line between your competencies and those of third parties – Digital 

technologies are evolving rapidly and today’s high-value solutions may well be provided for 

free or at a very low cost in the near future. It’s worth looking into what you can get on a tight 

budget before diving in.

• • Build a long-term plan and execute – As the marketplace is evolving so quickly, a journey 

of small steps will allow you to engage more effectively in the process and ensure that your 

changing needs are being addressed in line with consumer behaviour. If a project is going to 

take 24 months to deliver, you have to really question whether the same forces will remain 

true when it’s complete.

Summary 

Tying online and offline promotional activity together not only provides you with a more holistic 

mechanism to service your customer base, but more importantly is a cornerstone for driving up the 

conversion rate of your marketing activities. 

Although challenged by technology, process and internal management structures, overcoming these 

barriers will benefit your business as consumer behaviour continues to evolve. Taking small steps on 

this path and understanding the data that these new promotions expose will be key to making your 

long-term approach successful, and deliver significant value to your organisation.
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Case Studies

3 Ireland (Previously O2 Ireland) – Customer Affinity Marketing

Overview

O2 wanted to develop a benefit scheme to the 

employees of its corporate clients across Ireland, 

giving new potential customers the ability to 

purchase through multiple channels – online, 

in-store and via the call centre – whilst benefiting 

from preferential discounts.

Challenge

O2 was looking for a solution that gave potential 

customers the ability to register their interest in 

the promotion and for any subsequent purchase 

to be automatically tied back to this registration – 

irrespective of the purchase channel. 

To achieve this, a form of unique voucher was sought, that could be emitted to people registering on a 

company-specific web portal.

Solution

Based on Optimise’s wider experience with O2 UK and O2 Germany, a user journey was constructed 

to allow customers to navigate through the various combinations of tariffs and handsets with an eye 

on guiding them through a simple but effective package selection process. 

Having done so, users were able to register their details and receive a voucher code generated by 

Optimise that could be used in-store, over the phone or online. Whereas online activity was recorded 

automatically through Optimise tracking, in-store and call centre activity was recorded by sales 

assistants directly into campaign-specific screens which fed the data straight into the Optimise 

system. This also ‘burned’ the unique code to prevent re-use. 

Additionally, O2 was also able to outbound call employees who had not redeemed their unique code 

to increase conversion and upsell value. 
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Results

Our Reward Solution ran with O2 for over three years and delivered a constant stream of high-value 

sales from a wide variety of the group’s blue-chip client employees.

“Optimise have been instrumental in delivering and maintaining a flexible platform to allow 

O2 Ireland to establish a significant sales channel from our corporate client employees. The 

solution has allowed us to remove barriers to customer acquisition providing customers with 

the flexibility to go in-store whilst providing a set of hot leads to our outbound call centre. It 

goes without saying that this solution has supported the high quality experience expected by 

customers when approaching O2” – said Nicola McMurtry.

O2 Germany

Overview

Optimise has provided O2 Germany with a 

referral marketing platform for the last eight 

years, where O2’s loyal customers could 

recommend tariffs and handsets to their friends 

and family by means of a simple online tool. 

O2 was keen to evolve this activity to all 

channels, particularly with a view to making 

purchases available in-store where conversion 

rates are higher compared with other 

marketing channels. 

Challenge

A mechanism was required to tie in-store 

purchases back to a referral without placing 

complex processes on sales staff. Furthermore, 

the O2 store ePOS systems use different 

mechanisms to the online and call centre 

systems, so offering a voucher code to span all 

channels was not possible. 
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It was however possible to provide customers with unique voucher codes that they could present 

when visiting the store or speaking with the call centre.

Solution

Thanks to the Optimise rewards management system, it was possible for the Optimise System to 

upload unique voucher codes to be used in-store. Alongside clear calls to action to purchase online, 

the ‘Refer a friend’ emails were evolved to include a unique voucher code with simple instructions 

detailing how to use it in-store. 

Providing the code to the sales assistant ensured that the sale was recorded as being part of the 

promotion. As a reward, new customers benefited from subscriptions to the O2 More package. 

Behind the scenes, the unique codes were matched to the referral marketing data set and the sales 

attributed back to the word-of-mouth campaign.

Results

The widening of the scheme to include in-store and call centre transactions had a significant impact 

on new customer sale volumes – particularly in view of the higher conversion rates achieved through 

face-to-face sales.

“The flexibility offered by Optimise Referral Marketing solution has allowed us to create a 

campaign that really suits our customers. We’ve seen a significant sales increase since we started 

using the program, with excellent ROI.” said Matthias Hon, Senior Online Sales Programme 

Manager, O2 Germany.
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The high street has been rocked by the rise of the 
mobile-assisted shopper. Thanks to widespread 
smartphone penetration, today’s retailers compete 
with a world of commerce, made accessible at the 
swipe of a finger. 

But the relationship is more complex than simply online-offline sales competition; the connected 

consumer is also using their phone to read peer reviews, compare similar products across multiple 

retailers; they’re scanning Google Maps for the nearest Subway, or sharing a photo of a Frapuccino on 

Instagram, and it’s all occurring with the consciousness of a breath. 

For marketing’s most innovative, this is an opportunity, and it’s culminating itself in a convergence of 

tech-focused advertising efforts, known widely as proximity marketing. 

While a number of forms of this exist, the underlying principle is a system that uses cellular 

technology to identify mobile devices within a localised area, enabling the targeting of these with 

enticing and relevant messaging. 

In this new-for-2016 Guide section, we’ll cover off the profile of the connected consumer, the main 

types of location-based marketing, its advantages and limitations, and how we can expect this 

relatively new channel to continue evolving over the next 12 months. 

A connected nation

Over 75% of adults in the UK own a smartphone according Deloitte, and over half of these use their 

device on public transport, at work, and of course, while shopping. Collectively, these quick glances 

amount to British consumers checking their phones over a billion times a day.

The proliferation of mobile into everyday lives has been subject to massive growth over the course 

of the last five years, having sat at just over a third (34. 3%) of the British population in 2011 (Statista). 

This has been further exacerbated by advances in mobile coverage, with the standard of 4G seeing 

adoption leap 8%-25% in the last year (Deloitte).

http://www.deloitte.co.uk/mobileuk/
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For agile marketers, five years is a long time, but for bricks-and-mortar retailers it’s a narrow window 

in which to overhaul how an entire business operates, in order to capitalise on tidal changes to 

consumer shopping behaviour. Consequently, retailers that haven’t managed to maneuver have 

suffered as a result of not meeting consumer expectations.

Those behaviours are manifesting themselves within two categories; mobile buying, with widespread 

smartphone adoption amounting to a spike in m-commerce, and mobile-shopping, with the consumer 

using this convenient device to inform and benefit their in-store purchase decisions. This could 

include finding store locations, comparing product prices, researching products and finding coupons 

or deals. 

Mobile culture has, as a result, given birth to a number of techniques used to tap into opportunities 

presented by the always-connected consumer. 

Proximity players

Before you get started with your proximity effort, here’s a rundown of the options you may wish 

to entertain.

NFC (Near-field communication) 

Perhaps most well-known for its use in Apple Pay, NFC is a set of wireless communication protocols 

that enable two electronic devices to share small payloads of data. NFC is short-range, so devices 

must be brought close together, usually within four centimeters or less. 

On the high street

There’s a broad scope of ways that retailers have been getting playful with this technology. Out-of-

home advertising company Posterscope, for example, worked with JCDecaux and Proxama to create 

interactive film posters, allowing passing consumers to tap and view a film trailer on their phone. 

Retailers are using similar methods to provide discounts, limited-time offers, or further information, 

either within their on-street advertising or actually in the stores themselves.

Pros

• • Widely integrated into latest smartphone models

• • Can attract high purchase intent consumers

• • Wide range of uses
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Cons

• • Requires close-range interaction

• • Requires NFC-compatibility

• • Costs attached to hardware and installation

Geo-fencing

Geo-fencing operates on the larger scale of proximity marketing, using the global positioning system 

(GPS) to create virtual perimeters around real-world geographic areas. The geo-fence operator can be 

alerted when a mobile device passes in or out of this specified zone. 

On the high street

The advantage of geo-fencing is that the net can be cast far and wide, but with GPS accurate to within 

five meters, there is also plenty of scope for small-scale targeting. Any of the large department stores 

could target lunchtime deals around nearby offices to users of its app. Discount platforms, such 

as Vouchercloud, are putting this to good use, leveraging high app engagement to target offers to 

customers near partnering stores. 

Pros

• • Large-scale targeting

• • Agile messaging

• • Access to footfall data 

Cons

• • Requires consumer opt-in (app download, phone number, access to location services)

• • Mass adoption could see users bombarded by messaging in busy areas

• • High cost to set up

Bluetooth

Using short-wavelength UHF radio waves, Bluetooth is a wireless technology standard for sharing 

data over short distances. 

Once again, Apple can be thanked for pioneering its use within proximity marketing, bringing iBeacons 

to the market in 2013. These use Bluetooth Low Energy (BLE) to create wireless area networks, 

enabling broadcasts to Bluetooth-enabled devices nearby. The range of beacon transmission is 

divided into three categories: immediate (within a few centimeters), near (within a few metres), and far 

(greater than 10 metres). 

http://performancein.com/news/2014/10/01/why-shopping-centres-must-lead-ibeacon-charge/
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On the high street

Bluetooth beacons allow for precision targeting, especially within a store, where they’ve been used 

not only to target messages around particular points of interest, but to also provide retailers with a 

mass of information about the customer’s physical path to purchase. 

This creates data around high footfall and dwell time, which can eventually aid the visual 

merchandising. Transport for London recently introduced beacon technology to 500 buses in the 

capital, putting an estimated 300,000 passengers in the firing line for opportunistic advertisers. 

Pros

• • Precise targeting 

• • Can aid behavioural research

• • Low battery consumption, allowing for remote placement

Cons

• • Broadcast only – no interaction

• • Requires Bluetooth to be activated

• • Requires app install from user

Geo-targeting mobile browsers

Apps will require a user to enable location data to be shared, but they might be more likely to enable 

this function on apps they rely on for information about their surroundings. Mobile advertisers 

can tap into this behaviour by targeting with inventory specific to a business within close proximity, 

whether that’s their own or the competition’s. 

On the high street

Today’s consumer expects to be able to search for ‘cinema’ on their mobile and see their nearest 

options within the results. The ability to target PPC and display advertising based on location is a 

staple for most mobile marketers, and yet there’s plenty more scope for it to evolve. In much the 

same way as a local cinema will advertise its film schedule, retailers could advertise stock information 

or real-time offers available at nearby outlets. 

Pros

• • Mobile browsers are likely to have location data enabled  

• • Less intrusive, being more connected to a natural action (a search or similar)

• • Requires no extra hardware

http://performancein.com/news/2016/05/04/proxama-rolls-out-ibeacons-500-buses-capital/
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Cons

• • Hyper-local display advertising is at risk of ad blocking

• • High rates of CPC in some instances

• • Lacks ‘wow factor’ of other methods

Wi-fi hotspots

Plenty of businesses, including cafes, gyms, stations and airports, offer their patrons free access to wi-

fi. To help cover the expense, many will take advantage by marketing to the steady churn of engaged 

and local mobile users, either by advertising their own offers or products, or selling inventory to 

external brands. Certain companies have even introduced programmatic bidding to the inventory 

available via wi-fi hotspots. 

On the high street 

It’s not quite the high street, but an example of wi-fi hotspots being put to great effect for marketing 

use would be at airports like Heathrow, which exploit heavy footfall, high consumer dwell time and 

large retail and dining facilities to promote offers and provide site information. On a smaller scale, a 

hotel in the Lake District could sell ad inventory to local tour guide companies. 

Pros

• • Engaged and captive, high dwell-time audience 

• • Monetise existing wi-fi 

• • Collect consumer data via login

Cons

• • Bandwidth restrictions

• • Security issues 

• • Display ads at risk of ‘banner blindness’

A state of play 

Concerns over privacy, as well as the annoyance of receiving multiple push notifications, means 

mobile users are quick to switch off location sharing and push functionality for all but a handful of 

trusted apps. In fact, garnering the consent to access mobile users’ location data continues to be the 

biggest hurdle to proximity marketing in 2016. 
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This hasn’t deterred the retail marketing industry, however. A UK study by Airspace conducted in 2015 

found that just 1% of brands – across the retail, hospitality and leisure industries – weren’t considering 

adding some element of proximity marketing into their advertising strategy, the majority (57%) citing 

3-6 months as a realistic timeframe. 

Confidence in the technology can also be taken by its adoption among leading tech giants. Google 

introduced its Eddystone BLE beacon software last year – an open source development that brought 

the competition to iBeacon creator Apple. Meanwhile, Facebook has introduced a Store Locator 

function for brands using Pages, allowing for followers find a nearby retail outlet, based on their 

current location. 

Despite the challenges, it seems the benefits of targeted offers and personalised messaging is 

outweighing consumer concerns over data privacy. In the US, Statista valued offline retail sales 

influenced by beacon-triggered messages between 2015–16 at $4.1 billion, but for 2016 this is 

predicted to total $44.4 billion.  

Looking ahead...

Even if a consumer has opted-in to receive geo-targeted messages from an advertiser, there’s no 

guaranteeing they’ll be checking their phone while in-store. To combat this, passive beacons are being 

introduced which leverage the loyalty profile from a nearby device in order to personalise content on 

screen, in-store, without the need for the device to be taken out of the consumer’s pocket.

The most obvious course of action going forward, however, is ensuring a maximum number of users 

are downloading apps and opting in for location-based messaging from the get-go. With this in mind, 

we can expect an overhaul of loyalty and reward-based schemes being introduced by retailers that 

truly incentivise engagement. 

Beacon ‘experiences’ could be ramped up, with gamification elements incorporated, while large 

shopping centres may incorporate in-store navigation, which would be ripe for local retail ads. On-

demand sales assistance to a precise in-store location is also not out of the realms of possibility. 

Throughout the rest of the year and into 2017, we can expect marketers to come closer to their ‘holy 

grail’ – the single customer view – as techniques for less-invasive data gathering and customer profile 

building become more advanced. 

http://performancein.com/news/2015/02/17/proximity-marketing-radar-99-uk-brands/
http://www.statista.com/statistics/428420/us-beacon-triggeres-retail-sales/
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Case study – via performancein.com 

How KFC used mobile location technology to drive additional store visits

Quick service restaurant chain KFC used mobile location technology provided by xAd, a leader in 

location that enables marketers to accurately reach the right people based on the real places they 

visit every day, to promote a new burrito product range and drive additional store visits.

The challenge

The quick service restaurant market is a competitive one with restaurants battling it out to convert 

hungry and time-poor customers. When it comes to sensing consumer appetite at the right time and 

in the right place, quick serving restaurants like KFC need to be increasingly innovative to engage their 

audience and drive store visitation. KFC wanted to reach new, wider audiences and drive additional 

store visits by promoting its product range.

Explaining why the restaurant chain wanted to embark on a campaign leveraging mobile location 

technology, Jenny Packwood, Head of Digital, PR & Brand Communications at KFC, commented: 

“Our target audience tends to be young adults and busy families who are becoming more and more 

reliant on their mobile devices to make their lives easier. Leveraging the most accurate location 

technology helps us reach our audience at the right place and at the right time with offers that are 

relevant to them.” 

Solution

To achieve this, KFC and media agency partner Blue449 leveraged location technology that would 

help them deliver more precise campaigns and personalised customer experiences to new and 

existing audiences based on where they are, which is the best indicator of who they are and what they 

are most likely to respond to (or be interested in). 

Location data holds this power. With consumers increasingly expecting brand communications to add 

value to their everyday experiences rather than simply interrupting their activities, it’s important that 

marketers strive to understand exactly where their audiences spend their time, what they are doing in 

these places and the types of communications they are most receptive to. 

The xAd Global Location Snapshot highlights that 77% of agencies and marketers in Western Europe 

are already realising the importance of location to supercharge their campaigns and with mobile 

location data effectively acting as a real-world cookie, this real-time data source is the future of 

effective personalisation.
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Process

KFC launched a three month-long mobile location targeting campaign in March this year to promote 

its burrito range. KFC leveraged xAd technology and worked with Blue449 to identify potential 

customers within the proximity of KFC and competitor stores, with accurate proximity targeting and 

conquest targeting of similar category restaurants. Combining these targeting levers helped tailor 

messaging and promotions and ultimately helped boost KFC store visits, achieving the specific mobile 

KPIs set.

To deliver a personalised customer experience, xAd targeted quick service food consumers to identify 

and reach the relevant target audience for KFC. The chain found that the most receptive demographic 

to location-based targeting were busy parents and families. This insight drove the quick service 

restaurant to tailor its campaign for this audience with dynamic creative content which showed the 

distance to the nearest store. 

Results

Through leveraging the most accurate and precise location technology with xAd, KFC’s campaign 

successfully drove nearby consumers into KFC stores through proximity targeting and conquest 

targeting at competitor locations. In addition to an uplift in store visitation, the campaign showed 

that engaging with customers nearby KFC stores drove a click-through rate 40% above the 

industry benchmark. 

With xAd’s location technology going far beyond just informing where someone is, to define precisely 

who a person is and what they might be interested in, KFC is progressing further on the journey 

towards true personalisation.
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The home of performance marketing

2016 PERFORMANCE MARKETING GUIDE

PRODUCED BY

ORGANISERS OF THE EVENTS:

“We are a publisher and curator of content focused on maximising the 
potential of performance marketing. We connect and engage with our 

community whilst facilitating industry debate, education and rewarding 
innovation, success and best practice.” 


	Affiliate Marketing
	Content Marketing
	Attribution
	Paid Social
	Email & Marketing Automation
	Programmatic
	Behavioural Marketing
	Search Marketing
	Data & Analytics
	Video
	Voucher and Incentive Strategy
	Lead Generation
	Display
	Mobile
	Online to Offline

