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FORRWORD BYCHRISIOHNSON

PERFORMANCE MARKETINgS, for the most part, become thuzz
wordQsurrounding Digital Marketing throughout 2010. Having work
GAGKAY-petLISWEIRANX | yOSQ Y2RSt  F2NJ
digital market has notably embracedetworld of WFFA € Al (0 S

SI N&E Z
dzS

to the tightening of budgets and scrutiny of spend from all quarters.

It is how affiliates have adapted, innovated and expanded their reach into other Performance
Marketing channels that has opened the eyes of manyaketingR A NB GudgeNdkEn the

digital marketingarena.

Our aim with the inaugurahffiliates4ut SNIF 2 NXY I yOS al NJ S Ay 3 -aDid2ALEKS A &
overview of digital channelperceived to bedzy RS NJ (G KS Wt SNJF 2 N | ydéhQ dzY 6 NX
sections on Search Marketing, Display Marketing, Mobile, Social, Retargeting and an expanded

section on Affiliate Marketing.

The extended section on Affiliate Marketing is a useful resource for anyone starting out or becoming
increasingly aware of theffiliate channel. It also increases the awareness of the role of Networks
within Performance and what they can offer Advertiseiand Publishers alikg ranging from

Vouchers, Product Feeds, Deeplinking, Analysis and Tracking Solutions.

The Performance Marketg Guide can also be used as an insight for Advertisers on the

considerations needed when launching within one or more of these dynamic marketing channels.

ChrisJohnson Publisher Affiliates4u.com

G commission juaction

FOUND., QY G @ Tttt (jexistem (e, tOtalds sommiae

EOIR  | FusePump () offiliner UNwebgains  LinkShare- TOP[I.com

e ) . Nm m ValoeCick JZOm tmatic

media
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FORBWORD BYH.ORIANSRAMSHAMMR

PERFORMANM®ARKETINGstill a new concept to many v -

marketers. Driven by online marketing, with new tracking and
measurability functionality available, performance marketing was an

innovation 12 years ago and continues to be so today.

Performance marketing is now truly a medtiannel discipline. It s

broadened considerably beyond affiliate and searéhnow permeates all forms of online

marketing . In addition to this evolution, another change has been happening in tandem: namely the
ONBI RSYAy3a 2F W2yt AySQ YI NdaBdiekcg 8 nol Aot jUstchamhddio £ Q Y I
I 02YLJzi SNY GKS& OFly 6S Ay GKSANI K2YSaz Sy3dl 3Iry:
using their credit cards istore,or on the go through their mobile phones. What marketers are

dealing with now arenultiple options of multiple channels. So it is easy to understand why there is

O2y TdzaA2y YR 6Ké LISNF2NXIEyOS YIENYSGAYyI AayQd ¢

As with all marketing, each brand (and product) will react differently to the marketingDifierent
companies will also have different internal set ups making it easier or more difficult to adopt
changing marketing practises. This guide is essentially a list of all options av@atlabléght mix
and balance of which absolutelyill make adifference to marketing returnsAlmost all brands now
engage in some form of performance marketing and we expect to see this grow with the early

adopters paving the way for other marketers to follow.

This is a very exciting space to be in, who knowatwwill look like in another decade? What is

certain is that it will continue to evolve and become the norm for all marketers, across the board.

Florian GramshammeiCountry Manager UKCommission Junction

jcommission junction
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FORBWORD BWMATTHEWNVOOD

COLLABORATI\iEzk betwveen Advertisers, Bblishersand

Partnerscontinues to drive innovation within Performance Marketing.

Included in this guide are Innovations, technologies or strategies tha
are being puinto action todaythat simply did not exist for us this time |
frad &SN LGQa A Y Litomdparabl@®anheythaiithodedvorng Bitkih i 32 t OA y =
understand the complexities and opportunities of these new and exigtiegnal channelsBy doing

sothey will be able embrace each oeéectively within their activity and with sound execution

maximisetheir own effectiveness.

At Affiliates4u, we areexcited to be launching the Performance Marketing Guide with the support of
Commission Junction as a complimentary resource, and fully intend to expand and make the guide
L'y Fyydzf Ydzald NietingBibk® BratfuglNbedoniitl® first point of call

when looking to understand the complexities of Performance Marketing, and importantly stay ahead

of the curve.

Matthew Wood, Founder, Affiliates4dicom
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FROM AFFILIATE TO PERFORMANCE

AffiliatemaN SGAy 3 KIFa O02YS | f2y3 gte& airyoS GKS I dzyO
years ago. It has evolved from a young, entrepreneurial network of eager individuals seeking out

new ways to earn money online, to a fully fledged mhilion pound irdustry in its own right with,

according to a recent market evaluation, more than £4.5billion online sales expected to be

attributed to the channel in 2010 alone.

Where once it may have been viewed as a quirky way to drive a few extra pounds in theagatly d
affiliate marketing now plays an integral part in the majority of online marketing plans, and over the
years its evolution has driven both significant ROl and marketing perception, contributing to the
growth of many organisations, including AmazoragBnd Google.

z A

hy Of 2aSNJ AyalLlSoirazys (K OKIyyStQa 2¢6y adz00Saa

- the adoption of a very simple, yet effective, play-performance model

- the ease of access to networks of affiliates willing to work as an extendadmisssion
based sales team

- the innovation and agility of the affiliates themselves to continually evolve new ways to

reach out to prospective customers

Whilst paying on performance is not an invention of affiliate marketing per se, there is equally no
dernying that the adoption of this model online pioneered the way for digital marketing to become

truly accountable. It allowed advertisers to pay against a very specific metric; work to budgets

where they could calculate ROI to the last penny; and have oitxpbntrol over their customer

acquisition budget. In turn, it also led to the birth of affiliate networks to facilitate relationships
0SG6SSy oNryRA YR GKSANI W@A NI dz- € alrftsSa F2NDSC

platforms to not only onnect, but to track and manage payments down the line as well.

| 26 SOSNE NBaLRyaAoAtAdGe |aARSET FTFFALALIGS YINJSI
mature. It is not just about gafilling or reaching the longgil of online marketing (albeit fiacilitates

these areas exceptionally well), this is now far from the case. The channel has propelled online
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advertising into a new era, one of strategic, intuitive and innovative marketing. No longer a silo
business that once revolved around a few bars, websites and reports, affiliate marketing now

represents a broad spectrum of media channels, spread far and wide, with new and emerging
platforms such as mobile, social media and even offline promotions all playing a bigger part in it

now.

{ 2 faint@say that affiliate marketing has pioneered a whole new way of looking at the digital
aLJ OS> AF y20 GKS 6ARSNIYFENLSGAYT INBYIT 2LISYyAy:
all digital media channels and, most importantly, for theolehdelivery mechanism to be held to

account. From Affiliate Marketing, we now embraerformance Marketing

Performance Marketings about truly being able to measure contribution; about understanding
what instigated, facilitated and converted clicks a merchant site and rewarding accordingly,
whether it be through the traditional last click earns or through value attribution. However, although
the model is now firmly in our grasp, | do believe we are only just at the tip of the iceberg for
Performarce Marketing there is still so much more to come from this channel. In fact, | suspect the
next year or so will play out thre®ld; through convergence buying, niche selling and continued

innovation.

YR 21Fe&z 6SQ@S 1l f (Mdlle willaBodzantinidito gro® §fam stieyigthdad K~ 0 ¢
strength as an abundance of smart phones continue to enter the market, mobile networks are
offering more affordable web packages, improving 3G coverage and more wireless hubs are
materialising in socialrironments. Affiliates are already profiting on a CPA basic across Mobile,

from search marketing and voucher codes, to-itdélds and apps. But, more recently, niche Mobile

agencies have also emerged to target this one sector more specifically. pPeheanext step will

be the launch of a Mobile affiliate network?

. dzi A G Qa yspdrific hgfiorks thatShiayi appehr. | believe we will continue to see more
and more multimedia platforms emerging; positioned primly to manage all aspects idbrireance
Marketing, uniting the business model across all forms of media, both on and offline. If the industry

is prepared to shift in how it has habitually existed, these technologies will then give advertisers
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even greater control of their campaigns arelationships, and will once more exemplify the whole

performance model ethos.

Drilling down specifically into other possible areas of growth, the recession has no doubt helped to
channel users down the voucher code/coupon path; however | still exper tocevolve from this
space, from more groupuying opportunities to demographicaltyriven voucher codes and
availabilitydriven realtime deal placements. As access to advertiser data further improves, along
gAGK YSRALI LI NIy S Nirnted updafes, iedimeisearctF andpaceinént wils |

also start to flourish.

{2 G2 02y O0OfdRS: GKSNBQa y2 RSye&ay3a ifateied G KS o
Companies are all striving for the next platform to advertise on, the next sectomeyge and the

latest partner to work with. However, alongside this, our focus on full return on investment
continues to get stronger and stronger, with measurement of cost and impact along the way
becoming more and more integral to each and every markeitagn. Performance Marketing is

therefore an open door for digital marketing to be truly held to account.
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SFARCHAIARKETING

Search Engine Marketing (SEM) is made up of Pay Per Click (PPC) and Search Engine Optimisation
(SEO). The aim of these pesses 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 highijyued area for merchants 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 isodpaidnt

Search (PPC) and Natural Search (SEO), the red boxes show paid listings and the blue box show

natural listings.

PPC Listings

SEO

Listings

Search marketing is constantly evolving, search engines continue to develop new innovations and

change the way that they classiiiebsites and display the positioning of your site, mix this with your
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