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Welcome to PerformanceIN’s 

flagship educational resource; the 

Performance Marketing Guide 2015.

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

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

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

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

Overview 
 

While email marketing may not be a new channel, its ongoing capacity to generate high 

returns for relatively low outlays is unquestioned. 

 

It’s no surprise some of the top performing affiliate marketers are emailers. You have the 

specialists who have been in the email game for a long time, but in recent times they have 

been joined by affiliates in other genres. The former pay per clickers, voucher code or 

cashback specialists have finally cottoned on to the value of building large mailing lists and 

now have subscriber bases of many hundreds of thousands. 

Technicalities of broadcasting 
 

Email marketers will either utilise their own servers or use an email service provider for 

deployment. If an emailer has a large database, there can be challenges in terms of getting 

into inboxes and therefore considerable technical expertise is required to gain the highest 

deliverability. It includes using the optimal HTML, cleansing the data and authenticating the 

send domain names. It’s also worth ensuring you have pre-warmed, high quality broadcast 

IPs and utilising delivery platforms with excellent reputations with service providers such as 

Hotmail, Yahoo Mail and Gmail. 

 

Email marketing essentially boils down to three things: Acquisition, Retention and Growth.  

Acquisition 
 

It goes without saying you can’t send out emails if you don’t have any email addresses to 

broadcast to. Email marketers utilise an array of methods to grow their databases, some 

more salubrious than others. It’s given rise to the plethora of ‘Win an iPod’ and ‘Win an iPad’ 

campaigns, but there are a multitude of methodologies to get people to opt into databases. 

These can be via websites, but also many emailers utilise other mailing lists to grow their 

own. 

Retention 
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Once email marketers have people signing up to their databases, the aim of the game is to 

keep them and that means broadcasting interesting and useful mailings.  

 

Many affiliates have weekly newsletters they send out to their subscribers with the latest 

offers.  

 

Some affiliates also broadcast solus emails to their members, which are emails dedicated to 

advertising one company or offer.  

Growth 
 

Email marketers want to grow their databases and get the word out about their mailshots to 

as many people as possible, and they will utilise a variety of means including techniques like 

‘forward to a friend’ links in the email. 

Working with email affiliates 
 
Advertisers can enjoy substantial volumes of leads by being featured in broadcasts which 

can go out to very large numbers of people. 

 

Email publishers who send out newsletters will often feature advertisers if they are offered 

incentives such as higher commissions or exclusive voucher codes to offer to their readers. 

Bigger brands are naturally more likely to be promoted.  

 

As these newsletters recommend several advertisers, the only type of creative that is usually 

required is a small logo of the advertiser in a 120 x 60, 125 x 125 or 88 x 31 pixel size. 

 

Solus emailers are always screaming out for high quality email creative, which very few 

advertisers provide, and any that have it readily available have a significantly higher chance 

of being promoted. 

Lead generation networks 
 

Specialist email publishers generally focus more on cost per action and cost per lead affiliate 

programmes as these tend to generate significantly higher revenue per member than cost 

per sale programmes.  
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The kind of campaigns that perform well on email marketing are usually quite different to 

those on PPC, SEO, display, and other online marketing channels. There are a number of 

networks that specialise in providing email marketing advertisers. The networks are often 

referred to as CPA or lead generation networks, and most of the leading players with UK 

campaigns have their roots in the US.  

 

These networks often utilise the DirectTrack tracking platform, an advantage of which is 

campaigns can be cross-syndicated to other networks utilising DirectTrack of which there 

are many hundreds. 

Unlike traditional affiliate networks, the campaigns on these platforms usually have the tools 

that email marketers need, which includes email creatives, recommended subject lines, and 

suppression lists. 
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Case Study  
 

OMG and Confused.com  
 
The aggregator space in the UK is extremely competitive with Moneysupermarket, 

Gocompare and Confused.com all investing millions on marketing and advertising 

campaigns to ensure they remain front of mind, harness site traffic and ultimately maximise 

their sales volumes.  

 

Working with OMG, Confused.com highlighted that while its marketing activity was 

succeeding in driving high volumes of traffic to its site, and click traffic was strong, the 

conversion-to-quote ratio was underperforming. Confused.com needed to gain a detailed 

understanding of post-click behaviour and plug leakage points in the customer journey. 

 

This was clearly a problem that went beyond the performance channel, but it was the 

performance channel that offered the solution in the form of email remarketing.  

 

Solution  
 
Email remarketing – or retargeting - works by identifying when a consumer drops out of the 

purchase journey before sending an email seeking to re-engage and pulling them back to 

the site to complete the transaction. 

 

Retargeting also provides the opportunity for an advertiser to learn about their consumers’ 

path to purchase through the provision of analytics where key drop-out points occur.  

 

OMG recommended VE as the best-fit partner due to its comprehensive offering. This 

included analytics reporting capability, proven success in campaign optimisation and its 

ability to integrate easily with existing tracking solutions.  

 

Implementation required a small piece of Java script to be placed within two points of the 

purchase journey, one at the email field and one on the quote page, which enabled VE to 

capture customer details and then de-duplicate quote completions from abandonments. This 

simple implementation, for what is such an important marketing initiative, was a real benefit.  
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The commercial model also suited the merchant as there were no set-up charges or 

minimum monthly fees. VE would simply seek to convert customers via email re-

engagement and get paid per quote -the same as every other publisher within 

Confused.com’s affiliate campaign. 

 

Execution 
 
Confused became the first aggregator to launch behavioural retargeting, with VE capturing 

customers when they entered their email details, sending an email 24 hours following the 

customer dropping out of the purchase journey. 

 

Great care was taken with the execution of the campaign to ensure consumers were not 

spammed, helping to optimise engagement and protect brand perception.  

 

Prior to launch, email templates were created by Confused.com with input from VE and 

OMG — they were designed to be customer service-focused and genuinely helpful. The 

consumer was informed that Confused.com compared prices from over 130 providers and 

that 97% of customers saved money. But the friendly, helpful tone was just as important in 

successfully bringing customers back into the buying cycle. 

 

Optimisation 
 

Within the first month of launch, retargeting delivered over 6,000 clicks, growing to 17,000 

clicks in Q4 as a whole. Crucially, though, the retargeting campaign successfully encouraged 

6,500 abandoned customers to return and complete their quote over a three-month period.  

 

To ensure that clicks were maximised and conversions optimised following the launch 

period, Confused.com, OMG and VE set about implementing a plan for continual testing that 

sought to find the most effective creative, subject line and follow-up approach to ensure a 

positive outcome. 

 

Cascade functionality was launched to enhance the initial process. The cascade approach 

took the form of a second email sent to the customer 24 hours after the initial contact, if no 

action had been taken. If the customer still failed to respond, a final email would then be sent 
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after 72 hours. This recognised that customers do not always act on emails initially and that 

consistent engagement can optimise performance further.  

 

Each email was styled differently in order to offer a different appeal to the consumer in a 

different way, while care was made to ensure that each email creative reflected its role in the 

staggered approach - initial contact, followed by a reminder, followed by their last chance.  

 

The content of the emails was also improved with a personalised approach which included 

the customer’s name in the creative and subject line.  

 

OMG provided weekly analysis to Confused.com, assessing each element of the cascade 

send as well as general changes in site abandonment and retrieval performance. 

 

Results  
 
Since launch, retargeting activity has generated over quarter of a million clicks and brought 

70,000 abandoned customers back to complete their quote. 
 

This channel represented 25% of total quote volumes for Confused.com, with VE adding 

thousands of incremental quotes per month to the programme.  

 

In addition, conversion from quote-to-sale performance was very strong, with an average of 

16% of quotes converting to sale as opposed to 7% across the campaign overall. 
Ultimately, this demonstrated that a retargeted customer was twice as likely to complete a 

purchase as those coming via standard traffic.   

 

The channel has proved incredibly successful for Confused.com, so much so that it is now 

an integral part of its digital marketing mix. 
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