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Over the past few years, performance marketing has gone from strength to
strength and it is easy to see why. Payment models may have evolved, but
at its heart, performance marketing does what it says on the tin, delivering
marketers a clear correlation between ad spend invested and revenue
returned. The accountability and measurability of the industry are
essential to its ongoing success but it is the spirit of innovation that pervades the channel, which is
helping it to command an ever-increasing portion of brands’ marketing budgets.

The sheer number of publishers working in the industry means that there is scope for everyone to
engage with the channel from small businesses through to the major brands, but there are particular
opportunities for advertisers to effect multichannel strategies through performance marketing.

As platforms diversify and 4G coverage becomes increasingly available to consumers, publishers and
advertisers have more opportunities to work together on a multichannel approach that blends
traditional online activity with different types of interaction with brands. Performance marketing was
an early adopter of mobile as a viable sales channel and this head-start is helping publishers to
deliver ever more sophisticated campaigns for advertisers.

A major factor contributing to this increase in engagement is the availability of deep-dive data which
is transforming how marketers approach their audience. We now create 61 times more digital data
than we did in 2011. Consumers are discussing, sharing and engaging more than ever before. Within
the industry this means that advertisers and publishers are all delivering meaningful insights into
audience and shopper behaviour – making for efficiently tailored campaigns that deliver impressive
results.

Whether you are a seasoned marketing professional or someone taking their first steps in the industry,
we hope this guide will give you the insight and tactics that you need to build a successful approach
to performance marketing.

Florian Gramshammer, Country Manager UK/Spain, Commission Junction
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Search engine marketing (SEM) is made up of pay per click (PPC) and search engine optimisation
(SEO). The aim of these processes is to better engage customers who are looking for information
related to your products or service. It is about making your website visible within the online search
engine powered spaces to attract new customers.

The online search space is a highly valued area for advertisers to achieve strong visibility in and with
Google holding approximately 80% of the market share in the UK, it is a prime selling space for
marketing managers to focus on. The image below indicates how the search space is split into paid
search (PPC) and natural search (SEO). The red boxes show paid listings and the blue box shows
natural listings.

PPC Listings

SEO
Listings
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Search marketing is constantly evolving and search engines continue to develop new innovations and
change the way that they classify websites and display the positioning of your site. If you mix this with
your competitor’s development activity and the influx with new advertisers who continue to enter the
search space, you have a situation which is constantly changing and means that your own search
strategy needs to evolve to maximise your visibility in the search space.
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The optimal goal of any advertising campaign is to reach consumers at the time when they could be
interested in, or ready to buy, your product or service. Paid search marketing provides an outstanding
opportunity to reach potential customers when they are active in research or buy mode.

There are a number of reasons why paid search marketing is a core component of the marketing mix:


Scale of the opportunity - The channel provides a significant opportunity for advertisers. 89%
of consumers use search engines to find information on products or services1. Furthermore,
97% of UK consumers with internet access have made a purchase online2.



Measurable value - No other advertising channel is as successful when measuring the
immediacy of results and ROI. It is possible to measure in real time how much you have spent
and how much you have made from your paid search campaigns and optimise accordingly.



Spend is growing - For the first half of 2013, UK spend in this channel increased by over 18%
to £1.81 billion, taking 59% share of overall digital ad spend3. Therefore advertisers are clearly
seeing value in this channel.



Rich insights - Gain swift access to insights that can influence other marketing activity.
Analyse your ads, your keywords, impressions, clicks, conversions and more – and so make
better informed business-level decisions.



Interplay with other channels - Users who are exposed to other marketing channels such as
TV, print and radio invariably go on to conduct an online search. Figure 1 below indicates the
influence of other channels on search behaviour4.

1 http://www.brafton.com/news/89-percent-of-consumers-use-search-engines-for-purchase-decisions
2

http://www.pcpro.co.uk/news/160155/85-of-worlds-population-shopping-online

3

http://www.iabuk.net/about/press/archive/uk-digital-adspend-hits-record-6-month-high-of-3bn].

4

Jupiter Research/Ipsos Consumer Survey 6/07; (US online users who have performed a search with a search engine in the last 6 months)
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Figure 1: Percentage of online consumers driven to perform searches as a result of exposure from
another channel

Percentage of online search users
Source: Jupiter Research

The UK search engine market is largely a tale of three companies - Google, Bing and Yahoo!
Google maintains over 80% market share of the search space in the UK (see Figure 2) and as such
presents the largest paid search opportunities for brands.
Figure 2: Percentage of UK market share by search engine (Dec 2012-Nov 2013)

Source: http://theeword.co.uk/info/search_engine_market.html
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For advertisers interested in running international campaigns, they will need to research the local
search engine market, as there are variations. For example, Baidu is dominant in China, while Yandex
is dominant in Russia.

There are a number of ways in which advertisers can use paid search marketing to drive online
performance. These include:
Benefit to Advertiser

Advertiser
Objective
Driving revenue

Paid search will enable you to increase your brand’s visibility online overnight.
Through highly targeted advertising you can ensure the right consumers see the
right message at the right time. This will drive more traffic to your site and increase
online sales. With real-time reporting you can review, update and optimise
campaigns to drive more performance from every advert in your campaign.

Using advanced targeting options, bidding strategies and landing page testing, you
can further ensure that you find the best approach to drive revenue.
Brand

You may be finding that competitors are advertising on your brand terms. You will

protection

therefore not be receiving all of ‘your’ traffic from those branded terms. Use paid
search to own the advertising space when potential customers are looking for your
brand.

New customer

Paid search enables you to serve ads that are highly relevant to a prospective

Acquisition

customer’s search query. So, even if the prospective customer does not recognise
your brand name, because you are advertising a solution that will meet that
consumer’s need at the right time and place you could drive a conversion. Further
expansion of your keyword selection will help to extend your reach online and
ensure that you ‘catch’ all possible traffic to help drive more conversions.

Building brand

Paid search will enable you to increase your online presence. Buying your brand

awareness

keywords will give you instant presence in the search results, and will importantly
keep your competitors from dominating search results and stealing potential
leads. You can extend your presence online further by buying generic terms and
phrases related to your products or services.
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In basic terms, when a searcher types specific keywords into a search engine, the search engine will
provide a selection of paid results (paid search) (Figure 3 is an example of a paid search ad) and
unpaid results (natural search). Advertisers bid on keywords and enter into an auction to try and
secure a high position for their advert in the paid results of the search engine results page.

Once an advertiser has determined the keywords they wish to appear for, it is important to focus on
creating compelling ad copy. Ad copy is your chance to stand out from your competitors, while also
offering a great call to action to encourage the searcher to click.

There are five key components required to set up a basic paid search campaign:


An allocated budget



Target keywords terms, both branded and generic



Ad copy which complies with the search engine’s criteria



Relevant landing pages to direct users to when they click on your adverts



Application of the right starting bid

Figure 3: Example paid search advert
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Paid search campaigns are becoming increasingly complex. This has been largely driven by new
technology and updates released by the search engines, most notably Google.

As a result, advanced paid search campaigns should now incorporate a number of additional
elements to help drive further efficiency and performance. A number of campaign optimisation
approaches are highlighted below:

Optimisation

Approach

Benefit to advertiser

Enhanced

Image

Use images alongside your ads to make them more informative and

ad copy:

extensions

stand out in a crowded marketplace. See Figure 4 (below) for an
example of a paid search ad with an image extension.

Enhanced

Promote up to six different products or services of your business

sitelinks

through extended sitelinks. Use these to increase your ad’s prominence.
See Figure 5 (below) for an example of a paid search ad with enhanced
sitelinks.

Location

Capture local search traffic with the addition of your address and phone

extensions

number in your ad, and optimise to show an expandable map.

Call

Add a phone number to your ad to encourage your customers to call

extensions

your business, and help drive more conversions directly from your ad.

Improved

Location

Include or exclude consumers based on where they are likely to be

targeting:

targeting

physically located or the places that they are interested in. Use these
options to limit your ads to appear only in locations or places of interest
for your product or service.

Demographic

Use this targeting option if your campaign is focused towards a specific

targeting

consumer audience for example, promotion of red dresses could be
targeted to a specific gender and age group.
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Ad

Select specific days and times to run your ads. This approach should be

scheduling

used by advertisers who know when they get the best response from
their consumers, for example, a pizza delivery company should most
likely increase bids during the evening.

Behavioural

Remarket ads to users who have previously searched on your website.

targeting

Use this to target a pre-qualified audience with more relevant ad
messaging to drive higher CTR and conversion rates.

Expanded

Google

PLAs are search ads that include richer product information (including

reach:

Product

an image and price) on the search engine’s results page and on the

Listing Ads

Google Shopping page. Use PLAs to promote your products to

(PLAs)

consumers who are ready to buy.

Video

Target categories of videos or specific users who are tagged based on

targeting

their search activity. Capitalise on the growth of online video by
promoting your product or service with relevant and value-added
content.

Mobile search

Use mobile advertising to stay front of mind as people use their

advertising

smartphones and tablets throughout the day. Also use app extensions
to promote app downloads directly from paid search ads.

Figure 4: Example paid search advert with an image extension
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Figure 5: Example paid search advert with enhanced sitelinks

Analysing the effectiveness of your paid search marketing campaigns will enable you to understand
what worked and how performance could be improved. This will support future optimisation strategy
and budget allocation.

There are a variety of paid search technology solutions available, these include:


Free-of-charge conversion tracking tools such as Google Adwords and Bing Ads.



Chargeable tracking and campaign management tools such as DS3, Marin, Kenshoo and DC
Storm.

How you integrate paid search into your marketing mix, and what objectives you are focusing on
delivering against will be unique to your business, products and services. Here are some top tips to
get your campaigns up and running:
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Action
Objective setting

Recommendation


Have a clear picture of what you want to achieve from your paid
search campaign and put KPIs in place to measure this.



Know your profit margin and maximum cost-per-action threshold for
the outcomes that you aim to achieve. For example, if your goal is to
drive sales then know what your maximum cost-per-sale should be.

Budget setting



Ensure sufficient budget is allocated to paid search in order to
effectively connect with your potential customers and build
engagement.

Keyword research



Select keyword phrases carefully, using tools such as Google’s
Keyword Tool to learn how people are currently searching for your
brand, products or services online.



Protect your branded search space from competitors who may
advertise on your brand terms.

Messaging



Expand your keyword phrases to go beyond the obvious.



Set up ad messaging with details on promotions such as discounts,
prices and closing dates.



Ensure messages contain a compelling call to action.



Develop new landing pages specific to the campaign so that
consumers are directed to a page relevant to their search query.

Targeting strategy



Consider using geo-targeting to target specific areas according to the
locations of your offline stores, or customer base.



Use day and time targeting options to allocate your budget to the
best performing time periods.



Use demographic targeting to adapt your campaigns to your target
audience segments.

Bidding strategy



Review peaks in campaign performance – such as at specific times or
locations –and bid higher to capture all search interest.



Consider a bidding strategy that supports offline campaigns to ensure
you achieve extended visibility for reinforcement of offline campaigns.
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Search Engine Optimisation (SEO) is the process of getting traffic from the “natural” listings on search
engines. The major search engines, Google, Yahoo & Bing (in the UK) show results including web
pages and other content such as videos or local listings. These are ranked based on what the search
engines considers more relevant to each user’s search term.

SEO is the process of developing a website’s visibility in the natural listings by improving key areas of
relevance and making them more search engine and user-friendly. The image below outlines the key
attributes of SEO, however this is not an exclusive list.

Natural traffic sources are a great way to drive free traffic to your website. There is no cost associated
with the search engines for each click delivered, which means this marketing vertical becomes very
cost-effective for your website. However, the landscape of search is changing and one example of this
is its integration with social media in the search results and as an algorithm ranking factor. It proves
that good SEO is like a fine-tuned engine, if you don’t adapt to the changes it won’t keep going. While
some foundations of SEO have not changed over the years, the application of SEO is constantly
evolving and the many benefits of an SEO strategy can take businesses to new heights.

SEO can help you develop your website by evaluating users. When they reach your site, what do they
do next? Did they get to the ‘money pages’? These pages will be different depending on your goals /

© Copyright PerformanceIN 2014 – All rights reserved. PerformanceIN grants you permission to store and print from
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business. For a retailer it might be a purchase. For a newsletter it could be a sign up or click out of the
site via an ad. Small changes to your pages can increase your conversions.

90% of the UK population who are online use search engines every month. For many companies, the
majority of traffic to their website is driven by search engines. The traffic comes through both natural
search results and paid-for advertising. It is therefore becoming essential for companies to use search
marketing as part of their overall strategy.

PPC (pay-per-click adverts) are the ads at the top and right of the search engine results pages (SERPs).
The natural, or organic, results are those down the centre. Fig. 1. Shows the position of PPC and SEO
results for the search term “insurance” that appear above the fold.

The interesting thing to note from this is how paid search is starting to dominate the SERPs. A recent
study showed that on average, only 17% of the visible screen area at the top of the page features
organic results.

However, this doesn’t mean that you don’t need to optimise your site for search engines, as the
benefits of this can still be substantial, especially when used in conjunction with PPC.
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Optimising a site for SEO can take time and it’s well known that new websites take time to rank.
Therefore, if your company is looking to quickly drive traffic to its site, PPC may be your best option, if
you have the budget available.

One of the main benefits of PPC is that you can switch your adverts on and start driving traffic almost
immediately. This is particularly useful if you have a new product launch or a time-sensitive offer. It
also allows you to respond quickly once the campaign is up and running, where you can add or
remove keywords, pause or delete campaigns and change your copy to improve conversion.

PPC is also useful in driving highly targeted traffic, as you have ultimate control over the key phrases
you rank for, and when and where your advert is shown. This should result in higher conversion rates
too.

One of the key features of PPC is its measurability. ROI can be tracked down to individual keyword
level, making it easy to prove whether your investment in paid search is worthwhile. The detailed level
of reporting also allows you to collect data that will not only help you optimise your PPC campaign,
but also provide invaluable insights to inform your SEO and other marketing activity.

However, in a competitive market PPC is becoming increasingly expensive and may be prohibitive for
smaller players. Even large companies such as Aviva and RAC don’t appear on key terms such as ‘car
insurance’ where CPCs are very high.
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As you can see, there are pros and cons to both SEO and PPC. The real benefits are realised when you
use them together. The old adage, “the sum of the whole is greater than the sum of the parts,” is
particularly true here. According to a recent Google study, when PPC and SEO are used together
websites received on average 50% more clicks than when just one was used.

Depending on your overall strategy, there are many ways in which PPC and SEO can work together.
It’s also getting easier to track the two channels side-by-side, especially because now you can link
your Google Adwords account with Google Analytics.

If parts of your site cannot be optimised for technical reasons, then PPC can be used tactically to win
back that traffic.

PPC data can prove invaluable for informing your overall search strategy. This data can be used to
identify your highest converting keywords, those that drive the most traffic and also any that are
under-performing.

Optimising your high converting keywords for organic search will increase your presence on the terms
you know work for your business.

© Copyright PerformanceIN 2014 – All rights reserved. PerformanceIN grants you permission to store and print from
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High volume keywords that are too expensive for PPC can be included in your SEO strategy to ensure
visibility.

Optimise new landing pages for groups of keywords that are relevant to your business, but currently
have a low quality score. Optimising these pages for organic search will increase your visibility in the
natural listings, whilst simultaneously improving your quality score.

Given the amount of real estate that PPC occupies, PPC can be prohibitively expensive if you’re not
appearing on key terms. You could lose traffic to your competitors if you rely on SEO alone. In a
competitive market where you already rank well in natural search for your main keywords it’s worth
considering PPC on longer-tail search terms, which are considerably cheaper.

A fully integrated search campaign should be something every business aims for. However, budgetary,
technical and resource constraints can often put barriers in the way. To start working towards this
goal:


Spend time optimising your site for search engines. Long-term SEO investment reaps longterm results



Use PPC tactically and gain learnings from the data



Don’t see SEO and PPC as isolated channels, recognise the strengths and weaknesses of both
and use them together to make the most of your search campaigns

Cotswold Outdoor is a long established retailer which sells the ultimate range of outdoor clothing,
products and equipment. Recognising the profit potential of paid search, the company appointed
paid search and display agency Net Media Planet to grow revenues from online sales through paid
search.
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The Net Media Planet team developed a brand new paid search campaign with the objective to drive
online growth.

The team implemented a technical optimisation programme which was designed to both increase
brand awareness and drive online sales.

To drive consumers to the website they researched new, high potential keywords related to Cotswold
Outdoor’s business to replace low value keywords.

To drive further performance from the more expensive generic keywords, such as ‘waterproofs’ and
‘tents’, the team carried out research to better understand when people are searching on those terms.
Their research showed a correlation between local weather conditions, consumer search behaviour
and online demand. As a result, the team set up geo-targeting options and implemented a new
bidding strategy to increase online visibility on specific generic terms at times and locations when
they knew that online search volumes would be high.

To increase onsite conversion rates the team carried out a vigorous ad copy testing programme and
proposed landing page changes with messaging that would be more likely to drive conversions.

The campaign successfully promoted Cotswold Outdoors at times when search interest was at its
highest. As a result the Net Media Planet team exceeded all campaign objectives since launch. The
team successfully grew sales by 460%, decreased the CPA and subsequently exceeded the targets set
by 21%.

© Copyright PerformanceIN 2014 – All rights reserved. PerformanceIN grants you permission to store and print from
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Global display advertising across web, mobile internet and apps collectively was the fastest-growing
online channel in 2013 growing by 32.4% according to Nielsen. And if you need any convincing how
much online display is affecting the world of advertising, you only need to look at the IAB’s video on
‘The Evolution of Online Display Advertising’ showing the key changes taking place in this space.

The advent of the four screen approach to media buying (IPTV, mobile, tablets and online) and the
increasing consumer popularity of new formats and social media has helped fuel this growth and put
display advertising back at the forefront of the online advertising industry.

Audience response also seems to favour display advertising online. The IAB and ValueClick’s
Consumer and Online Privacy Research in 2012 found that only 15% of people are unhappy to see
advertising on retail websites. Compare that to the 18% who were unhappy about TV advertising, a
medium that is far more established than display.

We are at the stage where both consumers and marketers truly recognise display’s value. However,
the display landscape remains a complex structure as technologies are developed to help utilise the
data and insight we receive from consumers. The result is it is difficult for many marketers to currently
navigate the landscape and ensure they receive the best from a campaign.

While the display ecosystem may seem complicated, it has not intrinsically changed since its
inception.

Essentially it is this:

A marketer buys online display inventory in order to reach a targeted audience with their advertising
creative to achieve their objectives.
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Targeted audience: In the past we have thought of an audience being targeted by demographics such
as age, gender, location etc. As technology has improved and data has been enriched, audiences can
be segmented further by interest such as fashion, finance and entertainment. For the first time,
marketers have the opportunity to utilise data that is amassed online. They can analyse the
information and apply it to campaigns. It can then be used to target a niche audience based on their
online behaviour.

Behavioural targeting is now used extensively across the online display ecosystem. Most advertisers
will use anonymous user data and form an algorithm to predict behaviour and show those users the
most relevant ads. At the moment marketers are buying behavioural targeting solutions based on
technology, but we are beginning to see more marketers buying with the quality of data in mind.
Marketers will also retarget users who have visited their site.

Inventory: The amount of inventory available today is vast and marketers can be selective as to how
they run display campaigns. An example may be a marketer who chooses to run a branding campaign
across premium, top 100 sites. Alternatively a marketer with more direct response objectives may
choose to place their advertising on more niche, long-tail sites. The result could be higher clickthrough rates or conversions.

Different inventory is available through different buying points, often resulting in marketers using
more than one buying process to achieve objectives. A problem arises with duplication of audience,
which can result in bombarding consumers with advertising. Again, user experience should be
prioritised and marketers must keep a close eye on the whole process.

Buying: In essence, any purchase is an exchange between a publisher and an advertiser, but
nowadays the market has evolved as has the process. The landscape is now cluttered with multiple
buying points for marketers. Media agencies can often take a large chunk of this responsibility, but
DSPs, which allow advertisers to buy media through technology using Real Time Bidding (RTB) in a
similar way to search marketing are increasingly being used.

There is also publisher direct spot buys, networks, exchanges and SSPs that can all add to the buying
process for any campaign. Savvy marketers blend the array of choices to create a bespoke campaign
to suit their individual objectives.
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Advertising creative: Engaging creative is crucial to the success of any marketing campaign, whether
it’s display, mobile or in more traditional media. There are now multiple creative options for
marketers. The banner still reigns but there has been growth in numerous other formats too.

Video: The moving picture format has seen sharp growth recently and marketers are now using it in
display advertising. Video is particularly pertinent for brands looking to integrate online advertising
with television campaigns (14% of consumers liked ads that reminded them of other media, for
example TV ads [according to the 2012 IAB/ValueClick Consumer and Online Privacy research]).

Objectives: As the display market has evolved, marketers’ objectives have become more intricate.
Campaigns can be measured in many ways including a cost per: thousand (CPM), click (CPC), action
(CPA), view (CPV), download (CPD) and lead (CPL) dependant on the campaign and the marketer’s
bespoke objectives. Despite the measurement metric, most marketers will now look to track back to
an effective cost per action (eCPA), which can also include their branding campaigns.

What was once a simple partnership between advertiser and publisher is now a complicated mix of
technologies that have changed the way media is bought and sold. The industry now consists of
several players, and it is important for marketers with purchasing power to have a grasp of how the
landscape has evolved and exactly who is spending what budget where.

Agency – A company that represents brands. The agency does most of the legwork including tasks like
planning, creating, buying and tracking an advertisement on behalf of a client.

Trading desk – A day-to-day campaign management platform.

Ad exchanges – An online auction marketplace that facilitates the buying and selling of inventory.

Ad Networks - An online advertising service provider that helps marketers run display advertising
campaigns across various sources of online inventory.
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Supply-side platform (SSP) - A technology platform that represents the suppliers of online ads
(Publishers.)

Demand-side platform (DSP) – A technology platform that allows marketers to manage online media
campaigns by buying display across multiple inventory in a centralised management platform.

Data exchanges - Online auction marketplace where advertisers can purchase third-party data to help
reach their target audience.

Real-time bidding (RTB) – The ability to bid on individual impressions in real time via a technology
platform, often DSPs.

Display advertising has changed dramatically over the past decade and it’s been a tumultuous ride.
However, display has proved again and again that it is the darling of the online advertising industry
and can provide both branding and direct response for marketers.

As you can see above, the landscape is hugely fragmented and full of technologies for marketers to
use, all offering a ‘solution’. Display is unsustainable, but a few elements are pushing through as the
major contributing factors to successful display purchasing. Data is one of the most vital components,
offering marketers the opportunity to target online advertising in a granular fashion.

The rapid development of platforms including smartphones and tablets are playing a huge part in
display too. Consumers are not differentiating between devices and neither should advertisers.
Display solutions will start to address the change in behaviour targeting individuals on each platform
they use.

Global e-commerce sales are expected to increase by 20.1% this year to reach $1.5 trillion, according
to eMarketer. Total retail ecommerce sales in the UK alone are expected to reach in excess of $72.22
billion and climb to around $112.28 billion by 2017.
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But with the increase in consumer spending comes increasing competition and marketers know only
too well that to engage with customers they need to remain relevant to their wants and needs.
Ensuring that all advertising activity provides the highest return, whether in e-commerce or brand
awareness terms is equally crucial to success.

This is where behavioural targeting and performance display advertising come into play by identifying
and presenting consumers with advertising that is relevant to each individual based on a multitude of
online attributes. It is not about bundling together audiences and addressing blindly, but using
advanced technologies to individually target the right user for an advertiser and show them
personalised individual messages at the best possible time.

Performance Display injects intelligence into targeting: it feeds on user intelligence to cherry pick
which users to target in priority and at what cost. The engine makes decisions based on browsing
data to show the right product to the right person at the right time.

As consumers browse a website, information about their interactions is collected, which includes
things like the pages and products they have viewed as well as purchases they have made. When
these consumers leave the original website and visit other sites across the internet, they are shown
relevant ads based on these previous interactions.

While there are similarities to general behavioural marketing, which uses online actions to identify
good prospects, Performance display focuses on consumers who have already indicated an interest
in the advertiser. It results in a much greater propensity to respond to the retargeted ads, which, in
turn, results in much higher clickthrough and conversion rates than standard display advertising.

Performance display also injects real-time intelligence into ad creative, which are generated
dynamically based on purchase intent data to show users the products that they are specifically likely
to purchase at this moment.
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A range of technological advances mean that the most sophisticated performance display providers
are able to offer unprecedented levels of product personalisation in the display ads they serve.
Instead of basic generically branded ads or segmented ads, retailers can now create a unique ad for
the exact shoe or shirt or gadget that the consumer initially sought as well as product-level
recommendations based on their browsing history.

Each personalised ad is created for an individual visitor in real time and can feature multiple products
in a single banner, offering the consumer a "mini-boutique" within the ad. The placement, creative
and products displayed are optimised to achieve the highest click-through rate (CTR) which means
the user only gets shown ads which they are likely to interact with. The click also leads to higher
conversion rate. A study published by Criteo showed clickers buy three times more often than non
clickers and the more they click, the more they buy (“Measuring the Value of Users Who Click on
Online Display Ads”, Criteo, June 2012).

Performance display can be leveraged at virtually every phase of the consumer lifecycle, from building
awareness to driving purchases and customer loyalty. The greatest benefit of performance display
however is its ability to convert browsers into buyers at the right time – when they are considering a
purchase.

Performance display technology enables advertisers to spend less time and money on creative design
and execution, by taking the guess work out of predicting customer intent. Sophisticated algorithms
determine in real time the most effective creative template, products and messaging as well as the
placement that will deliver conversions.

By identifying where consumers are within the advertiser’s acquisition funnel, messaging can be
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tailored accordingly. This means advertisers can retarget visitors who have just browsed the
homepage differently to those who have viewed several products or added products to their basket
and then left without purchasing – depending on which is more important to the advertiser.

The sophistication of this technology means that advertisers can extend their campaigns to include
recommended products in addition to those viewed by the consumer. They can also retarget existing
customers with products and offers that may be of interest.

A good example would be a travel website where a customer who has bought a flight to New York may
be targeted with hotels for the dates they are travelling.

Display advertising has historically been less successful in providing the direct response measurement
of search, but is still viewed as one of the strongest forms of advertising to demonstrate creativity and
build brand awareness.

But performance display acts as the perfect hybrid of the two. It allows advertisers to benefit from the
rich environment of display advertising, engage with consumers who have shown an interest in the
brand and, when results are measured on a post-click basis benchmarked against conversion and
ROI, delivering ROI comparable to search.

In fact, retargeting is the perfect complement to a search campaign, according to a study Criteo ran
with Nielsen that showed the relationship between SEM, SEO and performance display ads. When
used together they saw three great synergies: extension, intention and optimisation of advertiser’s
media spend. In fact 65% of internet users clicking on performance display ads did not click on SEM
links within the same industry. The study also proves that on average organic search clicks are
increased by 51%.

Performance display offers attractive cost-per-click (CPC) and cost-per-acquisition (CPA) pricing for
personalised retargeted banners. As a result each and every penny spent is an investment in a
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potential customer. Due to the precisely targeted and personalised nature of this type of advertising,
the post-click conversion rates are significantly higher than other types of advertising.

The technical implementation of behavioural retargeting is simple. The relevant code is similar to web
analytics code and can be integrated into a site in the same way. This piece of code enables the
vendors to analyse a consumer’s interaction with the site such as which pages and products are
viewed, and understand and respond to how far the potential customer progressed through the
acquisition funnel.

Ads appear across the network of the provider, which can differ in size and range. There are two
loosely defined inventory sources that a company looking to aggregate inventory can access:
automated supply and managed supply.

The growth of ad exchanges, supply-side platforms and new evolved networks or demand-side
platforms (DSP), means that aggregating audience and inventory can be automated. The latest and
fastest growing methodology is real-time bidding (RTB), which enables smarter buying decisions and
a competitive advantage for retargeting providers who truly understand the value of a consumer and
therefore the ad impression.

Despite the growth in automated supply, the best performance and strongest interaction will often be
achieved with a consumer visiting a premium publisher site, one whose inventory may not be
available through networks and exchanges. This is predominantly accessed via direct relationships
with individual publishers or networks.

A combination of the above will ensure the biggest reach and optimal ad performance.
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Performance display should ideally be executed across a network that has the size and diversity of
websites to reach consumers virtually anywhere. The broader the reach, the more visitors the
campaign will reach in a faster time and higher frequency. This can be critical if the advertiser’s
products and/or services have a short window of opportunity (eg sale or flight dates).

Choosing a retargeting provider with a large media network will ensure the best reach and optimal
campaign effectiveness.

Another key consideration is how much flexibility the provider has in both creative and campaign
management.

The provider should also be able to customise the creative based on an individual consumer’s on and
off-site activity, creating banners on-the-fly based on as much data available to drive the highest CTR
and conversion rate.

In the current environment it is critical to ensure that technological advances fully take into
consideration consumers' privacy. Every consumer should understand the following with regards to
online advertising in general and retargeting in particular: why am I receiving this ad? What kind of
information was used to tailor the ad to me, and if I want to, how can I stop receiving these ads and
others like it?

Behavourial targeting providers do not collect personally identifiable information. The data gathered
is completely anonymous and is used for statistical purposes only, and there is no way to identify a
specific internet user. No data is shared with advertisers or publishers and no third-party data is used
for targeting purposes. Providers simply record specific product browsing data in order to create ads
that are the most relevant to each unique consumer. The best providers are transparent about their
privacy policies and give clear, simple instructions to consumers on how to opt out of future
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retargeting, if they so prefer. Criteo was the first retargeting company to proactively make this
information available to consumers by establishing an “i” icon in every banner they serve.

In the universe of behavioural marketing strategies and more broadly advertising performance display
has become a standalone marketing channel worthy of dedicated budget, able to provide specific
measurable ROI. It has been proven to generate significant synergies with other standalone marketing
channel such as search. Because today this channel leverages big data to reach the right audience at
the right time we are seeing a significantly more effective approach to online advertising.
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Delivering the right advert to the right consumer at the right time is the key goal for advertisers.
Programmatic real-rime bidding (RTB) has made that concept a reality for brands advertising in
online display today.

For the purposes of this chapter we consider ‘Programmatic RTB’ in the context of real-time bidding
on display exchanges.

Programmatic RTB is the targeting of consumers on a consumer by consumer basis. The technical
process is to buy and sell display inventory on an individual impression by impression basis, in real
time. Each display impression is evaluated, purchased, and sold, all individually, in an instant.

Advertisers can bid for individual display impressions, by entering an auction to purchase that
impression. Whether or not an advertiser bids, and how much they bid for each impression is
dependent on whether the impression is deemed of value to the advertiser through an evaluation
process that takes place in real time.

In most cases, an impression is evaluated by understanding whether or not the audience viewing that
impression matches the advertiser’s target audience. The target audience can be identified by
overlaying first or third-party data, in real time. This means that the advertiser only buys the individual
impressions that they want.

If the advertiser wins the auction for an individual impression, their display banner will be served.

Programmatic RTB has revolutionised the way display inventory can be purchased and also the
performance that advertisers can achieve through the display channel. There are a number of key
reasons why programmatic RTB is becoming a core component of the marketing mix:
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Scale of the opportunity - Programmatic RTB can achieve targeted branding activity
alongside direct response. With 37 Billion impressions available to bid on every day,
advertisers have the opportunity to drive conversions on a local, national or global basis.



Flexibility and measurability - Much like paid search, campaign performance data can be
dissected and analysed in many ways. Advertisers can analyse each display ad – right down to
where it was displayed, for how long and to whom. This means that campaigns can be quickly
reviewed, improved or stopped if they are under performing, unlike traditional display
campaigns.



High relevance - Programmatic RTB delivers advertising in real-time enabling advertisers to
serve highly specific ad messages which are based on individual consumer behaviour or a
profile. This builds a truly customer-centric experience with a focus on building engagement.



Cost efficiencies - By using first and third-party audience data advertisers can reach their
target audience more effectively than traditional display. This approach can support new
customer acquisition and bring back ‘lost’ customers.



Growth of the channel - Programmatic RTB is already growing in prominence. Ad spend in the
channel is expected to reach over $1BN by 2017 from $400M in 2014, (see Figure 1).

Figure 1: Projected UK ad spend through Programmatic RTB
UK
Year

2012

2013

2014

2015

2016

2017

Ad Spend ($millions)

157.9

283.6

409.1

571.8

782.5

1028

% change

57.90% 79.60%

44.20%

39.80%

36.80%

31.40%

Source: eMarketer
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There are five key components in the programmatic RTB landscape:
Role

Platform
The demand-side

The demand-side platform (DSP) automates the purchasing of display

platform

advertising on behalf of advertisers. Advertisers use DSPs to set the buying
parameters of their campaigns and to monitor campaign performance. Some
of the largest DSPs are DoubleClick Bid Manager, AppNexus, Turn, Quantcast
and Rocket Fuel.

The supply-side

The supply-side platform (SSP) helps publishers manage their advertising

platform

impression inventory and optimise the selling of their online media space. A
constant relay of information between the SSP, the ad exchange and the DSP
occurs. Some of the largest SSPs are Admeld, Rubicon and PubMatic.

The publisher

The publisher provides the inventory. Programmatic RTB is increasingly used
on premium inventory due to advertiser demand. Some publishers may use
SSPs to help better manage and sell their inventory.

The advertiser

The advertiser accesses on which inventory to bid on and how much they are
willing to pay depending on the relevancy of the inventory. Programmatic RTB
is increasingly being used to raise brand awareness and drive direct response
from consumers across the internet. Advertisers will work with specialist
agencies to take advantage of the programmatic RTB landscape.

The Ad Exchange

Ad exchanges facilitate the purchase of display inventory in real time through
auctions that take place in the milliseconds before a page loads. It is through
these auctions that publishers are able to maximise the price for their
inventory, while advertisers bid to purchase individual impressions at prices
that reflect each impressions value to the campaign. Some of the largest ad
exchanges are Facebook Ad Exchange (FBX), DoubleClick Ad Exchange and
Openx.
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When running a Programmatic RTB campaign, ads enter into a complex auctioning process. The flow
chart in Figure 2 shows the criteria that must be met for an ad to be shown:

Figure 2: The auction process in Programmatic RTB

Source: DoubleClick Bid Manager, http://www.google.co.uk/think/products/doubleclick-bid-manager.html

Programmatic RTB helps advertisers find targeted audiences at scale. Using first and third-party data,
advertisers can find the most valuable potential customers:

First-party lookalike audiences are audience segments that exhibit characteristics similar to those of
an advertiser’s most valuable users. Lookalike audiences are becoming an increasingly common way
to extend your audience beyond those who have already showed intent to buy or have bought from
your brand.

Advertisers can use lookalike modelling for more targeted advertising. A lookalike audience targeting
model is created by mathematically determining the characteristics of a target audience. This can
then be used to determine whether the consumer fits the characteristics of this model and an
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impression should be served. The model is used as a blueprint of your most valuable consumers, and
every consumer can be scored for similarity to this blueprint.

Third-party data is generated from a broad range of websites based on the activity of their users. This
is then bought and sold in the data marketplace and is available in DSPs.

There are a number of different platforms, such as Google’s DoubleClick Bid Manager (DBM), which
offers third-party audience targeting with over 30,000 robust data segments available. The data
segments come from third-party providers such as AppNexus, BlueKai and Addthis, who each provide
methodology behind the data collection process.

By analysing this data, advertisers are able to target consumers that display behaviours to suggest
that they would be interested in purchasing your product or service, but may not have engaged with
your brand already. It is worth noting that this form of data can become out of date very quickly and
secondly, carries an additional cost to account for within your programmatic RTB costs.

Figure 3, below, shows how first-and third- party data can be used to influence audience targeting.
The example below is from the DSP, DoubleClick Bid Manager.

Figure 3: A screenshot showing a highly targeted audience list
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Programmatic RTB can be used to encourage consumers through the full path to conversion. The
below diagram (Figure 4) illustrates the full funnel approach.

Figure 4: The full funnel approach highlighting key marketing strategies at each customer stage
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Advertisers should employ specific marketing strategies and tactics depending on the stage that
consumers are at in the conversion funnel. We explore some of these approaches below:

Stage
Awareness

Strategy


Advertisers will use prospecting to drive new customer acquisition by
serving display banners to consumers who have never been to their website.



The most common prospecting tactic is ‘lookalike’ targeting where an
advertiser targets new customers who match an existing customer’s profile.



Third-party customer data can also be used by advertisers looking to target
specific types of consumers. For example, an advertiser selling shoes could
purchase a segment of consumers who are interested in buying shoes.

Consideration



In the consideration phase, advertisers aim to engage and influence their
target consumers. Advertisers will use a number of tactics, including
contextual and placement targeting.



Contextual targeting pinpoints audiences who are browsing content on the
internet that is relevant to an advertiser’s brand or product. This enables
advertisers to decide what content they want their ads to appear against.
Advertisers can target specific keywords. For example, an outdoor clothing
retailer could specifically target keywords such as ‘outdoor clothing’.



Placement targeting enables advertisers to choose the individual websites,
or specific sub sections that they would like their ads to appear on. This
enables advertisers to ensure that their ads appear in places where they
know their target audience is most likely to engage with the creative.

Purchase



Also known as the ‘in-market’ phase, consumers are now considered eligible
to be effectively sold to. This goal is primarily achieved through remarketing.



Remarketing enables advertisers to target consumers based on their recent
on-site engagement. Based on historic engagement, advertisers can then
remarket these consumers with highly specific messages.



For advanced remarketing, advertisers can overlay additional analytics data
(such as bounce rates and number of visits to website), as well as custom
data (such as device and region or city) to better assess the quality of the
consumer and so improve targeting.
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Programmatic RTB can be integrated with other online channels in order to drive broader synergies
and overall improved performance. The key integration tactics between programmatic RTB and paid
search are outlined below:

Paid search to display programmatic RTB:


‘Instant’ Display remarketing based on user behaviour on Paid Search keywords.



Improvement to contextual targeting of Programmatic RTB through Paid Search keyword
refinement.

Display Programmatic RTB to Paid Search:


Message optimisation in Paid Search based on Programmatic RTB message testing by
consumer stage (of the funnel) in buying cycle.



Paid Search keyword refinement based on high performing Programmatic RTB message
testing.

In order to integrate effectively, advertisers should consider attribution modelling to correctly
measure the performance of Programmatic RTB alongside other channels. Attribution models
include; last interaction/last click, first interaction/first click, linear and time decay.

The attribution model used will vary depending on the goal of the marketing activity that you are
doing, for example:


For prospecting activity the goal should be to make consumers aware of your brand and
engage with them. In this case advertisers should consider a front-weighted attribution
model.



For remarketing activity the goal should be to drive conversions. In this case advertisers
should consider a last click attribution model.
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With programmatic RTB predicted to grow 150% in the next three y ears, the channel is on the cusp of
mass market adoption. So what can we expect going forward?


Brand new audiences - With the dawn of wearable technology such as the anticipated Google
Glass and the potential Apple iWatch, new Programmatic RTB audiences will become
available. In much the same way, we will also see Programmatic RTB auction-based TV
advertising platforms from providers such as GraceNote.



Sophistication of data usage - Today, advertisers are starting to use first-party data to
improve their marketing, such as through remarketing. In the future, advertisers will become
more sophisticated in using their own first-party data. For example, lookalike profiling will
become common place. In terms of third-party data, data providers will seek to improve data
quality as investment grows in the channel and agencies will work with brands to create and
manage data solutions for audience targeting purposes.



Price Inflation - Programmatic RTB will go mass market as advertisers increasingly see the
value of the channel and also as publishers increase their inventory exposure, for example
through private market place deals. Invariably, the result is that the auction price will also
increase.



Integration across paid channels - Programmatic RTB is becoming an important element of
paid media for advertisers. As such, integration to drive incremental benefit is going to be a
key strategy for success. One interesting feature within DBM is a signal of things to come.
Within the solution, there is the ability to share audience lists between paid search and
display advertising. As a result paid search can ‘instantly’ influence display programmatic RTB
targeting and messaging.
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The hardest part of all advertising campaigns is simply getting started. To give your campaigns the
best chance to succeed, here are some of our top tips:

Action
Set clear objectives

Recommendation


Have a clear picture of what you want to achieve from your display
programmatic RTB campaign.



Define what key metrics to measure and put in place KPIs. For
example, if you are looking to achieve a direct response (sale, lead,
social engagement), put in place a CPA target that is both achievable
and in line with your other digital channels.

Research your



audience

Develop a customer framework to define your target audience and
consider the types of consumers interested in your product.



Use third-party data sources to understand the internet browsing
behaviour of your audience. Downstream traffic reports will give you
an indication of the websites that your visitors commonly go to before
reaching your website.

Allocate sufficient



budget

Ensure you allocate budget to allow the campaigns time to mature
through optimisation. As an example, our recommendation for a
prospecting campaign would be a minimum budget of £6K-£9K to
generate sufficient data on the performance.

Optimise campaign



performance

Have structured testing in place for audience targeting, ad placement,
ad creative, budget allocation, among other core factors to maximise
the budget, reach and ongoing performance across all audience
segments.

Attribution



When setting up a campaign use common sense to recognise the
value of a consumer in the funnel.



Use multi-touch weighted attribution modelling to improve your
decision making on target audience, budget allocation, and
campaign-optimisation factors. There are a number of attribution
models available, choose the one that best fits your needs.
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Mobile advertising is currently one of the fastest growing online marketing channels. Advertisers are
projected to spend $25 billion globally on mobile advertising in 2014, compared to $15.8 billion spent
worldwide in 2013. eMarketer estimates that North American advertisers will spend just over $12
billion in 2014 on mobile ad campaigns (52% of the worldwide market), while their Western European
counterparts will spend $6.4 billion on mobile, or 25% of the total worldwide mobile ad spend.

Smartphones are in the hands of more than 20 percent of the world’s population, according to BI
Intelligence. As of the end of 2013, more than 1.9 billion smartphones subscriptions exist globally,
according to the Ericsson Mobility Report, with global smartphone penetration projected to reach 5.6
billion by 2019.

We are at the stage where both consumers and marketers truly recognise mobile advertising’s value.
However, the mobile display landscape remains a complex, fragmented ecosystem. New technologies
and a multitude of competing firms have emerged to help utilise the data and insight we receive from
consumers. The result is it is difficult for many marketers to navigate the landscape and ensure they
receive the best from a campaign.

In order for mobile advertising to continue to advance its long march towards digital marketing
dominance three crucial milestones must be reached: the industry needs to mature; consolidation
among smaller players must take place; and advertisers need to rapidly adapt their business models
around the opportunities of mobile.

Mobile marketing, especially performance-based mobile advertising, needs to reach a point of
stability and maturation that is still in its infancy. Advertisers need both scale and simplicity in order
to achieve their online and mobile advertising results.

Mobile can no longer exist in a vacuum. Mobile ad networks and affiliates need to understand that the
path toward stable growth and prosperity doesn’t necessarily lie with expanding into new and
emerging markets, or tapping into different monetisation opportunities. The true path to stability
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comes from forming smart, strategic partnerships across the online advertising ecosystem in order to
provide advertisers with a multichannel approach to achieving their online marketing goals.

Similarly, advertisers must advance their thinking of mobile’s benefits beyond the standard
traditional display methods of eyeballs and clicks. Consumers have become far too savvy with their
mobile ad consumption habits to be enticed by simple display banner campaigns. Success in mobile
advertising from a marketer’s perspective requires a unique mix of great creative, smart media buying
and targeted campaign execution.

Better measurement and metrics are critical to helping mobile mature. The continuing fragmentation
of the mobile ecosystem, combined with systemic tracking issues, has led to little in the way of
accepted industry measurement standards. This makes it difficult for advertisers to justify increasing
their mobile ad budgets.

One additional “coming of age” area is programmatic buying in mobile. While still in its early, nascent
days, it is clear that programmatic will play an increasingly important role in how mobile ad inventory
is bought and sold, just as it has for display ads and is starting to do in video. Marketers should learn
as much as they can about programmatic mobile as it will be an important factor in 2014.

Consolidation is necessary in order to sustain mobile marketing’s growth and influence in the broader
online advertising ecosystem. The Mobile LUMAscape, which displays in a visual format the sheer size
and scope of the mobile advertising industry, shows just how fragmented the mobile ad industry has
become. Having hundreds, if not thousands, of relatively small companies all vying for the same
advertiser and publisher business doesn’t benefit anyone in the long run.

Mobile advertising firms need to make smart, strategic partnerships and acquisitions in 2014 with
mobile companies that have advanced, even niche, capabilities or technology, in order to develop a
comprehensive, sophisticated approach to mobile. This will be enhanced by desktop-based ad tech
companies developing or acquiring capabilities that will open the door for traditional, non-mobile
native advertisers to be introduced to mobile.
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One of the unspoken realities of mobile marketing is that far too many advertisers still do not “get
mobile.” Sure, their CMOs often talk a big game about how they have built mobile-optimised emails
and websites but that’s just scratching the surface of mobile’s incredible marketing opportunities.

Advertisers need to adapt faster to mobile. Simply redesigning a website or email to be mobile
responsive isn’t enough. Success in mobile marketing requires a fundamental shift in thinking and
operations.

This shift may come from affiliate networks more so than the advertisers themselves. That’s because
affiliate networks control much of the mobile traffic that advertisers need to reach consumers.
Affiliate networks will start demanding that the traffic they represent be run by fully mobile-optimised
brands that can support the level of sophisticated mobile features that consumers now demand.

Mobile advertising has changed dramatically over the past decade and it’s been a tumultuous ride.
However, as the market continues to mature a consensus is forming around best practices and
opportunities, as well as the remaining challenges, in mobile advertising. Mobile is increasingly
proving itself to be the online advertising industry’s next darling and can provide both branding and
direct response benefits for marketers.

As we assess the state of mobile display advertising one thing is abundantly clear: mobile is poised for
much more than a breakout year in 2014. Before it can do that, though, three principal issues need to
be resolved. The industry needs to mature and provide advertisers with real ROI, not just app installs
and downloads. The fragmentation that has long plagued the industry needs to be resolved through
smart acquisitions and partnerships between mature, established multichannel marketing
companies and the younger set of innovative mobile-specific companies. And ad networks and
affiliates need to place more emphasis on servicing the more consumer-friendly verticals, such as
home services, that are part of the larger online advertising ecosystem.
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sk:n is the clinic of choice for non-surgical treatments in the UK. Following the success of its paid
search and display advertising, sk:n asked its agency Net Media Planet to help increase new customer
acquisition further.

The Net Media Planet team explored the opportunities available to reach new online potential
customers who have a high likelihood of booking a sk:n consultation.

Using the latest RTB Programmatic technology, Net Media Planet developed and launched a new
display advertising campaign designed to identify and reach new potential customers:


The team monitored user behaviour on sk:n’s website in order to define the ideal potential
customer. This involved analysing a number of key variables such as demographic profile and
the type of content that they browse online.



Using this data, at scale the team created profiles of potential customers who would be the
most likely to make an enquiry.



The team developed new display creative highlighting specific messaging designed to
resonate with potential customers who may have low existing awareness of the sk:n brand.



Display adverts were then promoted to potential customers that fit the target profile and who
had never visited sk:n’s website before. The adverts were shown as they browsed other
websites online.

This highly targeted approach ensured that the right ad was delivered to the right potential customer,
in the right place and at the right time.

Since launch, the campaign has achieved over 20M impressions. The resulting increase in traffic to the
website drove over 3,000 new client enquiries, while reducing the cost-per-enquiry.
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Wooga is a major European game and mobile app developer that has created several popular games
for iOS, Android and social media like Facebook.

For Matomy to increase the number of high-quality users, app store rank and revenue from paying
users for the Wooga game Jelly Splash.



Target the Right Audience - Since Jelly Splash was a new game from Wooga that is available
worldwide for users, Matomy worked with Wooga to target high-revenue audiences in key
markets: United States, United Kingdom and France.



Smart Media Buying - Through the use of both direct ad buys and real-time bidding Matomy
optimised traffic sources for Wooga to deliver the highest quality of unique new users.
Matomy’s network of mobile publishers ensured that it supplied Wooga with a wide variety of
high-quality traffic sources that matched the type of user demographics it sought.



Optimisation - After the initial results came in, the team of media strategists optimised the
campaign based on creative, device and specific download sites and app stores. This
included finding the right cost-per-install price in order to make the campaign optimal for
Wooga in terms of the number of unique new users and the revenue each new user
generated.

Matomy worked with Wooga on the launch of its new mobile social game Jelly Splash. Over a fourmonth period, Matomy increased the number of high-quality users by 340% from the time the game
launched. Matomy’s targeted smart media buying helped secure a top-10 app store ranking for
Wooga in the casual mobile games category in several key markets.
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Christmas 2013 was a breakthrough for smartphones and tablets. With the explosion in entry level
tablets hitting the market in the run up to the festive period and continued Android and Apple
handset proliferation, mobile now comfortably sits at the digital marketing top table.

The fact that this revolution in how consumers access the internet and associated web services has
happened in such a short period of time has challenged every company operating in the online
sphere to react with tools and services that satisfy a seemingly insatiable appetite for optimised
mobile experiences and content.

Mobile’s swift elevation to online darling is probably unprecedented. It took more than a decade for
the Internet to become a mainstream commodity our friends and families comfortably used as it
became an indelible part of our daily lives.

Tablet and smartphone take-up did not have to go through such lengthy growing pains. As with any
new technological advancement, consumer tipping points seem to shorten in time and in less than
three years, Affiliate Window has seen mobile traffic grow exponentially from one in a hundred clicks
to in excess of 40% of the network’s traffic as consumers switch their time online to different devices.
While conversions for handsets still lag, concerted efforts to optimise mobile propositions have seen
the gap close.
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Every year Affiliate Window sets itself new milestones. At the start of 2013 it was the point at which
handsets would account for one in ten sales (achieved in November). With Boxing Day 2013 seeing
almost 40% of its traffic through tablets and handsets there will be a point this year when collectively
they will exceed desktops.

The case is now proven; we no longer have to justify that mobile is an important part of the affiliate
mix. We now need to shift the focus from highlighting the rapid growth in numbers to cold hard facts:


What does mobile mean within the channel?



Where are the opportunities?
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Who are the advertisers and publishers driving the mobile agenda and pushing innovation
through these devices?



What are the business models that are succeeding and how should we accommodate them
within the current performance marketing landscape?

Before we explore some of these ideas let’s take a step back and be clear on some definitions.

Handsets and tablets are often lumped together as mobile devices. When both accounted for small
amounts of traffic and sales it was a convenient label. But they are clearly very different with
consumers interacting with them at different times and for different reasons.

We can associate a tablet experience as being much more akin to a laptop. Research shows they tend
to be accessed by people in a fixed location, usually at home, and they are increasingly acting as a
second screen. To date, the most interesting outcomes from tablets have been the types of customers
using them and the products they have purchased, rather than anything specific to the device
changing consumer purchasing habits.

Affiliate Window data paints a compelling picture about the current customer transacting through
tablets. Typically they are iPad owners and despite the explosion in the availability of cut-price
Android devices, the gulf between the two has remained stubbornly wide into 2014. It will be
interesting to see how this divide closes in 2014 as supermarkets and general retailers drive greater
proliferation of entry level tablets.

Given Apple adopters are typically wealthier and savvier online consumers it’s no surprise they
convert better and spend more. Our data consistently shows average order values exceeding that of
the network in general and conversion rates outstripping all other devices.

With an increasing number of Android devices flooding the market, an interesting trend for 2014 will
be observing whether the ‘typical’ tablet consumer’s purchasing behaviour changes as they become
more mainstream and less elitist.

For many people the distinction between handset and tablet is as pronounced as that of a tablet and
desktop; the two simply don’t compare in terms of how consumers are interacting with them. We only
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have to think of how we use handsets to see this. They are used casually, in periods of downtime as
well as on the move when we need quick access to certain information. Given we use them more
informally, there is a strong argument to suggest they sit earlier on in any purchase decision.

Again, Apple has driven adoption and despite Android accounting for greater take-up this doesn’t
translate into sales and traffic recorded through the network. Another trend will be how this shifts in
2014 and whether the two will at some point rival each other for volume.

From an affiliate marketing perspective the focus has to still be on the m-commerce piece. As a
natural evolution of the e-commerce landscape we need to ensure we capture the same clicks and
sales that have shifted to different devices. In many respects the industry has done so inadequately
with sizeable retailers still not capturing affiliate sales due to a lack of affiliate tracking on mcommerce sites. Networks have sought to mitigate this.

Affiliate Window launched a technical fix in early 2013 that redirected traffic from advertisers who
were leaking affiliate commissions. Similarly it is critical we seek to highlight the mobile opportunity:
flags for advertisers who track and visibility on sales driven by handsets and which affiliates are
driving them should help raise the profile of smartphone opportunities within the channel. As a
retailer this should be the number one priority: track and then optimise.

Beyond m-commerce the industry has yet to clearly define products and services that are a natural fit
for the channel. Networks are starting to evolve additional offerings, such as app download
campaigns. These offer a useful point of discussion, sitting somewhere between a CPA and CPL
commercial model. Advertisers create apps to engage with consumers and in doing so build a walled
garden, often shutting affiliates out of repeat purchases, a customer retention rather than acquisition
function.

We also need to understand what the value of a lifetime user is from an app in order to work this back
to fair cost-per-downloads. Given how new many brand apps are and how little analysis has been
done around the usefulness of them, it remains difficult to work this back to any return on investment.
It could also be the case that apps seek to expand the world of affiliate marketing to offer campaigns
based around customer engagement through ‘value add’ (rather than transactional) apps or FMCG
companies that traditionally haven’t spent money within the affiliate channel.
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Another challenge is where the traffic comes from in order to drive non-CPA mobile activity. It’s not
enough to simply import existing affiliate databases and expect the traffic to follow suit. A large
amount of mobile marketing remains unsophisticated and is heavily skewed towards the display
model or incentivised downloads (gaming rewards in return for interacting with a brand).

In a sense, non-CPA mobile marketing may require the industry to carry out some hard graft in order
to discover traffic sources it feels adds value in the way that traditional traffic does. Typically ‘mobile
affiliate networks’ offer app download campaigns based on display activity, with nominal £1 to £2
bounties; the commercials reflecting the perceived lack of value.

That said, there are additional ways mobile is driving interest with some notable success stories. The
geo-targeted functions that smartphones offer have been paying dividends for voucher code and offer
led affiliates who can flag offers and discounts to consumers by location.

With the emergence of Apple’s iBeacon technology, offering micro-geo targeting, we can expect this
significant opportunity to become better optimised with pinpoint distribution of information, deals
and incentives. Being able to serve ads, suggested complementary products, deals and discounts
based on someone being in touching distance of a specific product is hugely compelling. Beyond this,
what is to stop aggressive, guerrilla tactics from competitor brands, especially those who don’t have a
high street presence?

The online to offline opportunity is one that some brands have experienced success with. Debenhams
has carried out multi-channel campaigns that included their major affiliates, finding that voucher
code sites were particularly effective in driving in-store activity from an online proposition, as well as
high numbers of new customers. It’s given traditional affiliate models a significant shot in the arm, as
well as driving sophistication within the performance channel.

Mobile has also added extra strings to the bows of traditional affiliate models. Five years ago it would
have been common for large affiliates to offer a fairly linear route to market for advertisers, but now
it’s possible to target consumers at various stages in the purchasing cycle with mobile a natural
conduit for doing so. In time, our understanding of this will heighten as we begin to appreciate the
cross-device picture. For example, a single affiliate can target a consumer via their mobile with a push
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notification email on a Monday and then re-target that same consumer a few days later when they
emerge ready to purchase on a desktop device.

Mobile ushers in a whole new world of granular analysis: no longer can we look at a single affiliate as
having a general user base. On the contrary they have multiple routes to market and can support a
consumer through the various iterations of a purchase cycle.

We have yet to see breakthrough mobile models that expand the world of affiliate marketing beyond
what we know at the moment, instead relying on existing affiliates to expand their offerings. To date,
mobile price comparison has caused ripples rather than waves although as smartphones’ technical
capabilities expand so we can expect to see affiliates look to monetise them. For email affiliates
mobile provides a huge boost and any lead generation campaigns not offering mobile optimised
templates are missing a fundamental shift in how people are accessing their personal
communications.

Certain advertisers should also be ramping up their activity based on the types of products being
purchased on smartphones. Affiliate Window’s data has seen certain sectors significantly over index
for mobile sales. Group buying and anything that has a sale’s urgency about it inevitably converts
better. Commoditised products with lower basket values such as DVDs and CDs are classic mobile
purchases: the main consideration by the consumer will be delivery options and price rather than the
act of transacting on a mobile device.

Email affiliates promoting these types of products are getting the double hit of their traffic being more
readily accessible. For companies like Groupon, email affiliates can comfortably see half of their sales
flow through handsets.

General retail is catching up quickly and other sectors, such as travel and telecoms are seeing huge
traffic ramps via mobile even if the conversions are not there. Indeed, affiliates are well placed to
evolve their commercial models to take account of this, click deals and call tracking both lend
themselves well to mobile and advertisers should be looking beyond classic CPA payments to take
account of how affiliates are driving consumers’ interest via smartphones.
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2014 will be a pivotal year for mobile within the affiliate channel. Reporting will improve, technology
will advance and both publishers and advertisers will demand extra services and support for their
mobile efforts. The challenge we all face is investing in the resource and spotting the potential
commercial models to stay ahead of the mobile curve.
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The digital marketing arena has changed dramatically over the last five years. So too has the roles of
its many players and the levels of expertise found in-house, within agencies and for those working
supplier side. They are in a position to respond to the exploding diversity of channels now open to
brands for marketing and sales potential.

Specifically, Advertisers’ own knowledge and understanding of how the market works and how to
manoeuvre their brands within it has considerably increased. Almost all FMCGs now employ digital
marketers, and in growing numbers focused social media and search specialists. What’s also
interesting here is that these roles increasingly don’t just report into the Marketing Head, but also
have a dotted line into the finance function too.

Matching the evolution of increased knowledge and expanding channel options, the key growth areas
within digital marketing have also begun to blur and overlap. Evidence can be found in performance
marketing, which has been part of our busy scene for over 20 year. It has fast become an important
cog in most online, and more recently, offline marketing plans. The march towards greater ROI and
the need for operational transparency have always been at the forefront of performance.

The last few years have seen performance marketing become recognised as a discipline in its own
right. It has grown far beyond its robust, flexible and highly efficient ‘Affiliate’ channel roots as a
payment on results business model, to now being efficiently applied across multiple channels and
uses.

At the same time, the meteoric rise of Social Media has continued. Facebook and Twitter have
become part of our everyday culture and now not only represent respected forms of communication,
but are also useful business networking tools, trusted opinion former mediums and most significantly,
hugely influential lifestyle forums.
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Consumers have a more savvy approach to purchasing, actively investigating best deals and locating
cash back or voucher discounts. They’re specifically taking the recommendations of others into
consideration. Social media has given purchasers a massive shop window for seeking out best prices,
best products and best suppliers. It’s all backed by personal recommendation or warnings from their
ever-growing peer group.

Nielsen’s Global Trust in Advertising report substantiates the key social trend further .It uncovered
how the voice of fellow consumers continues to be strongly heard when it comes to the most trusted
forms of advertising. In fact, 92% of consumers around the world said they trusted earned media such
as word-of-mouth or recommendations from friends and family above all other forms of advertising.
When you look at how the digital market has grown, it’s not surprising to see this huge figure has also
increased by 18% since 2007.

The rise and popularity of social media has therefore created one of the largest untapped aggregators
of engaged consumers. For marketers focused on their return on investment, performance is the
perfect transparent and highly effective marketing discipline to tap into the huge sales potential of
‘word of mouth’ recommendation.

Social marketing is today’s thing, the buzzword that everyone loves to use, the thing to talk about, but
what is social marketing?

Let’s dissect it:

Social - The word derives from the Latin word socii (‘allies’). It refers to the interaction of organisms
with other organisms and to their collective co-existence.
Marketing - Marketing is the process of communicating the value of a product or service to customers.

However, two words stick out in these definitions; interaction and communication. Interestingly, they
don’t only have a lot in common, but also differ from each other. The biggest difference between
them lies in their overall aim: social’s ‘interaction’ is all about sharing with no commercial aim, whilst
marketing’s ‘communication’ is focused on commerce and financial gain.
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The best explanation of social marketing is that it represents a key part of the overall marketing mix
where consumers pro-actively interact with each other about a commercial product. It is the joining
together of two worlds (social and marketing), where consumers willingly share their own opinions,
thoughts, ideas and favourite deals for their favourite brands. Further conversation and the creation
of groups of like-minded individuals who are equally open to further ideas, offers and interactions
about their shared passions/likes can be created.

The very nature of it being all about ‘word of mouth’ provides marketers with a huge opportunity to
successfully and positively build awareness of their brands and services.

Now let’s do the same with social commerce.

Social - The word derives from the Latin word socii (‘allies’). It refers to the interaction of organisms
with other organisms and to their collective co-existence
Commerce - Commerce is concerned with the distribution of goods and services and involves money.

So when we add ‘money’ to social marketing, the social platform is being used to actually sell a
product or service.

Social Commerce is all about monetising the shared trust, loyalty, passion and enthusiasm of the
collective engaged consumers that social marketing provides.
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Essential to successfully combining social and marketing/commerce is the right choice of platform.
Depending on the product, target group and business objectives there are several types of social
media platforms available. I’d like to highlight the main social media platforms and the largest players
briefly:


Social networking sites like Facebook and Google+



Micro blogging sites like Twitter and Tumblr



Publishing tools like WordPress and Blogger



Collaboration tools like Wikipedia and WikiTravel



Photo sharing sites like Flickr, Instagram and Pinterest



Video sharing sites like YouTube, Vimeo and specifically for business Slideshare



Virtual worlds like Second Life, World of Warcraft, Farmville



Location based services like Facebook Places and Foursquare



Group buying platforms like Groupon and LivingSocial



Social bookmarking and news aggregation like Digg and Delicious

Social media can be measured in so many ways: likes, followers, reach, tweets, awareness, sentiment
and more. The main question for advertisers is, what is a lead? It can depend on the advertiser, the
product and the business objectives, as a lead could be any of these.

Firstly, let’s acknowledge how important it is for any business that wants to sell a product via social
media, to start by getting a consumer’s attention first. The initial task will then provide focus on
acquiring data on the consumer and their purchase, so there is an ongoing relationship which has far
more use than a simple one-off interaction. Brands must ask, “who is the consumer? What does he
want? When does he want it? Why does he want it”

The very nature of social is that it’s more casual, so social existence provides brands with a perfect
environment to generate leads. Once a relationship is developed, your interaction is then perceived as
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more one-to-one and not like more traditional media. You have direct access to your prospective
audience and have the chance to interact in a more informal and low pressure way. You’re equally in
pole position for when any of your target audience group decides to purchase.

A recent Nielsen survey revealed that a mere 33% of buyers now believe what a brand has to say
about itself because people view any brand-to-buyer communication as an advertisement. As
marketers we need to understand how to respond to this and social is an excellent low, or even no,
cost tool for allowing your customers to be involved with your brand. They can become brand
advocates, supporting your brand authenticity, and ultimately assist in your marketing efforts.

Social media is a perfect platform to draw consumers' attention to a product. Facebook introduced
its Like button in April 2010. Currently the Want button is being piloted. It’s starting to look like social
commerce is a direct link between a consumer and the advertiser. Invaluable data can be yielded by
an advertiser for follow up and future usage.

Could the Have button be next? Wouldn’t it be great to know that one of your best friends has a
certain product? If you trust their opinion or knowledge of a product you would be much easily
persuaded to buy it as well. Contentiously, this can always be incentivised via kickbacks, offers and
discounts. However, just knowing that a friend has that product can already be enough and would
assist in making the platform less commercialised with users blocking friends because they push too
many offers in their friends' faces.
There are also a multitude of ways to interact with your potential customers beyond simply via status
updates and tweets. These include promoted posts and ads on Facebook, promoted tweets, initiating
groups on LinkedIn, utilising videos and infographics to develop channel specific apps. Most incur
additional costs, so the incremental value of social performance may be skewed. The biggest tip here
is to still approach all of these activities in the same way and to never underestimate the word of
mouth potential.

There are currently no technologies available that track the value of social media activities with 100%
accuracy. For example, what is the value of a Facebook like? What is the value of a photo posted on
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Pinterest? What is the value of in-game advertising in Farmville? With the ongoing development and
innovation of tracking technology, we will finally be able to use social media as a
commerce/performance platform. It will prove its value and budget resource. Head count allocations
will be justified based on the amount of incremental sales it generates.

Does this mean we have to wait till this technology comes available? No! Lessons were learned with
direct marketing. We now know that every consumer goes through the same stages before it
purchases a product or service:

1. Identifying a want, need or problem
2. Searching for a solution
3. Evaluation of available options
4. Purchase
5. Evaluation of the purchase

Social media platforms already help consumers with steps 1/, 2/, 3/ and 5/. The actual purchase of a
product or service may still mainly happen on an advertiser’s website or even in store, but social
media still acts as a traffic driver and review source.

A significant hurdle in the evolution of social commerce solutions is also the integration of a payment
gateway inside the social media networks. Currently most of the players are re-directing potential
buyers to their website to complete the purchase. The technology is not good enough yet to enable
true measurement of the channel and therefore alloe brands to understand what impact they can
make. With technology in place that can fully track a purchase and/or measure it’s conversion
attribution the commerce driven by social media platforms will be bigger. It will eventually become
more important as consumers spend more time on social media.

Does this mean that technology is not there at all? No it doesn’t. There are lots of players having a go
at trying to crack this one. Most recently, AffiliateTraction and Webgains launched an integrated tool
that, “finally enables publishers to drive sales directly from social media, and in turn allows advertiser
clients to track sales via the channel without a tracking link,” by “introducing a unique system of clickless tracking which will open up the full sales potential”.
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You shouldn’t forget that using social media to engage with consumers in their purchase flow doesn’t
only result in a purchase. It can also deliver consumer data (n/a/s/l); consumer insights (preferences,
likes/wants/haves); feedback on the marketing message (what message works when for men on
facebook?/what message works when for women on Twitter?); plus what triggers consumer
engagement (how many people talk/broadcast my message/product?). Social data and knowledge
has considerable incremental value. It can be collected just like the data gained from old school
direct marketing to feed back into a brand’s marketing and sales strategy.

There is one threat to the market that should be mentioned. Social is all about people power. It is all
about people’s interaction, people’s opinions and people’s activities. It’s not influenced by companies
or marketers.

Brands have to understand that their control is limited in this environment. There are many examples
of where marketers have tried to manipulate or steer a conversation on social media in a specific
direction. McDonalds is one of the most memorable. The fast food giant asked people to share stories
on Twitter about their fondest memories at McDonalds' restaurants using #McDStories. Consumers
had a very different idea and instead tweeted about their worst experiences with McDonald's food
and service. Overall, more than half of the tweets with the hashtag were negative, making it more of a
"bash-tag."

Marketers should never forget that consumers have a voice and social media is where they can
express it. Every company should focus on creating and maintaining a positive social media presence.
However, communication with consumers should always be honest, fair and fast. Missing out on the
opportunity to have a direct line of communication could result in negative social media publicity and
that then negates any strategy or effort.

1. Be clear about your overall objective for engaging with your consumers and refer to it
constantly. As soon as you deviate, you are diluting your efforts
2. Content, Content, Content – remember you want quality interaction. If you don’t have the
offers or content your fans want, they will move to someone who has
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3. Remember Social is all about personality so ensure you have you create a personality for your
brand which the audience will like and want to follow
4. Social Media is a two-way street. You must engage and not just listen. But equally don’t post
for the sake of posting
5. Make yourselves valuable to your audience. If they appreciate your efforts, they’ll tell their
friends
6. Stay ahead of the game. Know what’s happening in your market and always be in a position
to respond quickly, telling and offering something new
7. Never flatter or be condescending. You are at the coalface of dealing with your potential
consumers so don’t irritate them
8. Don’t be scared to use humour, but also know when it’s not appropriate
9. Realise the value of the data you are now in a position to collect and use it
10. Appreciate the value of ‘word of mouth’, and equally don’t under-estimate it!

© Copyright PerformanceIN 2014 – 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.

Agile Commerce

Presented by vouchercloud

64

In this piece we explore what it really means to businesses and their potential customers when agile
commerce is fully adopted and the impact this could have in future years.

2013 has been an exciting yet challenging year for most. There has been a huge focus on proving the
incremental value of voucher and cash back sites and brands have put pressure on publishers to
deliver innovative responses to key marketing campaigns. We are in the midst of a progressive and
incredibly exciting industry, which has been scrutinised from the outset.

Most marketing directors and budget holders have understandably been hesitant to invest heavily in
this sector, however, as ROI becomes increasingly convincing and the bottom line improves, it is
finally starting to get the recognition it deserves. Consequently there has been significant focus in
agile commerce strategy, and as a result, new technologies such as basket abandonment software,
geo-fencing technologies and dual-screen targeting are being practiced.
Merchants now have the ability to service increased demand (or over supply) externally rather than
investing in-house. This makes a merchant considerably more agile than having costly underused
internal resource. It also crucially provides a great way to tap into specialised knowledge quickly or to
market to new audiences.

There has been clear progress with more business’s developing mobile friendly websites (According to
figures published by IMRG and Capgemini, 1 in 5 Online Retail Sales were through Mobile in Q1 2013),
including a big shift towards responsive web solutions. Many discount publishers have chosen to
invest in developing both responsive websites as well as native smartphone apps to make sure users
have the best possible experience wherever they are. This provides customers with an optimised
experience across two major touch points. Likewise, more businesses see the importance of eCRM
campaigns rendering on mobile devices as users increasingly check emails on the move.
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We all know customers are becoming increasingly connected between marketing channels, and the
gap from offline sales messages such as TV ads and billboards to personalised content such as offers
near you and geo-targeted push notifications is growing ever smaller. Having seen a dramatic rise in
the number of mobile and tablet sales in the last year, publishers and brands alike have swiftly
addressed the potential to target key users with relevant and timely messages which both inform and
incentivise thus gaining enormous power.

Coupon app, Vouchercloud, was one of the first to launch a mobile platform back in 2012 with the
ability to target users via push notifications. Through building consumer profiles and utilising data
available the publisher is now able to communicate with customers, based on previous behaviour
and their logged ‘favourite’ brands.

We have recently also seen large investments into technologies such as iBeacon. This new system
allows high street brands the ability to pinpoint the location of customers within their own stores and
communicate relevant, time-specific messages. There is now huge potential to interrupt a consumer’s
usual buying habits and encourage impulse purchases in-store.

Publishers who have actively pushed brands across multiple touch points should be viewed as more
valuable. With attribution models shifting and cookie periods shortening, publishers are under more
pressure to prove their worth throughout a user’s journey by adopting a more holistic approach.
Alongside this, organic and paid search have played a vital role in gaining market share for voucher
sites and is often integrated as part of a wider exposure package available to brands. Whilst paid
search can be a quick win to increase sales it needs to be approached in a way that allows for a
competitive landscape for other publishers.

Social influence within business’s sales strategies has also become more and more prominent with
companies recognising the importance of integrating social media sites and harnessing the influence
social has on a user’s daily routine and purchasing behaviour. Embracing this and reacting to social
trends can allow publishers and brands to deliver exciting ‘on trend’ propositions for users.

With so many platforms available there is no longer the need to view a brands various marketing
channels as separate marketing opportunities. Often these channels are competing against each
other for the same customer and therefore acting more as a distraction than a positive buying

Presented by

© Copyright PerformanceIN 2014 – 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.

66
influence. The ‘online or offline’ question is far less appropriate for advertisers today as users expect
brand rich experiences across all media channels. Brands are and should be embracing this. More
retailers are opening up Wi-Fi instore and encourage ordering online at instore checkout terminals to
ensure sales are made regardless of location or platform.

The pressure to adapt to changes has not only been felt by publishers and brands, but also by
networks. The need to offer in-depth reporting capabilities grew throughout 2013, as publishers
needed more data to help inform strategy. We have seen the release of new reports such as revenue
broken down by device and real-time data feeds. This will become increasingly important as we move
towards cross-device tracking and complex attribution models.

With the increase in companies adopting an agile commerce approach there is also a need to
quantify the cost and benefit to the business. How this is done and the impact this has is not an easy
task. Using conversion rates as a method to assess the impact of agile commerce is not sufficient in all
cases and needs greater attention. It is, however, undeniable that if publishers and advertisers fully
empower, influence, inform and reward consumers through all touch-points increased profit will be
achievable.

Fast forward five years and it is difficult to predict where exactly the industry will be. NFC technologies
have been a hot topic for some time, yet are still not fully implemented or adopted in today’s market.
An agile approach is likely to help deliver these advances and allow for a flexible consumer-focused
experience.

Affiliate, performance, and agency channels ultimately lend themselves to true agile commerce. They
give merchants the ability to cost effectively tap into methods of creating demand when they need it,
while being able to externalise the risk by operating under a performance agreement. Agile
commerce, in simple terms, has been born out of the need to integrate a brand’s various marketing
channels into a customers purchasing experience and therefore is at the heart of performance
marketing.
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The Body Shop needed to drive incremental sales across multiple platforms including search, mobile
and online. The challenge was delivering a sustainable and cost-effective campaign, which kept users,
engaged throughout multiple touch points without draining internal resource.

Vouchercloud devised a long-term plan utilising their in-house expertise in affiliate online and mobile
marketing, search and digital. Working closely with Tradedoubler and The Body Shop, vouchercloud
grew the programme and revenue year on year.

National instore and online offers were promoted on vouchercloud’s app and website, targeting
relevant users in specific locations. The Body Shop’s most engaged user base was identified through
analysing previous consumer behaviour and the introduction of a ‘favourite’ feature on the app. Users
were therefore able to select The Body Shop as their preferred brand to automatically be notified of
key offers. Mix channels including email, search, social were used allowing the reinforcement of brand
messaging, helping move consumers along the sales funnel.

The results from the campaign outperformed expectations.

The introduction of geolocated multichannel offers promoted by vouchercloud not only drove a
substantial amount of users instore it also gave a boost to online sales due to increased exposure on
all platforms. Over 1 year vouchercloud increased the online revenue delivered by 3067%. Instore
revenues also grew to account for 64% of the total revenues delivered in 2013.

vouchercloud were able to increase the number of new customers delivered online and instore when
multichannel offers were introduced. Through tapping into a wider audience a further 32% of new
customers was achieved in Q1 2013.

As part of the agreed campaign vouchercloud’s market leading PPC proposition was used to drive
incremental sales. Through outsourcing brand and voucher search campaigns, The Body Shop was
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able to gain a larger impression share and enhance overall performance. Vouchercloud focused on
investing margin made from brand and voucher campaigns back into paid social placements, such as
sponsored tweets and social ads. A comprehensive non-brand element was also devised to target
specific users to drive additional exposure for The Body Shop offers. This achieved a YOY growth of
802% in traffic and 671% in revenue.

Taking an agile commerce approach, The Body Shop was able to exceed targets whilst minimising
their risk by working with vouchercloud on a performance basis.

"Vouchercloud have shown a willingness to be flexible to fit in with our promotional planning, and
bring new exposure opportunities to the table has been key to this successful partnership. This has
helped us drive our web to store programme and hit the targets we set them in 2013." - Liam Downes e-commerce Marketing Manager at The Body Shop
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Performance marketing (also known as affiliate marketing) is a medium whereby an online store (also
known as the “merchant” or “advertiser”) receives leads or sales from third-party websites (also
known as “affiliates” of “publishers”). The attraction of performance marketing is that the advertisers
only pay for actual sales or pre-defined actions that are agreed from the launch of the programme.
Pre-defined actions could be any or a combination of the following:


Cost per click (CPC)



Cost per lead or per registration (CPL)



Cost per acquisition (CPA)



Cost per sale

Publishers use a range of tactics to promote advertisers, for example email marketing, display
advertising using banners or comparison sites, or even social media. Publisher types vary and depend
on the promotional methods described above. Some typical publisher types include content sites
(that promote advertisers by including text links within the article and copy), voucher code sites,
cashback sites, email database owners and distributers, corporate/employee rewards companies,
shopping comparison engines and directories.

The benefits of performance marketing are quite straight forward, as the advertiser only pays for
results. From the publisher perspective, if their expertise lies within driving quality traffic that converts
from clicks to sales, then they have the potential to scale their revenues too. Remember, the publisher
spends their own time, resource, and budget driving traffic to an advertiser’s website and they only
get rewarded if they deliver the required action (sale, customer, lead, registration etc.).

Presented by

© Copyright PerformanceIN 2014 – 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.

71
Advertisers have:

1. Full control of their budget, only paying for genuine, validated sales. Advertisers do not pay
for sales that are returned or cancelled within the agreed validation period.
2. Full transparency – they can see which publishers are promoting them and in many cases
where they are being placed on the publisher site (in the case of email publishers the
advertiser will also see the creative)
3. Full accountability - advertising spend can be controlled and the return on investment (ROI)
can be measured. This means that advertisers are able to calculate the sales achieved for
every pound spent.

Performance marketing networks track and report all activity to their clients and this is usually
available within their user interface. The type of activity recorded includes impressions, clicks, sales,
conversions, order value, basket content and details of the referring publisher websites.

They charge fees for setting up programmes, a monthly licencing fee and a commission (also known
as a network override), which is usually an agreed percentage of the commission paid to the
publisher. The diagram below explains the process from start to finish:
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The performance marketing network provides a platform for an advertiser to run its affiliate
programme. It provides the technical infrastructure that allows the advertiser to work with publishers
knowing that there is a tracking, reporting and payment mechanism in place. Networks also benefit
advertisers and publishers by offering the trust and reassurance of account management staff to
assist according to specified service level; they are able to offer the independent advice to all parties;
they facilitate payment and provide compliance tools that ensure publisher quality.

A performance marketing agency is an extension of the advertiser's existing marketing team and fulfils
the role of an outsourced performance marketing manager. The agency ensures the programme has a
strategy that is understood by client and publishers and a sustainable commercial base. On a day-today level the agency takes care of the practical administration of promotions, voucher codes, creative
(banners) and newsletters and reporting back to the client.


Identifying and recruiting new publishers that fit the advertiser’s target customer base



Engaging with publishers using a strategic communications approach



Leveraging advertiser awareness of opportunities available within different network(s). For
example if there are new publishers/affiliates or technology solutions which could deliver
incremental sales, the performance marketing agency should bring these to the attention of
the advertiser.



Reporting and ensuring a communications feedback loop between the advertiser, network
and publisher in an effective manner.

Performance marketing has become increasingly complex in its requirements of both advertisers and
publishers. A number of different providers and disciplines have emerged to provide solutions for
both parties.
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Technology that requires integration on an advertiser’s site.

Product feeds (Golden Feeds/Fusepump) - A product feed is a file of an advertiser’s products in a
defined format. It can easily be distributed by performance marketing networks to all publishers and
be adapted to display products on their site. Most advertisers find the upkeep of feeds too technical
or time consuming because they frequently need to be checked to ensure pricing and stock levels are
protected.

Basket abandonment (SaleCycle/VE Interactive) - Address cart abandonment issues by re-engaging
with a prospect that may have left the advertiser’s site part way through the purchase cycle
unintentionally. If the customer email has been captured before the checkout, any customer who has
not purchased after adding products to the basket will be emailed on behalf of the advertiser with an
inducement to complete their purchase.

Retargeting (Ad Genie / Struq / Criteo / Mythings / GDM) – builds on the interaction a user has with an
advertiser’s website. These companies target advertising at people who have already visited an
advertiser’s website. The sophistication of retargeting solutions can vary depending upon the level
and length of the initial interaction with the advertiser site. The frequency of exposure to advertising is
capped to avoid wastage and annoyance. Retargeting and pre-targeting companies operate on a
cost-per-sale or a cost-per-click basis.

Requires integration on a publisher’s site.

Displaying product links (Easy Content Units / Fusepump) - provide publishers with the ability to
integrate a selection of products from an advertiser. They rely on the advertiser supplying a product
feed that is processed and made available for publishers. The publisher then designs content units
that fit with the overall look and feel of his/her site.

Integrating relevant text links (Skimlinks / Viglink / Kehalim) – provide publishers with the ability to
monetise their content and blogs by linking phrases, words and brand names into affiliate links. Often
aimed at bloggers that are not affiliates, these companies share the commission on any customer
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transactions generated as a result of the user clicking through to the site from the related link within
that article or content.

Video Creative (Coull TV) – provides publishers with the ability to generate revenue by integrating
clickable links within video content.

Cashback/Loyalty Sites – Consumers receive money back on purchases made. Cashback can be in the
form of money or in the form of points or another virtual ‘currency’. Quidco.com and Nectar are two
examples of this type of publisher.

Comparison Sites – Enable consumers to compare product and prices online. The price comparison
site publisher receives commission when a customer clicks through to the advertiser’s site and makes
a purchase.

Content Sites – Cover many different types of site, including blogs, where the content is written by a
company or individual. However, any site which carries information could be classed as a content site.

Email Providers – These publishers specialise in advertising to consumers via email. Email affiliates
generally own, or have access to lists containing thousands of email addresses. Merchants provide
email creative promoting specific products and the publisher emails the promotion to their list(s).

Voucher Code/Discount Sites – Grew in popularity during the recession and have continued to
capitalise on consumers who increasingly now search out vouchers and discounts before making
certain types of purchase. Merchants have become a little more savvy when using voucher code
affiliates to drive sales (and in this instance it is almost always a sale) as they begin to push high
margin items or end of range clearance items as a priority.

Presented by

© Copyright PerformanceIN 2014 – 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.

75

The ways to remunerate publishers are extremely varied and depend on the goal of the campaign.
Some offer more risk to the advertiser, whereas others place the onus on the affiliate. Ultimately, it’s
about ensuring the publisher has enough incentive to work with them whilst ensuring the advertiser’s
objective is met.

To do this, an advertiser must understand what they are trying to achieve with the affiliate
programme as a whole and also how their competitors are utilising the channel – the last thing an
advertiser should do is enter the channel without a clear goal. If they do this, how would they know if
the activity has been successful?

The commission rates should be competitive or, if they are below the market average, there must be
another reason why a publisher would want to promote the advertiser (such as a launch incentive or
extremely low rates which will equal a higher conversion rate and more commission overall).

You must have clear objectives from the outset. These must be agreed and understood by all
stakeholders.

The objective could be to:


Increase your average order value



Generate more traffic to your website via mobile



Build your own email database to communicate with them regularly



Get more people downloading and using your mobile app



Increase the number of sales leads



Increase the interaction between your brand and the consumer through social media



Increase brand awareness and improve brand perception

As you start to define your objectives, it should become a bit clearer which pricing models would be
best suited. You may find that in fact two or more pricing models would work well – explanations of
each are below, with the advantages and disadvantages of each.
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One of the best things about online advertising is the fact it is so measurable so make sure you have
systems in place to monitor activity to help you achieve your overall objective.

Cost per ‘000 is one of the oldest forms of pricing, harking back to the offline world of marketing. With
online marketing and website publishers, this is normally used for either newsletter sends or perhaps
banner impressions.

Essentially, the advertiser is paying upfront for media, without any link to performance. Normally, the
advertiser will have some say in the targeting of the advert to help increase the conversion, although
this can carry a higher cost. These targeting options can include demographics, geo-location, or
devices. Also, the costs can vary dramatically depending on the quality of the data or site. CPM is
usually used for branding exercises as it can reach a large amount of target people.

Advantages:


Ease of implementing and measuring.



Can be highly targeted, providing your message to your exact target audience.



Cost can be driven down by economies of scale, so the more you purchase, the cheaper it can
be.

Disadvantages:


There is no guarantee of success or link to performance.



If incorrectly managed, then CPM carries a great risk of being ineffective.

Cost per click (also known as pay per click – PPC) is probably the most well-known form of
performance marketing. This is where advertisers pay publishers for sending visitors to their site.
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Demographics can still be set with this kind of targeting, but this is normally linked to the type of
website the advert is displayed on. This model is best suited to traffic-driving objectives, but some
larger affiliates may only work with advertisers on this pricing type.

Advantages:


Can be very targeted traffic.



More linked to performance than CPM, very useful to increase traffic to a website.

Disadvantages:


Budget can be difficult to manage.



More traffic does not always equal more sales (if this is the objective).



An upfront cost before a sale is made.

Cost per lead is a lot more aligned to the traditional affiliate marketing channel. Normally this is best
suited to advertisers where the sales process is less of an impulsive purchase and instead a
considered decision, such as automotive or finance. Pricing can vary on the qualification criteria, with
costs increasingly depending on the information to be collected.

Advantages:


Helps bring in sales leads on a performance basis into the sales funnel.



When the buying process is complicated and requires a lot of information to be digested, then
cost per lead can be an extremely effective way to start the sales process.



Can generate extremely targeted leads and large volumes.



To be used when a user is more likely to request help rather than purchase immediately.
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Disadvantages:


Validation of leads can be time consuming.



No guarantee of lead quality.



If managed incorrectly, then fraudulent activity can be prevalent.

Cost per download is a fairly new performance metric, mostly due to smartphones. This model is
focused on paying publishers for a customer downloading a mobile application. The criteria for the
objective could be linked to either the initial download or perhaps installing and activating the app.
Therefore, it can also be called cost per install.

Advantages:


Great way to start engagement with customers.



Once the application has been installed, it is possible to send targeted messages through the
mobile ecosystem.



Able to choose either just a cost per download or include an activation too.



Can choose success metric within CPD advertising.

Disadvantages:


Just because someone has installed the application, it doesn’t mean they are actually going
to use it.



If not managed correctly, CPD is easily open to fraudulent activity.



Tracking can be difficult through traditional online methods due to applications taking the
user away from the Internet and onto a handset.

When a consumer is purchasing a high value product, or is used to talking with a consultant before
purchasing, a cost-per-call pricing model might be the most effective. This is where advertisers will
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pay publishers for a consumer calling them. Cost per call is predominantly used in travel, as well as
telecoms and finance.

Advantages:


Easier to measure ROI and performance.



Allows advertiser to connect with consumers who do not want to purchase online.



Sales consultants are able to help potential customers, with the possibility of up-selling other
products or services.



Less open to fraud than other performance metrics.

Disadvantages:


Still paying upfront for leads without any guarantee of success.



Validating and following up on leads in a timely manner would require allocation of
resources.

Unlike other forms of performance marketing, cost per acquisition pricing models ensures advertisers
only pay commission when a sale happens. The cost is governed by an advertiser’s perceived value of
a customer and sale combined with the publisher’s perceived value of their traffic. The pricing model
is best used to achieve sales objectives.

Advantages:


Easy to measure performance and return of investment.



Normally easier to sell in to stakeholders due to very low risk.



Can be a cheap way to generate sales, with a clear understanding of structure (increase
number of sales, directly increase cost in the same proposition).



Fraudulent activity should be easier to spot.
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Disadvantages:


The control and decision to run the adverts is heavily weighted in favour of the publisher – if
they get a better offer or it doesn’t generate them enough money, then the advertiser could
be dropped very quickly.



Advertiser could have difficulty knowing where the traffic has been generated from.



Traditionally, this method of advertising workings on “last click”, and doesn’t provide revenue
to publishers who generated traffic in the sales path but were not the convertors.

Tenancy models are currently coming into play a lot more. This is where an advertiser pays a
publisher to place their advert on their site without any performance metrics in place. In a way, it is
similar to the CPM model, but using time as the factor (i.e. running for one month) instead of per ‘000
impressions. It is good for sponsorship/branding to ensure exposure on websites or email newsletters
with a high volume of users. Tenancies are also starting to be used with content websites near the
beginning of the sales path (meaning they are unlikely to be the converting publisher for the sale in a
CPA relationship, but will be assisting with the conversion).

Advantages:


Good for branding campaigns as you are guaranteed your advertising spot.



Can be used to target key website demographics.



Exposure is guaranteed.

Disadvantages:


Very little comeback for the advertiser if the sales objectives are not reached as conversion is
not guaranteed.



Depending on the website or email newsletter, it can work out more expensive than CPM
whilst still carrying the same risks.
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This model is more prevalent in the gambling world. Advertisers pay a proportion of their revenue to
the publisher, normally for the life of the customer. This can provide huge rewards to the publisher if
the player spends a lot of money with the casino. Conversely, there are normally conditions in place
that state if the player wins a lot of money, then the advertiser can “claw back” the loss from the
commission to the publisher.

Advantages:


Extremely low risk to the advertiser – they are guaranteed to pay a set amount for the life of
the customer.



Publishers could earn considerably more from this model compared to others.



Performance objectives can be monitored very simply.

Disadvantages:


Can be difficult to implement.



High risk to the publisher as they have little control on how the user performs on the
advertisers website.



Advertisers could eventually pay out a lot more from this model compared to others.

Hybrid models carry the best of both worlds, providing advertisers a “performance” pricing model and
ensuring the publishers receive a guaranteed commission. The pricing model combines more than
one metric, normally CPM or Tenancy with CPA. This means less risk for both the publisher and
advertiser as they are both able to negotiate rates to their own advantage.
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Advantages:


Allows both advertiser and publisher to carry some of the risk.



Can combine both branding and performance based objectives easily.



Can help increase exposure on lower converting publishers which generate a lot of traffic.

Disadvantages:


Can take time to negotiate and test the best model for both parties.



Could work out quite complex to monitor and assess performance.



Some publishers would prefer to work on just one model.
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Without the ability to reliably track results, performance marketing simply does not exist. Whether a
programme is run in house or through an affiliate network, it is only through ensuring transactions
can be tracked and attributed to the referring publisher that an advertiser can engage in the
performance channel.

In order to implement tracking on an advertiser’s site, the network will provide them with their own
code to be added to the final page in the transaction process (for retail programmes typically the
‘order confirmation’ or ‘thank you’ page). When a user completes a transaction, this code will pass the
details back to the network.

Each publisher promoting the programme will also have their own unique tracking link. When a user
clicks on the publisher link the network will record this, identifying the publisher in question. When a
transaction is then completed on the advertiser’s site and the tracking code is fired, the network will
refer back to their record of the click and allocate commission to the appropriate publisher.

In almost all markets, commission is allocated on a ‘last click wins’ basis meaning that if multiple
publishers have referred the same visitor, it is the last publisher in the user’s journey to whom
commission will be allocated. Other attribution models whereby commission is either split between
several publishers, or alternatively bonus payments are made to publishers who have contributed to
the purchase journey are currently being trialled on some programmes.

The longest established and for the most part, the default tracking method on the majority of retail
programmes is cookie tracking. Cookies are small text files dropped when the user clicks on (or in
some cases views) the publisher link. They are then stored in the user’s browser. The cookie holds
information about the referring publisher as well as information about the click itself (e.g. time and
destination), ready for it to be read by the network when the transaction takes place.

Heightened privacy concerns amongst consumers however, have resulted in a significant rise in the
number of cookies being deleted. With newer browsers allowing users ever greater visibility and
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control over cookies (in some cases setting as default ‘private browsing’ or ‘do not track’ where
cookies are not stored at all), some reports state that almost 40% of users delete their cookies
routinely.

There are, however, numerous other tracking solutions not dependent on cookies, of which most UK
networks will use a selection. While some programmes may use one method alone, more typically, a
selection of tracking solutions will be implemented with a redundancy structure or ‘hierarchy’ in
place. Assuming that cookies are first in this hierarchy, it means the network’s system will look for a
cookie and if none is found an alternative tracking method will be triggered.

The reliability of tracking is paramount to many publishers in deciding whether to promote any given
advertiser and advertisers should therefore take this into careful consideration when it comes to
choosing a network. Advertisers should ensure they speak to prospective network partners about the
tracking solutions on offer and consider how well they meet the needs of the programme.

Since version 6 of Adobe Flash Player, Local Shared Objects have been available to Flash movies.
These work much like conventional cookies, enabling Flash movies to store data on the user’s
computer and read it back at a later date, and in this sense, they are the closest replacement to
traditional cookies in their functionality. When the visitor clicks on a publisher link, the network will
load a Flash movie which sets the necessary tracking information. When a transaction is completed,
another Flash movie will be loaded by the network to read the tracking information. Since most users
will find it more difficult to delete Flash objects, these are not subject to the same challenges as
traditional cookies.

One of the most basic forms of cookieless tracking is to use IP addresses. The IP address is recorded
when the user clicks on a publisher link and then again when a sale or lead takes place. If they are
found to match, then that IP address is used for tracking.
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One downside is that if ISPs use proxy or cache servers, many users may share the same IP address.
Meanwhile, if dynamic IP allocation is in place, the user will have a different IP address each time they
connect to the Internet. This renders IP tracking somewhat unreliable and certainly not suitable for
long term use. Its reliability is greater the shorter the time between click and transaction, but it is still
necessary to remove and ignore common proxy and cache servers.

The growth in voucher usage and the consequent demand for ‘exclusive’ codes to be promoted by
one publisher only, has opened up the opportunity to use vouchers for tracking. In order to do this, an
advertiser will set up a voucher code for the network to allocate to a particular publisher. When a sale
takes place and the transaction information is passed back to the network, it will include details of the
voucher used. The network then uses the information to attribute the sale to the publisher to whom
the code was allocated. This has a number of possibilities; since voucher sales can incur a specific
commission, advertisers can be more strategic in their voucher usage. Additionally, it allows
publishers to promote codes offline for online redemption.

It may be that an advertiser wishes to reward publishers for all future purchases a consumer makes
irrespective of how long since the referral took place. While cookies can be set with an infinite lifetime,
in all reality almost all cookies will be cleared sooner or later, and of course, these days consumers
replace their devices (certainly mobile ones) fairly frequently.

For advertisers who prompt visitors to sign-up to a newsletter or create an account prior to purchase,
database tracking is an ideal solution. When the customer makes their first purchase, a customer ID is
passed back to the network that assigns it to the referring publisher. With this customer ID also
reported back on all subsequent purchases, the network can then match this to the publisher and
allocate commission accordingly.

Fingerprint tracking works by measuring a user’s device across a range of attributes to create a unique
device ‘fingerprint’. There are over 100 points of analysis including browser, OS, plugins used,
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accepted browser language settings, time zone and timestamp on device. These variables are
measured when the user clicks through and the device is assigned a unique ID.

At the point of purchase, the user’s device is measured and the attributes are cross checked against
all the stored devices. If it matches the ‘fingerprint’ of a device seen before, the sale will be matched to
the click and attributed to the appropriate publisher. Fingerprint tracking also has the advantage of
working across all devices that connect to the internet including mobile, tablet and TVs and can also
be ‘future proofed’ in as much as the attributes measured can be adjusted as technology changes.

Server to server tracking is used rarely these days since it is typically implemented where some kind of
offline action (such as an SMS or phone call) is required before the transaction is deemed to be
complete. When a link is clicked, a unique ID is generated and sent as a parameter to the relevant
landing page. The advertiser then associates this ID with a particular user (either using a cookie or the
user’s registration details). Once the necessary event occurs and the transaction is ‘complete’, the
advertiser’s server accesses a URL via a server-side script and sends back certain information to
trigger the recording of the transaction.
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One of the publisher types most familiar to those both in and outside of the performance marketing
industry is the voucher code site. Voucher code sites are currently seeing phenomenal growth.
According to a new report from Vouchercodes.co.uk, they are being used by consumers on higher
incomes as a wider demographic of shoppers become increasingly ‘savvy’.

Top voucher code sites enjoy up to 5 million monthly unique visitors supplemented by email
databases of up to 4 million opt-in members.

Advantages:


Extensive reach and high performance achievable



Increased brand awareness



Increased average order value



Network tools such as Webgains’ Voucher Management Tool allow advertisers to provide and
manage exclusive codes

Disadvantages:


Sometimes perceived as devaluing brand and as cannibalising sales



Often charge a tenancy fee for premium placement

Often simultaneously utilising vouchers, cashback sites work by passing on some or all of their
affiliate commission to their members. On the other hand charity fundraising affiliates, allow users to
donate cashback to the charity of their choice.

Some of the top cashback affiliates currently have around 2 million members with email databases of
up to 750,000 members.
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Advantages:


Extensive reach and high performance achievable



Offline display and TV campaigns are increasing visibility and reach



Increased brand awareness



Increased average order value

Disadvantages:


Cashback sometimes perceived as devaluing brand and as cannibalising sales



Often charge a tenancy fee for premium placement

Loyalty affiliates work by promoting to a select group of registered members. They often convert
commission into points for their members, allowing them to build up either ‘points’ or a ‘balance’ as
they shop, which can then either be redeemed on further purchases or converted into cashback. The
UK’s largest loyalty scheme has over 19 million members.

Advantages:


Extensive loyal consumer base



Increased exposure and brand awareness



Willing to work with most advertisers

Disadvantages:


Sometimes perceived as cannibalising sales

Another type of loyalty affiliate is the employee benefit scheme which allows multiple employers to
offer their staff deals and discounts. While the user base of an employee benefit scheme is usually a
closed group, they can be very large, with employers such as Sainsbury’s, Boots and the NHS all
offering their employees membership to such schemes.
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Advantages:


Closed group creates sense of exclusivity



Affluent user demographic leads to high AOV



Users are highly targeted and engaged fuelling high conversion rate



Strong offers can perform as well as codes

Disadvantages:


Most publishers require exclusive deals/offers

With the worldwide value of mobile transactions expected to reach £74 billion by 2015, there are a
number of publishers expanding into this channel with the development of mobile apps or app
plugins. Mobile strategies include:


Affiliates building apps populated with the product feed for advertisers who lack the
resources to do so themselves.



Apps which can ‘save’ offline ads for later reference.



App plugins which deliver in-app advertising of the user’s choice and a variety of discount
apps from both mobile specialists and by other voucher and cashback sites, offering users
deals to be redeemed either online or in store.

Advantages:


Opportunity to optimise expanding mobile market



Target users based on location



Drive footfall into stores



Opens up multi-channel strategies

Disadvantages:


Advertisers with existing mobile sites must integrate affiliate tracking



Affiliates creating a mobile site/app for a retailer will charge additional fees
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Considered by many retailers to be the ideal publishers, content sites are rich in original material.
Content sites range from simple blogs through to interactive fashion sites which allow users to create
their own fantasy outfits and add the relevant products to ‘wishlists’. Such sites are usually integrated
with social media, often encouraging user engagement through sharing functionality.

While their user bases can sometimes be smaller, they have a tendency to demonstrate high levels of
engagement. Up to 75% of users for some content sites visiting once a week or more frequently.

Advantages:


Added value through advice, reviews, customer feedback & professional editorial



Authoritative and engaging content making consumers more likely to buy

Disadvantages:


Little control over content and brand representation



Often deliver lower traffic volumes



Can be difficult to recruit

Additionally, there are a number of third-party affiliates who work in conjunction with bloggers to
monetise their links. Some such affiliates monetise the content of over 10,000 publisher sites. This
helps owners of true content sites who lack the expertise and time for affiliate activity to optimise the
rich content of their sites. Such third parties are normally paid on the basis of a revenue split.

Price comparison sites are ideal for electrical or technology retailers or those in the home and garden
vertical. Often forming a key part of consumers’ pre-purchase research, they can perform very well
providing an advertiser’s prices are competitive. Price comparison engines not only allow users to find
the cheapest retailer but also allow them to compare delivery options, returns periods and warranty
information.

Top price comparison engines list over 29 million retailer offers to 1.4 million unique monthly visitors.
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Advantages:


Trusted by consumers and perceived as authoritative



Lowest price usually listed first offering smaller advertisers with low prices exposure they may
usually struggle to get

Disadvantages:


Advertisers less competitive in price are less likely to be found



Imperative for advertisers to provide a good quality product feed including all relevant
information such as delivery cost



Sometimes work purely on a CPC model

With the growth in social media there are a number of affiliates using this channel to promote. Many
publishers promote via Facebook and Twitter while numerous affiliates encourage their users to
disseminate promotions either through the interactive nature of their sites or through offering
incentives for sharing. Meanwhile some affiliates can even build a product catalogue on an
advertiser’s Facebook page utilising the product feed.

Advantages:


Leverage users’ connections to increase reach of campaign



Increased brand awareness



Increased user engagement; consumers are active participants in the promotional strategy

Disadvantages:


Advertising often unwanted within users’ social media experience



Little control over how brand is represented

As specialists in their field, search affiliates can add significant value to an advertiser’s PPC strategy.
They can either supplement or replace an advertiser’s in-house activity, identifying the gaps in current
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strategy. Building custom landing pages can ensure coverage is comprehensive and a retailer’s brand
is represented correctly.

Advantages:


More real estate for the advertiser’s brand



Allows advertiser to run their PPC activity on the low risk CPA model



For smaller retailers it can replace in-house PPC activity

Disadvantages:


Seen to conflict with existing PPC

Retargeting works by identifying consumers who leave an advertiser’s site without purchasing.
JavaScript is used to track customer activity before users are retargeted with custom creative, usually
based on the products they have viewed to encourage them to return to complete their purchase.

Retargeting is seeing a huge rise in popularity and can achieve a significant uplift in return and
conversion rates. Depending on the sector in question, it’s possible to see a 300-700% uplift in return
rates.

Advantages:


Re-engage with customers



Significant uplift in return and conversion rates



CPA and CPA models both available with different retargeters

Disadvantages:


Can be seen as intrusive



Risk of retargeting and paying for consumers who would have returned and completed
purchase anyway



Most retargeters will only work with advertisers who meet a minimum number of UVs so as to
be cost effective
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Much like retargeting, remarketing also targets users who have left an advertisers’ site without
purchasing. In the case of remarketing, this is done via email and is specific to customers who have
begun and then abandoned the checkout process.

Campaigns can be tailored according to basket value, basket contents and geographical location.
Remarketing emails can see a conversion rate of up to 22%.

Advantages:


Chance to recover lost sales



Re-engage with customers



Able to optimise performance of email campaigns

Disadvantages:


Can be seen as intrusive



Risk of remarketing and paying for consumers who would have returned and completed
purchase anyway

There are a number of affiliates who utilise advertiser feeds to create resources for other publishers.
Resources such as HTML content units, carousels, video units and Wordpress plugins can either be
pre-populated with product selections determined by the retailer or publishers can create units with
the products of their choice. The resources are often used by the long tail content affiliates as an easy
way of populating their sites.

Advantages:


Assists in working with long tail content affiliates



Allows advertiser to offer a wider selection of affiliate resources which they don’t have the
technical resources to create themselves
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Disadvantages:


Requires a good quality datafeed

Email affiliates use direct-to-consumer email to promote to large databases helping retailers expand
their audience reach. As experts in email marketing, such affiliates possess an in-depth understanding
of how best to optimise campaigns including the best time to send an email campaign and the
subject lines that secure the best open rate.

A well-designed email campaign can see a click to conversion rate of up to 25%.

Advantages:


Highly targeted with segmented databases



Email specialists able to alter send time, subject line and creative for optimum performance



Large reach with high performance achievable

Disadvantages:


Often work on a hybrid payment model



Not suitable for all sectors



Advertisers need to provide high quality html email creative
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Effective and strategic programme management is the cornerstone of success in affiliate marketing. It
provides the foundations for building a dynamic, high quality and creative programme that can
deliver real commercial value in line with an advertiser’s objectives, be they to drive incremental sales,
retain customers or drive traffic.

Solid account management will ensure that the affiliate programme is aligned with the wider
marketing goals of the organisation and objectives should be reviewed to make sure that as they
change, the programme adapts to ensure that it is continuing to deliver commercial value. Here we
look at the role that ongoing and strategic programme management has to play in helping advertisers
to evolve their affiliate campaigns.

Typically, advertisers will go through three key stages (of which there will be more later) in their
affiliate marketing 'lifecycle.' At each stage they will have different needs and requirements, but
regardless of whether or not they are just starting out or consider themselves to be industry pros,
there are some basics that all advertisers need to bear in mind.

The ability to track sales and reward affiliates is the basis for the affiliate model. Effective tracking and
reporting is therefore the most fundamental element of any programme. In order to ensure that they
have the right process in place for both their online and mobile sites, advertisers need to implement
tracking, test it and regularly review it. Simple things like a small change to your site can impact
tracking and reporting, so it is important that it is reviewed regularly.

With the right tracking and reporting in place advertisers can see which customers they are selling to
and via what channels. This insightful data can help advertisers to develop a more sophisticated and
targeted affiliate strategy.
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A lot of advertisers use third party companies to help them track sales. This isn't right for everyone,
but it's certainly worth considering as it can provide a broader view across multiple marketing
channels and help with deduplication.

Sticking to the same commission structure 365 days of the year may not be of benefit to an advertiser.
Making strategic increases around certain times of the year or events can help advertisers to better
target certain audiences. Having the flexibility to change the structure to reflect which affiliates you
are engaging with across different channels can help to bolster sales.

Keeping things fresh not only makes an advertisers brand more compelling to consumers, but also to
publishers. Don't push out the same content and offers across multiple channels. Think about the
audiences you are trying to reach via different publishers and what is likely to grab their attention. If a
publisher knows they have something unique and different, the chances are they are much more
likely to promote an advertiser.

Reaching out to affiliates to get feedback from them about what they feel they need in order to really
promote an advertiser's brand is a great way of engaging them and involving them in the process.

It is vital that any advertiser can validate sales (see point one about tracking) and is in a position to
pay publishers their commission - on time. To do this, advertisers need to implement a
straightforward validation process that they can apply across the affiliate channel. If an advertiser
cancels a sale, they should be transparent about the reasons why, so that the affiliate understands
the reasoning and can avoid the situation happening again in the future.

Ensure that you have a regular review process in place. This is essential for ensuring that the
programme is performing in line with the business goals and continues to deliver value.
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For the purposes of this guide, we've identified three key phases that advertisers go through with their
affiliate strategy: Start, Growth and Optimise. These have been simplified for this discussion and of
course vary based on an advertiser’s size and the industry that they work in. The point we are making
is that each stage is very different and is governed by differing strategic objectives. Recognising this is
key to not only managing the programme correctly in its current stage, but thinking about how it can
evolve to become ever more valuable.

When an advertiser kicks off their affiliate marketing programme, the core focus tends to be on
generating as much traffic and sales as possible by getting your brand known in the affiliate space
through the deployment of good offers.

This focus brings with it certain behaviours. Starters tend to be a lot more experimental and so are
open to the different opportunities that the affiliate channel presents, such as exploring tenancies. A
desire to attract customers and close as many sales as possible, means that an advertiser in this
phase is more likely to have a stronger focus on the short tail. They are often able to set up very fruitful
partnerships with these publishers as, typically, starters adopt a more flexible approach to the
commission levels they are paying, in order to see quick results.

In the second stage, Growth, advertisers are looking to balance the need for sales and growth, with
supporting the brand and its objectives. Sales are no longer enough, advertisers in this stage want to
talk strategy and return on investment. And this is when you start to notice their relationship with the
short tail change. Advertisers in this stage tend to be more strategic and start to think about the
audiences they want to reach and how each publisher can help them to do that. This makes growth a
very experimental phase, where advertisers look for new affiliates that can help them to broaden their
appeal, such as niche content sites and price comparison sites.
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During the growth phase programme management comes into its own, as it is vital to ensuring the
rapid development of the publisher base that the advertiser can tap into in order to scale up their
programme activity.

Optimisers tend to be brands like Debenhams that have well established affiliate programmes. They
know every aspect of the programme and are focused on how they can strategically use the affiliate
channel in order to grow their business.

For example, they might be seeking to increase their sales among a specific audience. By linking the
affiliate programme with the rest of the digital marketing strategy, Optimisers can better understand
the customer journey and the various touch points they have with consumers in store, on their mobile
and online. Using this knowledge, Optimisers are able to strategically align publishers to audiences
and match content and offers accordingly to help them with their core business objectives. Given
their focus on refinement, Optimisers are generally more open to having conversations about
different commission structures that reflect the contribution that the long and short tail make to
sales.

The role of programme management in this stage is to help advertisers constantly seek to evolve their
programme and keep pace with consumers as they adapt and change their behaviours.

Good account management plays a key contribution to helping advertisers develop their affiliate
strategy over time. Without it advertisers could well be missing out on different opportunities such as
the input offered by publishers to help grow a campaign to be more successful. Programme
management can feel time consuming, but as with so many things in life, you get out if what you put
in.
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According to research conducted by the Direct Marketing Association, email marketing generated an
ROI of $43.62 for every dollar spent on it in 2009. It outperformed all other direct marketing channels
that were examined.

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.

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.

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.
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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.

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.

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.

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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Email Remarketing - The sending of an email communication to a consumer after they abandon a
purchase online. Used to ‘remarket’ the customer and tempt them back to complete their purchase.

Averages taken from 200 leading global brands show that, on average, 78% of consumers abandon
their online shopping cart.

While the reasons for abandonment are endless, studies show that implementing an email
remarketing programme can increase your conversion rates by 13%.

Outlined below are seven key areas to consider when implementing your own email remarketing
campaign to ensure it’s the most effective email that your company sends!

It is the first consideration of every single email remarketing campaign: How long should we wait from
the moment of abandonment to the time we send our first email?

With over 91% of consumers using email daily (ExactTarget, 2012 Channel Preference Survey), and
mobile email usage overtaking that of desktop this past December (51%), consumers are online
checking emails virtually 24/7.

Statistics prove that it is vitally important to send a remarketing email when your customer is in the
buying mindset, with a 50% drop in sales performance if you delay 24 hours compared with sending
after 20 minutes.
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(Credit SaleCycle)

You made it into their inbox, and at just the right moment too. But your work as a marketer isn’t done
yet. Precise timing will mean nothing if you don’t have a subject line that entices your customers to
open the email.

“Can we help you?” and other generic subject lines may have worked in the past. But in a world where
icons appearing in subject lines are becoming commonplace, it requires something much more
intriguing to garner the interest of your customers.

Your remarketing email is unlike any other you send, in that you now have a wealth of personal
knowledge about your customer. By the time you send the email you will most likely know their name,
the product(s) they are interested in, when they are interested in them (now) and that they like you
enough to shop on your site. And using this information in the subject line can lead to open rates of
over 50%.
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(Credit SaleCycle)

In email, the initial greeting is a vital component in making the right first impression with consumers
and yet it’s something that a staggering number of brands fail to do properly.

Talk to your customers as you would if you were following up a meeting with them. If they have told
you their name, use it and if not, then kick off the email with a nice salutation instead. This seemingly
small bit of personalsation can go a long way in making your customers feel a little more special.

Accompany that personal greeting with a quick line or two reiterating why you are contacting them
and reinforce the reason(s) they should continue with their purchase.

The key objective of any remarketing email is simple – get the customer back to your website to
complete their purchase.
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There is an art and science behind call-to-action buttons. Colours, arrows, text, gradients, shadow
and placement all have a huge bearing on the unconscious human brain which leads to the likeliness
or not of customers clicking. Don’t make it difficult to find the key call-to-action and the reason you
want them back on your website – to ‘Buy Now’.

So if there’s just one thing that you continually test on your email creative, let it be the CTA buttons. It
doesn’t have to be a painful process... just take inspiration from what other great brands do and find
the right style for you.

Right message. Right person. Right time. It’s the classic marketing mantra, and it rings true with your
email remarketing.

Standing out from the crowd has become increasing difficult. And with an estimated 838 billion
marketing emails being sent last year (Forrester), it’s no wonder “relevancy” is the key to success.

You already know the person, and we have discussed timing... but what about the message? Consider
personalised variations such as including a banner telling customers they are eligible for free delivery
if their basket value is over a certain threshold or a dynamic design based on their gender. These can
be simple concepts to implement, yet really go that extra mile to be highly impactful.
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There’s nothing better than an impulse purchase, whether it’s splurging on a pair of shoes or deciding
to book that long overdue vacation.

But we’re not all impulsive. Plenty of consumers need to take some time and due consideration
before parting with their hard-earned money. Therefore, it is important to be in touch with your
customers on their time.

Consider the following scenario…

Anna is shopping on your website and after placing several items in her cart, she abandons. You send
an initial email within an hour. Anna opens it, reads it and is reminded why she loves your brand and
products. But Anna isn’t ready to buy; she still wants to think it over.

24 hours later Anna receives a second email. She has thought about it overnight and is now ready to
complete her purchase. She clicks your email and returns to her shopping cart. Success.

On average, employing a second cycle email, as in the case with Anna, will bring an additional 20% of
sales revenue to an email remarketing campaign.
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There’s a fine line between an over enthusiastic sales assistant when you’re just browsing, and a great
sales assistant who helps you find just the right products.

In the world of online marketing, this sales assistant is product recommendations.

The most successful remarketing emails will dynamically pull in recommendations of other products
that may be of interest to your customer, based on what has been left in their shopping cart.

For instance, if we know John is considering buying a new suit we can also recommend a shirt, shoes
and socks to complete the ensemble.

Utilising these types of highly personalised product recommendations can increase average order
values by over 30%.

Putting in a small amount of effort to implement the tactics outlined above will yield big results for
your company, in most cases delivering a revenue uplift of over 6%.

A great remarketing email campaign shouldn’t just be your top performing email; it should also be
one of your top performing marketing tactics.
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Since the Performance Marketing Guide was last published there has been growing profile regarding
the contribution that the performance channel adds to the digital economy. Of the £800+ million in ad
spend a significant share flows through the affiliate model. While in essence it is a simple and
nowadays relatively mature model, there are many factors which mean that “performance” continues
to evolve; new publishers, new innovations, technologies, commercial models and, of late, regulatory
changes which bring challenges as well as opportunities.

It is within this context that best practice and standards continue to be an important point of focus for
the industry. Indeed, over the last 5+ years, UK affiliate marketing has matured and professionalised
to the extent that, in terms of standards, while there is more to be done, it is arguably now the most
developed in the world. Whilr this professionalisation of the industry has engrained in individual
businesses a commitment to standards, there remains a strong industry- level focus primarily driven
by the IAB and its AMC (Affiliate Marketing Council).

This section focuses on these industry-level standards and best practices including some of the key
factors that explain why they are developed as well as what they aim to achieve.

The IAB AMC, established in 2006, provides an organised framework to ensure that industry
stakeholders can communicate effectively to raise, discuss and agree outcomes on issues pertaining
to standards and best practice. While the AMC embraces and encourages engagement from a
relatively large numbers of its industry members, the formative work around standards and best
practice is carried out by a sub-committee structure:


The AMC Steering Committee – comprising around 20 diverse elected member delegates
tasked with agreeing the main focal areas of the IAB in relation to its affiliate marketing
members. As well as broader topics including commercial, PR, skills and training, the Steering

Presented by

In association with

© Copyright PerformanceIN 2014 – 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.

111
Committee plays a consultative role where standards and best practice are concerned. The
Steering Committee meets around six to eight times each year.


The Legislation and Standards Committee – comprising around 10 IAB member delegates,
typically with a broad interest in standards and best practice or with specific areas of
expertise. Meeting around six to eight times each year the committee holds detailed
discussions around issues that are impacting the industry and agree upon a unified course of
action, whether that involves the need for new best practice standards or a change to existing
standards.

In addition to the above structure, there is also a significant amount of fluid reactive and pre-emptive
collaboration among committee members. Email groups administered by the IAB are used to respond
to specific incidents or issues as well as to openly discuss macro level issues including changes to
regulations that affect the wider industry and where it is felt that a unified approach is beneficial.

While the above structures include competing businesses the IAB has been a facilitator and enabler
for open dialogue, joined up thinking and consistency of message that would otherwise be missing.
There is wide agreement that this arrangement is conducive to the development and maintenance of
the standards that the industry refers to and is, to an extent, built around.

Affiliate marketing is characterised by its massive volume of diverse publishers and also its propensity
for seemingly continuous evolution and entrepreneurial “character”. As a model that offers a proven
attractive return on investment option for advertisers, affiliate marketing also permeates a huge
breadth of the online acquisition landscape. Traditional channels such as desktop search engine
traffic continue to lend themselves to the affiliate model (or vice versa?) and equally more recent
technologies, devices, purchasing trends and content models are all embraced by affiliate marketers.
Whether they are using one or a combination of search engines, mobile phones, social media,
voucher sites, retargeting or email (to name but a few) standards need to be in place.

Much of the evolution of the digital landscape has outpaced and so challenged the regulatory context
that governs more traditional offline business. The technologies and advertising models that
characterise the internet have not always followed a blueprint and, particularly where affiliate
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marketing is concerned, this “organic” development has been a key driver of self regulation. Indeed,
many of the standards and best practices that exist within the industry have been established under
the industry’s own collective steam in the absence of meaningful or practical guidance from external
regulators.

In the last two years, while industry self regulation has continued to be the main driver of best
practice and standards, there has been increasing regulatory activity from national and panEuropean institutions. Regulators and government institutions are increasingly seeking to control the
direction in which the digital economy evolves with goals of making the internet and its economic
models safer and more transparent for consumers and citizens.

While greater regulation of the internet may be inevitable, this external regulation is itself becoming
the major driver for more effective and efficient self regulation within the industry. The better the
industry self regulates, with the needs of the citizen in mind (just as much as its own commercial and
advertising models), the less it is likely to be disrupted (or worse) by external regulators. Equally, with
better self regulation the industry is better placed to put forward its own case when regulation
becomes inevitable.

The following outlines some of the key areas that standards and best practice focuses on, which is
relevant to affiliate marketing.

Perhaps the most significant issue faced by the affiliate industry relating to standards and best
practice stems from proposals to change national and European privacy laws.

At the time of writing (Dec 2013), the EU is proposing changes to laws that would require explicit
consumer consent for businesses to place cookies on computer/mobile devices. Further information
on the EU data protection proposals can be seen here.
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While the work of the IAB and the committees seek to guide the regulators down a route that is
beneficial for citizens and businesses, the industry has already issued guidance aimed at encouraging
high standards and best practice in relation to transparency.

In 2012 (updated in 2013) the IAB published the Consumer Transparency Framework, primarily aimed
at affiliates/publishers but also offering advertisers information relating to compliance with the EU
Privacy Directive. Importantly, the Framework states:

“While we believe the Framework offers a robust approach to addressing compliance, it does not
constitute legal advice and should not be viewed or applied as a definitive blueprint for achieving
compliance. Ultimately, everyone must take the measures they believe best fit their own situation in
accordance with the rules and the ICO guidance”.

While not constituting legal advice, the Framework draws from and closely references the ICO’s
guidelines on how information might be presented to consumers and how different forms of consent,
including “implied consent”, might be approached. It also provides practical guidance on how
cookies should be audited, classified and communicated to consumers.

The industry fully supports greater consumer privacy and transparency and continues to argue for
business-friendly, proportionate measures to achieve this.

While the EU regulatory process remains uncertain, the industry continues to promote a responsible
approach and encourages all stakeholders to support industry self regulation.

The growth of voucher code traffic and its importance to acquisition resulted in the creation of the
first IAB AMC Voucher Code of Conduct in 2008. The Code aimed to ensure that voucher/offer
information was presented clearly to consumers and that affiliate promotional activity was
conducted appropriately with the needs of consumers, advertisers as well as competing affiliates in
mind.

The Code has been revised on various occasions in order to address the evolving needs of industry
stakeholders and with the aim of encouraging the positive development of the channel.
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The current code maintains a clear focus on ensuring consumer transparency, stating that:

Consumers must be provided with information which is true, accurate and not misleading.

And

If a consumer is required or induced to act, the consequences of that action must meet the reasonable
expectations of a consumer.

The code also aims to protect the interests of the advertiser stating that:

Vouchers must only be monetised with the permission of the relevant advertiser or any of that
advertiser's respective licensors or licensees.

While the high level of focus on the code is reflective of its commercial significance the latest amends
(June 2013) reflect the diverging opinions of advertisers within the space especially regarding UGC
(user-generated content). The code states that:

Vouchers must only be published in accordance with the instructions of the relevant advertiser.

Accompanying the Code is a coordination procedure document, which details complaint handling
processes and states that:

On receipt of the Complaint, the Networks will enforce the Code under the terms of their agreements with
affiliates, as each of the networks deem appropriate.

All major networks subscribe to the Code and the enforcement procedure. The enforcement
procedure also outlines a collective (i.e. networks) response procedure which can be triggered should
individual networks fail to address issues satisfactorily. An IAB mail group - vouchercode@iabuk.net
– which is distributed to all networks that subscribe to the Code is included in the coordination
procedures.
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Aimed primarily at advertisers entering into affiliate marketing, the Charter is viewed as “one of the
first documents to visit for those new to the channel or those looking to ensure they are running a bestin-class campaign”.

The fundamental aim of the guide is to ensure that advertisers are encouraged to provide good levels
of transparency to affiliates, notably in the following areas:


De-duplication
What logic the advertiser uses to attribute sales and commission - first or last cookie – and at
what stage in the validation and payment cycle attribution is finalised.



Affiliate Criteria
Advertisers should be clear on what type of affiliates they want to work with and what
restrictions/terms apply to each type (email, cashback, ppc, social media etc).



Notice Periods
Changes to terms and conditions, commission changes or any other material changes should
be notified to affiliates with adequate warning.



Mobile Contingencies
Whether or not mobile traffic will be attributed in the standard way and whether tracking is in
place should always be made clear.

The areas covered above and within the Charter are not exhaustive but are intended to communicate
to advertisers the need to offer high levels of visibility to enable affiliates to maximise their promotion
potential and minimise commercial risks.

The Charter is available to all advertisers, offers a cross networks perspective and can be accessed
here.

The AMC published a best practice guide for behavioural marketing in 2011 at a time when the model
was growing in popularity and there was concern regarding its impact on attribution of affiliate sales
and commissions.
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The guide provides a helpful overview of how retargeting works and addresses the key distinction
between the post-view/post-impression tracking mechanisms typically employed on retargeting
campaigns vs the post-click model used on other affiliate campaigns.

Key points are:

Where retargeting campaigns are used by advertisers a, “cookie hierarchy” logic should be
implemented. The basic premise is that post-impression/view cookies used in retargeting should not
take precedence over existing post-click cookies that have resulted from a user physically clicking
through an affiliate link. In terms of attribution, a click is generally considered to be more “important”
than a more passive banner impression. Failure to address this can result in retargeting campaigns
receiving credit/commission for results that were actually driven by other affiliates.

Post-impression cookie duration should also be factored in. The post-impression cookie would be set
much for a much shorter period than the post click cookie to reflect the more passive nature of the
banner impression vs that of the user’s click.

Controlled distribution of post-impression campaigns is essential to ensure that advertisers are
provided with value. Post-impression cookies should only be used in conjunction with agreed terms
and there should be clear agreements in place around ad/banner distribution.

Commission considerations may be different to post-click campaigns and should always reflect value
to the advertiser. The distinction between passive post-impression vs harder post-click derived sales
is also a consideration as are the associated media-buying costs for the retargeting affiliate.

Privacy and consumer considerations are vitally important and retargeting should adhere to
regulatory or self–regulatory frameworks. See the Information Commissioner’s Office website for
information relating to privacy regulation and also visit Your Online Choices the industry’s
collaborative best practice guide and wider resource hub for the retargeting industry. Read the full
guide here
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It is possible for affiliates to utilise downloadable tools and software as a means of promoting and
presenting affiliate links to consumers. These methods may be entirely legitimate and while they
represent a relatively insignificant contribution to the overall industry, it is an area that requires
monitoring to maintain standards.

The IAB AMC best practice guide states that “The code of conduct is exclusively aimed at affiliates who
are implementing what could be termed ‘interruptive’ software; that is software that prompts a
consumer who may already be engaged in the purchase cycle and, based on that consumer’s on site
behaviour and navigation, is then presented with an offer, deal, code or reward.”

In essence, the code seeks to ensure that usage is advertiser approved and appropriate, that
consumers can easily uninstall software and that associated activity is clearly distinguishable from
other forms of affiliate traffic (to ensure transparency around value for advertisers).

The code also states a number of requirements to ensure affiliates distribute the software through
ethical means and that they do not confuse consumers, deliberately or otherwise. The code can be
read in full here

Those promoting through affiliate channels and making product inventories available for distribution
on affiliate sites should read a collection of documents provided by Fusepump. The guides give clear
context to the use of data/product feeds and explain the inherent challenges and pitfalls with
achieving high quality, controlled distribution of these, often, very large data sets.

As well as providing technical specification detail Fusepump have also contextualised the information
in order to facilitate understanding for all audiences.
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Documents can be accessed here:

Understanding product feeds: A best practice guide

While mobile will no doubt be gaining additional best practice focus as it takes an increasing share of
internet traffic, the current IAB AMC documentation focuses on mobile tracking.

The document points out that affiliates are losing a proportion of their commission because mobile
tracking is not always effective or implemented. Naturally, affiliates will not actively promote
advertisers where this is the case and there have been examples where for practical reasons, users
have been steered away from those advertisers that do not track on mobile, notably on cashback
sites, where tracking is essential to the model.

Advertisers and networks, as part of a commitment to best practice, must ensure that tracking is
available wherever possible on all devices and should provide transparency to affiliates especially
where sales will not be tracked. The IAB AMC guide can be accessed here.

As reflected in other standards, Affiliates operate within the context of a regulatory framework that
imposes privacy, advertising standards as well as other requirements on businesses. In addition to
these global regulations, affiliates are also bound by the terms and conditions of the networks that
they subscribe to and the advertising programmes that they promote.

The IAB AMC Best Practice Guide provides an approach to auditing which ensures that the above
requirements are fulfilled. Guidance focuses on areas such as:


Who should carry out audits – networks, advertisers or both



How the scope of the audit should be determined given the number of active affiliates



How findings should be addressed including what actions might be included in handling
processes
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What should actually be audited – affiliate content, use of advertiser brand, methods of
promotion etc.

Further guidance is provided around ensuring that advertiser requirements have been stated clearly
and that removal of affiliates from campaigns is carried out effectively. Read the full guide on affiliate
auditing

While the above illustrates some of the breadth of best practice focus, the IAB AMC has scheduled a
condensed Ethical Publisher Guide for 2014. The guide will supplement all other guides and
standards and will provide a clear and succinct message to affiliates around the need to uphold high
standards as well as a promoting a clear focus on ensuring transparency to consumers. The IAB will
publish the guide on www.iabuk.net in 2014.

Online lead generation (OLG) is one of the fastest growing segments in digital advertising in part due
to a wider trend towards measurable performance based marketing but also because of some of the
unique properties of OLG.


The Whole Funnel - OLG allows the advertiser to capture consumers at various stages of the
sales funnel from brand awareness and brand engagement all the way through to product
discovery, purchase consideration and sale.



Cross Channel - OLG is cross channel and leads can be generated through search, display,
email, affiliate and even social and mobile.



Leads are for Life - Leads can be turned into a sale today but they also offer a huge
opportunity to market to the consumer for years to come which enables the advertiser to
extract huge lifetime value from each lead.



Speed of response - Lead capture, cleansing and delivery can happen in seconds making OLG
a key tool for advertisers that want (or need) to engage with each consumer quickly.



Opt-in - To become a lead each consumer must very clearly opt-in to be contacted which
enables OLG to circumvent many of the privacy concerns surrounding other forms of digital
advertising.
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In order to maintain standards across the industry and to ensure consistent representation at every
level, the industry is represented by the IAB (Internet Advertising Bureau) via the Online Lead
Generation Council. The Council, made up of representatives from leading companies across the
ecosystem including technology solutions, agencies, networks, advertisers and publishers.

The IAB Online Generation Council is responsible for setting best practice across the industry. To this
end it produces best practice documentation, runs training workshops, produces industry standard
tools and regularly publishes case studies. It engages with the IAB’s regulatory arm ensuring the
industry and its clients are accurately represented at legislative and regulatory levels. Additionally, the
Council produces a range of material aimed at supporting clients, agencies and media owners with
the latest information about Online Lead Generation practice.

Very simply, online lead generation is a marketing activity paid for on a Cost-per-lead (CPL) basis with
the stated aim of obtaining the consumer’s express consent to receive future communications from a
specific advertiser or advertisers via email, text, calls and other advertiser initiated messaging.

A lead is a piece of information about a consumer who has stated they are interested in a product or
service and given their express consent to be contacted about that product or service. This consumer
will have responded to some form of response-geared marketing because they are in the market for
the advertiser’s product or service.

A lead can, in its simplest form, be a consumer’s name and email address but may also contain full
contact details as well as a whole range of data points about the product or service that the consumer
is interested in.

Lead generation can also allow the marketer to define what profile of prospective customer they want
to target only paying of each lead as it is received and returning leads that do not match the predefined criteria.
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The digital marketing landscape is at times tricky to navigate with its own set of acronyms, buzzwords
and definitions. In addition there are often multiple parties involved in between the consumer and the
eventual advertiser. An understanding of what types of agents are involved in the process will help
simplify things.


Consumer – The person (or organisation) whose details and survey response are being
collected to create a lead for an advertiser.



Lead – A lead is the personal details (of an individual or organisation) and associated positive
consent (opt-in) to receive marketing communications from an advertiser subject to their
terms and conditions without an associated transactional value.



Publisher – A publisher generates the lead either through driving traffic to the advertiser’s site
or by capturing lead externally (e.g. inside a banner, co-reg path etc).



Network – A network does not generate the leads directly but ‘owns’ relationships with
multiple publishers. Typically, a network adds value through technology which enables the
data capture process and supply of leads from multiple publishers.



Agency – An agency manages one or more aspects of a lead generation campaign on behalf
of an advertiser.



Lead Platform (Processor) – A third-party technology platform contracted by any one or more
of the publisher, the advertiser, and the agent to collect, process, attribute, and track the
leads.



Advertiser – The entity to whom permission is provided by the consumer to collect and use
their details according to the advertiser's privacy policy.

As lead generation is focused on the collection and use of personal data it is essential that marketers
understand the regulatory and legal frameworks which are applicable. The Information
Commissioner’s Office (ICO) is the industry regulator and all companies involved in the collection,
management and use of personal and corporate data should ensure they appraise themselves of
their legal obligations. www.ico.gov.uk. The ICO released Privacy and Electronic Communications
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Regulations (PECR) Guidelines for the direct marketers in September 2013. In addition, the IAB
produces briefing and guidance policy briefings such as:


EU ePrivacy Directive: What You Need to Know, IAB Factsheet, May 2012



EU ePrivacy Directive: Consumer Transparancy Framework (written for publishers and
affiliates)



IAB Factsheet September 2013 – European Commission Data Protection Reforms

Data collection pages should include the following:


Clear permission statement (‘opt-in’) for advertising. Note: this does not necessarily mean a
tick box. Strictly speaking if users are being asked to enter their details specifically to receive
marketing communications then a tick box is not required.



Use of cookies on landing pages – although not related to generating the lead in all instances,
if cookies are being used to capture personal information on a site then users need to be
informed. Read more in The IAB’s Consumer Transparency Framework, May 2012



Terms and conditions – Where appropriate advertisers should consider using a tick box to
ensure users have read the terms and conditions associated to the use of their data. This
should contain detailed information about how their data will be used and can also include
details of any associated incentive terms etc.

This will be relevant to the data captured and contact channel used. Advertisers need to ensure that
any follow-up is in line with channel best practice and regulation. For example, emails must contain a
valid header, unsubscribe, company details (of data owner) and it is also advisable to check against
any existing suppression files prior to use. Read the IAB’s Data Transfer and Security Best Practice
Guidance
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One of the relatively unique aspects of online lead generation is that leads can be generated on an
advertiser’s website or captured externally. This means that the variables with lead generation that
can play a role in influencing ROI are extremely complex. Not only can leads be generated through a
multitude of channels but also be captured either directly by an advertiser or externally prior to being
passed to an advertiser.

Channel

Description

Co-registration

Data capture

Co-registration refers to a single point of data capture, but Third party
multiple advertiser opt-in. This could take the form of lifestyle
surveys or registration pages and is often incentivised by
prize draw entries.

Email marketing

Email marketing refers to leads generated through driving First party
traffic into a landing page to generate leads. Email data
could be either from in-house email lists or external (3rd party)
sources

Affiliate

Affiliate marketing refers to traffic generated through an First or third party
increasingly diverse and growing number of web publishers
who place links on their site in return for commissions from
sales (or leads) generated. Affiliate examples would include
voucher code, cashback, content and price comparison sites.

SEM (organic or SEM (search engine marketing) refers to leads generated First or third party
paid)

through either organic or paid for traffic (PPC). Traffic is
typically driven into a landing page although recently search
engines have started to roll out data capture with paid search
positions. Keywords used will have a direct impact on quality
and volume of leads.
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Display

Display advertising includes banners, text links and overlays First or third party
and can be purchased either directly from web publishers or
through networks and ad exchanges. The format of the ad
itself will dictate whether data is captured in the ad itself (‘in
banner’) or driven into an advertiser’s landing page.

Social

Social media provides marketers with a number of ways of Firstt or third party
generating leads and offers the opportunity to generate leads
either through traditional means such as linking to external
landing pages or through using developer tools to generate
leads within social pages (e.g. facebook). One of the main
features of the social channel is the potential it offers to
generate leads organically.

One of the relatively unique aspects of online lead generation is that leads can be generated on an
advertiser’s website or captured externally. This means that the variables with lead generation that
can play a role in influencing ROI are extremely complex. Not only can leads can be generated
through a multitude of channels but also be captured either directly by an advertiser or externally
prior to being passed to an advertiser.

Broadly speaking lead capture falls into two categories, first party and third party.

First-party data collection is when data is collected by the advertiser on its own website or pages (e.g.
facebook page). This means that traffic needs to be driven to the landing page on the advertiser’s site
via various external (or internal) delivery channels.

The main benefit of first-party lead generation is that advertisers have much greater control and
transparency on how and where leads are generated. Additionally lead generation pages can have
friendlier URLs (e.g. www.advertiser.com/sign-up). However, the disadvantage is that in many
instances advertisers do not have the same level of expertise as a lead generation specialist in terms
of traffic sources or conversion from click, the end result of which can be lower ROI.
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Basic Landing Page Best Practice:


Single action – the only action available on landing page is data capture.



Strong and clear call to action – tell people why they should enter their details.



Simple form – generally the less fields the better as each one will decrease conversion from
click (and increase lead price!)



Form above the fold on page.

The IAB’s Online Lead Generation Council has prepared this best practice guide: Online Lead
Generation Best Practices

Third-party data collection is when data is collected externally and provided to the advertiser either
via a live feed (POST/GET data transfer method) or via a secure file drop.

The emphasis here is on the advertiser to clearly understand how and where data will be collected as
this will have an impact on data quality. Propensity to purchase will be affected by a number of
external factors including qualification, incentivisation and speed of transfer.

Understand:


Where and how the data is collected (e.g. if through a network then see some example sites)



Is data incentivised and if so is the incentive approved (or even relevant!)



How the data will be uploaded to the advertiser’s database



Speed of data delivery



Read the IAB’s Data Transfer and Security Best Practices Guide: Read the IAB’s Data Transfer
and Security Best Practices

In order to reconcile and optimise lead performance as well as ensure publishers and traffic sources
are remunerated accurately, lead-based reporting is essential at an individual source (publisher) level.
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Traditional CPA marketing activity is typically tracked by adding a pixel to the order confirmation
page. However lead generation brings its’ own set of challenges which make traditional ‘cookie’
based tracking methods increasingly unsuitable for the task in hand:


Duplication with existing data – leads are usually priced based on being unique new
customers so need to be de-duped against existing customers before a positive outcome is
reported.



Duplication with other third-party data – leads are typically remunerated on a ‘first lead in’
basis as opposed to ‘last click wins’



Invalid leads – entering data into a form is often not a guarantee that the data entered is
actually valid:



o

Email – email address lacks requisite format (e.g. valid domain)

o

Postal address – postal address does not exist

o

Phone number – phone number is incorrect

Potential for fraud – leads lack an associated financial transaction (e.g. card details) and
therefore are much more susceptible to fraud

Increasingly specialist lead generation technology platforms are employed to track the overall ROI
from lead generation in the longer term and across multiple contact points. This in turn enables
marketers to devise more robust and variable strategies for purchasing leads.

Whether in-house technology is developed by advertisers to navigate these issues or specialist thirdparty lead generation software used, lead generation is increasingly reliant on technology to power
complex processes and empower both advertisers and publishers within a transparent relationship.

A significant proportion of advertisers would state “acquiring new customers” as their primary
marketing objective and even though OLG gets you closer to a converted customer than many other
forms of marketing it is important to remember that a lead is still a prospective customer and it is up
to each advertiser to turn those leads into revenue.
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Before undertaking any OLG campaign, it is important to have clear objectives to both maximise the
effectiveness of the campaign but also to measure the results against. However, the most important
consideration for any advertiser is whether OLG is the best choice for your product or service. As a
simple guide, if your objectives include any of the following then OLG is right for you.


Brochure requests



Test Drives for automotive



Product sampling



Newsletter databases



Call centre leads



Competition entries



Market research



Vouchers



Subscriptions

Advertisers should always have a clear definition of what constitutes success before undertaking any
lead generation campaign. The objective might be to generate brochure requests or leads for a call
centre but the overall objective should be to generate a positive ROI from the leads.

The way in which you process the leads should be considered at the planning stage of your OLG
campaigns. Leads take you closer to a customer than other forms of marketing but it there is still a
way to go before the leads become revenue. While the Cost Per Lead (CPL) can have a significant
impact on the success of a campaign, often the way in which you process leads will have an even
bigger impact.

At the same time it is important to bear in mind that processing leads also has a cost which needs to
be considered when measuring the results of a campaign. For example, if you are purchasing high
value financial services leads with high conversion rates then it makes sense to push these leads into
a call centre. However, if you are generating leads for a low value product and are only capturing a
few fields of consumer information then pushing the leads into a call centre is unlikely to generate an
appropriate ROI.
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One thing that does apply to whatever type of lead you purchase and whichever your chosen method
of follow up is that the speed of response must be as immediate as possible. If you are following up
leads through email, make sure you send an instant confirmation email. If you are following up via a
call centre, then make sure you can call the consumer back within minutes. Speed of response is one
of the most significant factors that affects lead performance.

Lead processing and measuring success go hand-in-hand as often implementing processes to
maximise conversion rates and ROI will use technology and software that also allows simple ways to
measure outcomes. It is crucial that advertisers can track the journey of a lead between initial receipt
and eventual revenue generated and often over a very long period of time.

It is also important to measure performance at multiple stages of the journey from lead to sale as
there are potentially a large number of variables that can affect eventual conversion rates. For
example, for leads followed up via email track open rates, click- throughs, unsubscribes, bounces,
SPAM complaints etc.

Many of these variables are controlled by the advertiser, so it is important to test, test and test again
to find out what works. Lead suppliers can bring customers with strong purchase intent but only the
advertiser themselves can convert these prospects into paying customers.

While there are generic similarities for lead generation across multiple sectors such as automotive,
publishing and financial services, there are key differences and in 2013 the IAB Online Lead
Generation Council embarked on a series of infographics conveying the customer and lead journeys
in each. Find out more from the IAB site.
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It’s been hard to ignore the explosion in popularity of video over the last few years. YouTube is now
the third most popular website in the UK. There was a 36% increase in visits to video websites from
the UK between September 2010 - September 20115 and video is the most shared content type on
Facebook6.

The reason for the growth is simple. Video is more engaging than any other content type. Music
videos, film trailers, the latest viral ad campaign or just footage of funny cats. They are all generating
huge viewing numbers because they are accessible and engaging.

Advertisers are taking this on board and video is being used increasingly in marketing campaigns and
e-commerce strategies. Brands in Britain spent £109m on online video ads in 2011, a 200% increase
on 20107.

Video isn’t just the preserve of advertisers with big budgets. All you need to create engaging content is
a camera. Alternatively, YouTube has millions of videos available for publishers to embed on their
sites. It’s a huge repository of diverse, freely available content. There’s no reason for publishers not to
take advantage of its value for their website, blog or social media channel.

Affiliate marketers generate revenue by opening new channels for advertisers to reach a wider
audience.

5

Experian Hitwise, Online video bringing social media to life - 2011

6

Zuum, Video most shared content type on Facebook - 2012

7

Internet Advertising Bureau, 2011 online adspend full year factsheet - May 2012
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The appeal of video content as a format and the associated SEO benefits certainly help to increase
traffic to an affiliate’s website or blog. With increased traffic comes increased revenue through existing
affiliate methods such as display advertising.

The success of innovative companies like Skimlinks, which has a product that ‘skims’ text content for
product references and automatically converts them to affiliate links, has shown that integrating
contextually relevant affiliate links within content is likely to drive more conversions.

Video’s spectacular growth highlights its ability to engage audiences, so the question in affiliate
marketing should not be how can I use video to support my existing affiliate programmes? Instead it
should be how can I drive affiliate revenue from video itself?

The most common form of monetising video content is through pre-, mid- or post-roll advertising, an
advert appearing before, during or following the video. The model suffers from a drop off in viewers
who aren’t willing to wait to watch their video or have it interrupted. The challenge facing affiliates is
how to combine contextually relevant affiliate links with video. It shouldn’t turn off their audience, but
rather generate revenue from the strong conversion rate video can offer.

Coull and LinkTo.Tv are two examples of companies that aim to seamlessly integrate commerce with
video content. LinkTo.tv targets the ad agency space, charging a monthly fee for the use of its
technology, which enables the tagging of ‘hotspots’ in videos. Viewers can click on the hotspots to
reveal an item description and link to the advertiser’s product page.

In-video links are also the basis of Coull’s solution. Its platform enables the integration of clickable
affiliate links in a video. Coull also acts as an affiliate network, connecting advertisers with publishers
and tracking the performance of the links in their videos.

Video’s growth in popularity is set to continue over the next few years, a trend driven by the increased
adoption of smartphones and tablets. During 2011 UK smartphone adoption increased by 30% and
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tablet adoption by 45%8. In Q4 of 201,1 the share of overall video watched on smartphones grew by
41% and that of tablets by 32%9.

This move towards multi-platform video consumption poses a challenge to those who produce video
and those who are building affiliate solutions around it.

With mobile data plans still expensive, publishers and advertisers creating video need to focus on
punchy, concise, short-form content. They should ensure their website or blog is optimised for mobile
browsers. For companies providing affiliate solutions for video it’s about ensuring their product is as
simple, intuitive and engaging for smartphone and tablet users as it is for desktop users.

8

Google, Mobile Internet and Smartphone Adoption, 2012

9

Deloitte, State of the Media Democracy Survey, 2012
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Product data feeds are used for a range of applications in performance marketing and wider online
marketing generally. Product feeds are used when it is important to include specific product
information within advertising. The advantage of using product feeds is that an e-commerce
advertiser can easily communicate information about a large number of products, or about changes
in pricing or availability of those products, or both, to partners and affiliates. Feeds tend to be
particularly important for retail, travel and mobile e-commerce as their product offering varies
continuously based on merchandising, pricing and availability. E-commerce advertisers and
advertisers will want to achieve:


Increased sales revenues by expanding into new performance or other online channels



Control of their product level marketing across multiple channels



Quick engagement in new online advertising or social media opportunities



Improved customer experience, product engagement and online conversion



Simple access to tools and product data for affiliate marketers that they need to be effective

The simple way to conceptualise a product feed is to imagine that all the key information from your
website has been condensed into a simple structured XML/CSV data file. Leaving out images, which
are included and layout, a third party would then be able to use that data file to recreate your product
offering in another online application. Using data feeds helps to easily distribute products into
multiple online channels.

An API is an Application Programme Interface. API’s are used by programmers to extract product
information, in near real time, which can then be used for online marketing applications. API’s can be
built on data extracted by other means such as site scraping, the same process used to produce
product feeds. This is useful in travel where dates and destinations have to be limited, and where
there are many potential combinations of products e.g. flights + hotels + transfers to configure a
product package. Data from product feeds can also be included and distributed via an API.
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Within performance marketing, feeds are used for the following types of activity:

• Price Comparison
By bringing lots of feeds together from multiple retailers, a price comparison affiliate is able to
compare the pricing and availability of products. The consumer can then choose the cheapest, or
usually a combination of the cheapest and most trusted, retailer to purchase from.

• Shopping Comparison Engines, Travel Meta- Search & Product Aggregators
The key difference between “shopping comparison” and “price comparison” is that the affiliate is
using product attributes other than just price and availability to provide users with a shopping
experience. For example, the affiliate may offer a fashion shopping experience where a user can filter
products by colour size, style and price band to find products that match the users’ requirements. The
affiliate will use the rich attribute information available in some retailer feeds to improve the user
experience. Within travel the term “meta-search” is often used to describe the affiliate publishers who
process multiple feeds and APIs from a range of flight and/or holiday companies. This data is then
presented to users on a range of selection criteria, usually including destination, date, board basis
and availability information. A user can review pricing and make effective comparisons between travel
offers.

• PPC Affiliates
PPC Affiliates will use product feeds as useful sources of keywords to construct PPC campaigns and
build landing pages. Key attributes for this type of activity include descriptions, titles and categories .
Using the rich sources of keywords to construct both keyword lists as well as interesting advertising
copy.

• Third-party applications and plugins
There are many applications and plugins available to the affiliate marketing sector that use product
feeds. Dynamic link technologies are used by companies like Skimlinks (http://www.skimlinks.com).
Pre-configured widgets like Easy Content Units (www.easycontentunits.com) make extensive use of
product feeds to allow affiliates to use product data on their websites. They don’t necessarily require
the technical capabilities to work directly with product feeds.
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• Affiliate Network Tools
Once an e-commerce company’s products have been loaded into their affiliate network platform, a
range of tools have been developed to help affiliates quickly build links for specific products and
categories they wish to promote. Content sites can then ensure they’re promoting products that are
relevant to the context of their articles, improving conversions and earnings. Product feeds are by far
the easiest way of keeping this product information current within the affiliate network because they
can be updated as often as required. Data is normally refreshed once a day for retail and mobile, but
more often for travel. Each affiliate network will have its own range of tools and it is recommended
that affiliates spend some time reviewing these on each affiliate network. It’s worth ensuring that you
are able to maximise the promotional opportunities available to you.


Content Units

Branded content including dynamic banner adverts, ‘widgets’ and interactive banners are becoming
more commonplace as the quality and reliability of product data increases. Advertisers can easily
make these available through the affiliate network or through third parties. They differ from other
types of advertising because they display dynamic pricing and rely on a degree of interaction from the
consumer to browse and formulate the product they want to buy.


Display Retargeting

Retargeted adverts that contain products or product features are used to bring the 98% of people
who typically don’t convert on an e-commerce site, back to the site. Product feeds allow the products
viewed and features of these products to be used for the purposes of enticing a consumer.


Email Remarketing

Similar to display retargeting, email remarketing can either be performed as part of an email
programme, personalising content that a customer has previously interacted with onsite. Product
feeds can also be used to retarget customers that abandon baskets before purchasing online. Product
features can be highlighted in the follow up retargeted email.


Mobile Marketing

Product feeds can be used in the same way in the mobile affiliate environment.
http://www.fusepump.com/careers/communications-executive
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This is not a comprehensive list, generally speaking product feeds are accessed and utilised by:

Content affiliates - From blogging to news aggregation, product feeds help to ensure well-matched,
embedded links within content-rich sites.

Paid search affiliates - PPC affiliates will use a range of attributes within feeds to determine campaign
keywords, copy creation and products to bid on.

Loyalty affiliates - Voucher code and cash back sites are starting to incorporate product information
into their sites. Up to date pricing and the ability to select discounted products from a product feed
makes this easier. Companies like Quidco (http://www.quidco.com) have also made this possible in
mobile.

Email affiliates – Can use product feed content to feature products and personalise products to
customers tastes. Using business logic, products can be matched to browsing habits or used to
provide specific content to certain segments of the database.

Technically ‘able’ affiliates – Affiliates are entrepreneurs and innovators. If you have a poor product
feed or don’t have one at all, you could be left out of exciting and dynamic revenue-generating
projects. More technically minded affiliates will be able to hone in on certain product features and
produce content that is useful, engaging and interesting to consumers.

It’s important to consider product feeds as part of your online sales and marketing strategy,
particularly if your site retails many different products. If you sell products where pricing and
availability change frequently, or where products go out of stock regularly, product feeds can be used
to accurately represent current pricing and availability. You can also choose to preclude products that
are bought in store-only. The three main e-commerce categories for product feeds are:
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• Retail
Where the product feed describes each product’s attributes, pricing and availability.

• Mobile Phones
Where the product feed describes the combinations of product (phone) attributes. Handset
functionality can be as well as the contract attributes including the price per month and the number
of minutes of calls per month etc.

• Travel – Using product API’s
Where the product feed could describe one or two legs of a journey e.g. flights. It could include a
combination of a product, perhaps a hotel and its facilities, along with the journey information. The
combination of all the data provides us with all the information on a holiday.

Other categories can benefit from the use of product feeds too. A suitable data format can be used to
communicate the products and services between the e-commerce company and the user of the
product feed.

Further Information

For more detailed information please see the IAB website and free download ‘Why Do I Need a
Product Data Feed’ http://www.iabuk.net/resources/standards-and-guidelines/product-data-feedbest-practice-guide

Clearly, the exact amount of revenue that your product feed generates depends on several factors.
However, a good quality product feed that is well distributed could be generating over 25% of all
affiliate sales. A good quality product feed is an essential part of your affiliate marketing toolset and is
worth investment. Your affiliate network will be able to advise you more specifically on your particular
category. In practical terms, tracking is an essential part of the process. Should you wish to
incorporate your own tracking into your feed activity, you simply need to apply this to the URLs as
normal before supplying the feed to your affiliate network. Your affiliate network will then apply their
tracking to your URLs prior to sending it out to affiliates.
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The most common file formats for product feeds are XML and CSV. There are advantages and
disadvantages with each. The key advantages being that XML files are better at representing products
which have variants e.g. colours and sizes in fashion. CSV files can be opened and viewed in standard
spreadsheet software such as Excel. CSVs also have a smaller file size than XML.
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Recent research from ResponseTap showed that one in three online shoppers preferred to talk to
someone on the phone before buying; this represents £186 million of weekly online spend. Until very
recently, performance marketing has mostly been carried out online, which means that advertisers
and publishers have both been missing out on potential revenue.

Performance marketing via phone extends performance marketing to those wanting to purchase
offline, either because that is their personal preference or because they have questions before they
purchase.

Carrying out performance marketing using the phone as a potential sales channel is made possible by
call tracking technology. Call tracking enables a business to track which marketing channel or
channels triggers a phone call, and whether that call is a lead or a sale.

Within performance marketing this means that if a customer is deciding whether to buy whilst on an
affiliate site, but has some questions or would like to buy via phone, this option is made available to
them by the provision of a unique telephone number. The result of this call can then be traced back to
the relevant publisher, and that publisher can be attributed to the lead or sale by the advertiser.

Phone performance marketing is a cost-per-action form of marketing. In some cases advertisers will
pay per call; for every phone enquiry generated as
a result of the publisher’s website. Other times
they will only pay for a lead or a call of a certain
length, and other times it will only be when a sale
is made.

Networks integrate with a call tracking and
analytics solution. This enables a

unique

telephone number to be allocated to each visitor
to a publisher’s website when they are online. This means that if this phone number is called, it is
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possible to see which website visitor has made that call and therefore which publisher drove that
conversion. It is possible to track what the visitor is doing online, which means that the phone call can
be linked to the visitors online journey, including how they found the website and the keywords they
used, as well as which pages they looked at before, during and after they call.

All parties can then access this data, meaning that publishers can be paid for every call, lead or sale
that they generate. Advertisers can see which publishers are the most successful at driving leads and
sales both online and offline.

Affiliate websites initially took advantage of people’s desire to buy online, but with the growth of
mobile technology and responsive web design comes an increased predisposition to ask any
questions by phone. 0.4% of those browsing on their mobile will then go on to purchase via a mobile
browser, but when you include phone sales made from a smartphone this figure jumps to 1.3%; an
increase of over 150%. Incorporating the phone into performance marketing enables advertisers to
target those that would prefer to buy via phone.

Those that wish to buy via phone may choose a product or service based on viewing it on an affiliate
website but then search for a number to call and buy this way, at which point the publisher is then not
credited for the sale despite their contribution. By including a phone number, a publisher will give
someone browsing their site the capability to buy via phone, enabling them to get the credit and
commission due for triggering that call, lead or sale.

Using call tracking in performance marketing gives all parties complete transparency and ensures
that the correct commission is being paid to those generating interest and sales, as well as increasing
engagement between customers and affiliate websites.
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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 marketing performance measurement is crucial to business success and attribution is a key
part of that measurement – an accurate attribution model will inform the most effective decisions.

There are several fundamentals to the success of an attribution model:

1. Consolidate the data – data from all marketing channels, sales channels and devices must be
consolidated in one place.
2. Link results to activities – there must be ‘links’ and ‘keys’ between the data sources that
enable all of the interactions and touchpoints from 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 are undervalued.
3. 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 data needs to be automated. The insights must be
delivered to key stakeholders to ensure they can be used practically.

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 valuation of marketing activities.
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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
overall contribution to the sale and not just on the site visit where the conversion takes place.

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 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 the brand has on conversions.

Attribution models are developed based on insights garnered from analysis of marketing
performance data and the attributes of conversions.
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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. Advanced 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 you have identified the
contributing touchpoints you can then set the rules 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 these should be bespoke for
each business.

There are different methods of creating an attribution model – from a simple rules-based model
derived from the most common paths to conversion to one based on in-depth statistical analysis of
millions of user journeys. The businesses choice will depend on the resource available or the stage the
business is at.

An attribution model can only ever be as accurate as the data it is based on. The most accurate
attribution model will reflect how users truly interact with your 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, but it can always be done with a little creative
thinking.

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.
2. Offline activity – Online activity 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.
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3. Offsite display advertising – Advertisers spend millions on various types of offsite display
advertising and its true influence 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 you collect. ‘Good’
tracking data is accurate, collected across all channels and includes all landings, actions and page
views across all converting and non-converting user journeys. The quality of tracking data will have a
large impact on the accuracy of your 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 your 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. Your attribution model should account for these variants
wherever they display different trends within the conversion path. An attribution partner should 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.

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 is 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 that they are frequently appearing at the beginning of
path to conversions, but seldom at the end.

You should aim to have an attribution model universally accepted across a 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 then be working from the same page.

In the real world, because of factors like restructuring, competition, regulation, seasonality or
expansion, marketing goals and priorities are likely to change. Advertisers taking the time to develop a
fully customisable attribution model will benefit from being able to hone and refresh the model as
their business evolves.

Since early 2013 some merchants have started to use attributed performance data to calculate
affiliate commission payments and to share the data with the affiliate networks. Unlike the flawed
‘last click wins’ model, paying affiliates based on the value attributed to them in the merchants’
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.
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Data has been an emerging trend in the performance marketing space for the last couple of years. In
2012 it has really gathered momentum as advertisers and publishers have sought to harness its value.
They’re using it to drive sales, gain insight into customer journeys, increase conversions and tailor the
customer experience.

There is a big difference between knowing that you have to get to grips with data and actually doing
it. A performance marketing programme can generate data across multiple channels and depending
on your organisation, not all of it will be relevant.

As individuals we are generating more data than ever before – video, tweets, likes – all of which can
impact or have some bearing on marketing programmes. In 2011 1,800 exabytes of digital data was
created. By 2014 it’s expected to multiply 61 times to reach 7,910 exabytes.

i
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Performance marketing programmes mostly generate classical views of data for example the number
of clicks, conversions and order information. As the industry evolves, we’re also increasingly seeing
the data being complemented by more compelling content such as basket insights and product data ,
which can be across different and more varied digital channels and devices from the desktop through
to mobile phones.

The ever-developing social media landscape and the popularity of video in the online world means
that social input and visual content is something that performance marketing must also seek to
capture in order to better understand the customer purchasing journey. As the industry continues to
diversify and sees the emergence of specialised players, advertisers need to give due thought to how
this impacts their data strategy.

Unfortunately it isn’t as simple as saying a big company will generate more data than a smaller
company. Data is a complex ecosystem that needs to be navigated wisely. It is most likely that your
business, industry sector and target audience will dictate what data is of most importance, or value,
to you. This might sound obvious, but the temptation when you first come to estimate the value of
data and how you can harness it is to look at everything.

The ‘all you can eat’ approach towards data is arguably no longer valid. There’s so much data out
there that it would be futile to try and capture everything first and then consider what is of value. It is
much better to be focused from the very beginning about what you want to achieve and gather the
data relevant to your end goal. Furthermore, both local and international data protection laws have
heralded the end of the ‘Wild West’ of data. They encourage organisations to demonstrate much
more responsibility towards the content they capture.

A critical first step when tackling the issue of data is to think about what you want to achieve, what
success looks like and what you’re looking to optimise. Is it basket value or EPC? Giving factors due
consideration upfront will help you to pre-structure the data and enable you to not only utilise it more
efficiently, but also better communicate it. It may sound simple, but it is far from trivial. For example,
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look at Facebook. Its billions of users generate reams of data each day, but it remains far from certain
how effectively the company is actually leveraging that information to inform its business processes.

Once you have your goals and objectives in place, the next step is to start thinking about what data is
most relevant what you need to track. Depending on what they want to achieve, most advertisers
typically want to generate insight into the following:


Customer touch points



The customer journey



Devices/channels



Which products are selling better than others?



Factors influencing total basket value or drop-off rates



Demographics



ROI



Acquisition vs. repurchase

The next step on your road to measure the success of your performance marketing efforts is to put in
place some key performance indicators (KPIs). Some factors you might like to consider at this stage
include:


Define the basic goal you want to achieve with the data you are gathering



Prioritise data based on how effective it will be at helping you realise this objective



Strip out all unnecessary data to ensure your database remains highly relevant and easy to
scale



Approach data from the standpoint of how you will interpret it, not from the individual piece
of data perspective



As data can be pretty ubiquitous make sure the data being gathered will provide you with a
competitive edge and USP



Are the KPIs you have defined specific to performance marketing or are they also being used
elsewhere? If yes, by whom and in what context



Are they KPIs that are common in the industry section in which you work so that you can
benchmark against competitors?
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Just from working through this process, three key issues have presented themselves as needing to be
addressed. Firstly, data and the need to know the how, the why and the what before you start creating
it. Secondly, the need to be sure you are measuring the right data and being clear about the benefits
of doing so. Lastly, the need to put in place KPIs. Don’t be afraid to consult with the networks about
what metrics they measure in order to help you do this. If they only measure two elements of what
you want to focus on, what does that mean for your strategy and how do you envisage it developing
over the coming months and years?

Once you have the foundations of your strategy in place, you need to start thinking about how to
extract value from it. As marketing looks to make itself more relevant to consumers, data by itself isn't
enough. To turn data into gold, advertisers must have the right infrastructure in place, one that is
geared towards helping them to integrate information. It’s especially true as data becomes more
fragmented. Content is no longer just numbers-based, but includes videos, likes, tweets etc. If you are
looking to analyse structured and unstructured data together, a classical SQL database simply isn't
enough. It won't generate the insights you need. You also need to be sure to set up your underlying
database infrastructure in a way that allows you to easily pull in new data from external sources and
start to enhance your dataset.

You should consider if you need a dedicated business intelligence team or if you have the skills within
your department. There has been a lot written about how people who can draw insights from data
will see their value in the job market skyrocket over the coming years and it’s true. Data is
meaningless unless it is interpreted and so whilst it is important to consider data from a business and
logistics perspective, interpretation skills is a key area that shouldn’t be overlooked. It’s a task that
cannot typically be done by a Key Account or Sales Manager.

Think about how you visualise your date. It is important to generate knowledge, but the best way of
bringing that to life and understanding the impact of those insights on your business is to utilise
visuals. They can come in the form of infographics rather than traditional excel graphs and give some
real context. The key is to present value not numbers.
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Once you’ve started to build the data, it is really key that you continue to link back to the objectives
you set out in the first place. It can sometimes be tempting to chop and change the reports, analysis
and KPIs if you feel that they aren’t generating the results you want. Retaining consistency is
important and often there may well be external environmental factors impacting the data.
Understand these factors enables you to build a more robust performance marketing programme.
The key is to pull the data needed in the right format as discussed above. It’s always easy to write new
reports or analysis, but hard to change the fundamental structure of your database.

It is important to regularly review the analysis and reports as well as your KPIs. Don’t just do it
internally, also work with publishers and the network to see what’s happening at regular intervals.
Knowing when you have enough data to start drawing conclusions from your analysis can be tricky.
Naturally it depends on your business sector and how you measure success. There is not a one size
fits all approach. Your network will be able to offer guidance to enable you to capture peaks in activity
that might be driven by a particular event such as the Olympics or Jubilee. It’s also possible to record
environmental factors such as weather or world events. This overview enables more intelligent and
meaningful insights to be drawn from the data through your analysis and KPIs. The longer you
capture data for, the more likely you are to pick out trends.

ii
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Following the steps outlined above will help you to understand what is impacting conversions and
how you can best influence them as well as better getting to grips with factors outside of your control.
Consistency is key and if you keep chopping and changing your metrics, the picture the data builds
will be incoherent and unusable. Again key here is to think from the end-result first when developing
your Business Intelligence or Customer Insights Strategy.

There is a lot of talk in the market place about using data to personalise the customer experience, but
we aren’t seeing this as a mass market trend. Unless customers have given their explicit consent to be
targeted at an individual level via logging into a service, for example, they may not welcome such
individual attention. Instead advertisers can build up cluster profiles and use the information to target
customers at a higher level.

iii

Source: PEW Institute – PIP Serach Engine Use 2012, U.S.

The value data offers needs to be clearly communicated. Increased company efficiency is certainly
not a primary concern for the consumer. The mantra here in the industry “gather as much as you can
and think about what you can do with it later” is dangerous and short sighted. Rather than
personalising communication down to the nth degree, think about how data can make your
marketing communications more relevant.
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Generating data for the sake of it is a fruitless task. It must be strategic, add value and also be
consistent. Performance marketing is a much younger discipline than many other marketing channels
and as such it is still evolving to create benchmarks and standardisation. Unlike other channels, it is
directly measureable, but all too often organisations don’t take advantage of this.

The networks can’t do it alone. It needs to be a collaborative process between all involved including
advertisers, publishers and networks. Publishers are a really important piece of the jigsaw puzzle as
they have the biggest and broadest data sets. They can add a lot of value to benchmarking and
reporting., but they need to see the value for them of doing this. Therefore, it is really important for all
concerned that data and its value is the trigger for the industry. All involved should be working more
collaboratively together to drive the real value of data forwad.

1

Source. 2011 IDC Digital Universe Study (2011/6). 2015 data estimated by IDC. MIC "Information

Distribution Censcus".
1

Source. affilinet.

1

Source. PEW Institute - PIP Search Engine Use 2012, U.S.
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Analytics is arguably the most important part of any project! After all, you can’t tell where you should
be going if you don’t know where you are.

The emphasis of performance marketing revolves around being paid on performance only. It makes
for an excellent choice of promotion for advertisers and just as good an option for publishers to
engage their visitors with relevant promotions. However, without strong and accurate analysis it is
almost impossible for advertisers and afﬁliates to improve their performance, which is of course the
ultimate shared goal.

Everybody knows that there are no guarantees with any projects, which proves the strong need for
analysis. Many companies still see data analysis as a secondary process, to be completed
occasionally, and ﬁnd it hard to spend much time keeping tabs on what is going on with their website.

Even businesses that do set up analytics software, often miss out on the importance of keeping track
of this data. Over time, the beneﬁts of analysing trends can be easily lost.
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Targets and goals are vital when it comes to web analytics. They are essential for ensuring that your
business stays on track and should be regularly reviewed in organisational planning meetings. The
most simple and important goals are to decide what your website is, what your products are and
what you do in your business to generate proﬁt.

Your overall business goal should be clear, deﬁned and focused in order to get the best results. Can
you answer the question “So, what does your website do?” in 20 words?

Deciding on a goal for your website helps the rest of your business work towards an objective with a
strong sense of direction. It is then advantageous to set targets within clear time frames to achieve
your goal. The web is constantly changing, so most online businesses ﬁnd that it is a good idea to set
short-term achievable targets (around six months). Then set bigger goals that allow room for
stretching your team's efforts to achieve things that you may at ﬁrst see as a long way off.



Focus and deﬁne strategies for development which are clear to everyone in the organisation



Create a culture of teamwork and encourage employees to be accountable for their actions



Are the tiebreakers for discussions when people get tied up in new ideas and start to go off
track?



Allow management to decide where money and resources should go



Aid with the measurement of performance on an individual and overall basis

When goals and targets are used well in conjunction with web analytics you will see big changes in the
efﬁciency of your business and everyone within it.

When used correctly, analytics should aid the deﬁnition and creation of goals. You’ll be able to make
good decisions, monitor the gradual performance of your business and eventually produce results
that are in line with your overall objectives.
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Many websites will use the same metrics to analyse how well they are doing as a business. Different
Key Performance Indicators (KPIs) will appeal to different websites and businesses, but the overall
point to remember for any website is:

KPI analysis is most valuable when multiple metrics are segmented, tracked, analysed and viewed in
context.

It is common to think there is a “most important KPI”, which everyone should put in front of other
metrics and obsess over (the one most often used is conversion rate). It’s far more important to build
an overall picture of how your website or business is performing. Use a variety of metrics that are
tailored to your business and objectives.

Focus on one metric and you’ll miss a whole world of analytics that could do a lot more to help you
reach your goals. Remember that it is often only a minority of visitors who actually have the intent to
convert the way you want.

There will be a handful who are in limbo and can sway either way. The majority will be doing other
things such as comparing your site to the one they just came from/are going to. Lots will just be trying
to work out what the point of your website is and whether it relates to what they are looking for. If you
spend all your efforts on improving something like conversion rate, you can easily end up missing out
on your biggest market of visitors.
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Detailed but clear


Actionable



Targeted/segmented/focused (general KPI analysis doesn’t provide actionable data)



Speciﬁc to your business and objectives



Analysed in context



Goal orientated

The point of any analysis is to produce accurate results that are actionable. You need to be able to
draw something from your results and act on them, otherwise using analytics is futile. You can do this
by making sure that the ﬁrst thing you do is get an accurate knowledge of your business goals and the
objectives that you want to achieve through analysis. Identifying these goals will mean that you can
focus on the right KPIs and get the information you want from the data you gather.

i

Source. 2011 IDC Digital Universe Study (2011/6). 2015 data estimated by IDC. MIC
"Information Distribution Censcus".
ii
Source. affilinet.
iii
Source. PEW Institute - PIP Search Engine Use 2012, U.S.
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