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FOREWORD BY CHRIS JOHNSON 

 

PERFORMANCE MARKETING has, for the most part, become the Ψbuzz-

wordΩ surrounding Digital Marketing throughout 2010. Having worked 

ǿƛǘƘƛƴ ŀ ΨǇŀȅ-per-ǇŜǊŦƻǊƳŀƴŎŜΩ ƳƻŘŜƭ ŦƻǊ ƴǳƳŜǊƻǳǎ ȅŜŀǊǎΣ ǘƘŜ ǿƛŘŜǊ 

digital market has notably embraced the world of   ΨŀŦŦƛƭƛŀǘŜΩΣ ǇŀǊǘƭȅ ŘǳŜ 

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 many a marketing ŘƛǊŜŎǘƻǊΩǎ budget within the 

digital marketing arena. 

Our aim with the inaugural Affiliates4u tŜǊŦƻǊƳŀƴŎŜ aŀǊƪŜǘƛƴƎ DǳƛŘŜ ƛǎ ǘƻ ǇǊƻǾƛŘŜ ŀ ΨƻƴŜ-ǎǘƻǇΩ 

overview of digital channels perceived to be ǳƴŘŜǊ ǘƘŜ ΨtŜǊŦƻǊƳŀƴŎŜΩ ǳƳōǊŜƭƭŀΦ ²Ŝ ƘŀǾŜ ƛƴ-depth 

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 the affiliate channel. It also increases the awareness of the role of Networks 

within Performance, and what they can offer Advertisers and Publishers alike ς ranging from 

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

The Performance Marketing 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.  

Chris Johnson, Publisher, Affiliates4u.com 
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FOREWORD BY FLORIAN GRAMSHAMMER 

PERFORMANCE MARKETING is still a new concept to many 

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 multi-channel discipline. It has 

broadened considerably beyond affiliate and search -  it now permeates all forms of online 

marketing . In addition to this evolution, another change has been happening in tandem: namely the 

ōǊƻŀŘŜƴƛƴƎ ƻŦ ΨƻƴƭƛƴŜΩ ƳŀǊƪŜǘƛƴƎ ǘƻ ΨŘƛƎƛǘŀƭΩ ƳŀǊƪŜǘƛƴƎΦ ! ŎŀǇǘƛve audience is now not just chained to 

ŀ ŎƻƳǇǳǘŜǊΥ ǘƘŜȅ Ŏŀƴ ōŜ ƛƴ ǘƘŜƛǊ ƘƻƳŜǎΣ ŜƴƎŀƎƛƴƎ ƛƴ ƛƴǘŜǊŀŎǘƛǾŜ ŀŘǾŜǊǘƛǎƛƴƎ ǘƘǊƻǳƎƘ ǘƘŜƛǊ ¢±ΩǎΤ ǿƘŜƴ 

using their credit cards in-store, or on the go through their mobile phones. What marketers are 

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

ŎƻƴŦǳǎƛƻƴ ŀƴŘ ǿƘȅ ǇŜǊŦƻǊƳŀƴŎŜ ƳŀǊƪŜǘƛƴƎ ƛǎƴΩǘ ŀƭǿŀȅǎ ǳǎŜŘ ǘƻ ƛǘǎ Ŧǳƭƭ ǇƻǘŜƴǘƛŀƭΦ  

  

As with all marketing, each brand (and product) will react differently to the marketing mix. Different 

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 available ς the right mix 

and balance of which absolutely will make a difference to marketing returns.  Almost 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 knows what it will 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 Gramshammer, Country Manager UK, Commission Junction 
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FOREWORD BY MATTHEW WOOD 

COLLABORATIVE work between Advertisers, Publishers and 

Partners continues to drive innovation within Performance Marketing. 

Included in this guide are Innovations, technologies or strategies that 

are being put into action today that simply did not exist for us this time 

ƭŀǎǘ ȅŜŀǊΦ LǘΩǎ ƛƳǇŜǊŀǘƛǾŜ ƛƴ ǘƘƛǎ ŜǾŜǊ ŜǾƻƭǾƛƴƎΣ incomparable channel that those working within it 

understand the complexities and opportunities of these new and existing internal channels. By doing 

so they will be able embrace each one effectively within their activity and with sound execution 

maximise their own effectiveness. 

At Affiliates4u, we are excited 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 

ŀƴ ŀƴƴǳŀƭ Ƴǳǎǘ ǊŜŀŘ ΨtŜǊŦƻǊƳŀƴŎŜ aŀrketing BibleΩ.  Eventually becoming the first point of call 

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

of the curve. 

Matthew Wood, Founder, Affiliates4u.com 
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FROM AFFILIATE TO PERFORMANCE 

 
Affiliate maǊƪŜǘƛƴƎ Ƙŀǎ ŎƻƳŜ ŀ ƭƻƴƎ ǿŀȅ ǎƛƴŎŜ ǘƘŜ ƭŀǳƴŎƘ ƻŦ !ƳŀȊƻƴΩǎ ŀǎǎƻŎƛŀǘŜ ǇǊƻƎǊŀƳƳŜ ŀƭƭ ǘƘƻǎŜ 

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 multi-billion pound industry 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 the early days, 

affiliate marketing now plays an integral part in the majority of online marketing plans, and over the 

years its evolution has driven both significant ROI and marketing perception, contributing to the 

growth of many organisations, including Amazon, eBay and Google. 

 

hƴ ŎƭƻǎŜǊ ƛƴǎǇŜŎǘƛƻƴΣ ǘƘŜ ŎƘŀƴƴŜƭΩǎ ƻǿƴ ǎǳŎŎŜǎǎ Ŏŀƴ ōŜ ŀǘǘǊƛōǳǘŜŘ ǘƻ ǘƘǊŜŜ ƪŜȅ ŦŀŎǘƻǊǎΥ  

 

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

- the ease of access to networks of affiliates willing to work as an extended, commission-

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 

denying 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 explicit control over their customer 

acquisition budget.   In turn, it also led to the birth of affiliate networks to facilitate relationships 

ōŜǘǿŜŜƴ ōǊŀƴŘǎ ŀƴŘ ǘƘŜƛǊ ΨǾƛǊǘǳŀƭ ǎŀƭŜǎ ŦƻǊŎŜΩΣ ŀƴŘ ǘƻ ǇǊƻǾƛŘŜ ŀŘǾŜǊǘƛǎŜǊǎ ŀƴŘ ŀŦŦƛƭƛŀǘŜǎ ǿƛǘƘ 

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

 

IƻǿŜǾŜǊΣ ǊŜǎǇƻƴǎƛōƛƭƛǘȅ ŀǎƛŘŜΣ ŀŦŦƛƭƛŀǘŜ ƳŀǊƪŜǘƛƴƎΩǎ ƻǿƴ ŘŜƭƛǾŜǊȅ Ƙŀǎ ŎƻƴǘƛƴǳŜŘ ǘƻ ŜǾƻƭǾŜ ŀƴŘ 

mature. It is not just about gap-filling or reaching the long-tail of online marketing (albeit it facilitates 

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 banners, 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.   

 

{ƻ ƛǘΩǎ fair to say that affiliate marketing has pioneered a whole new way of looking at the digital 

ǎǇŀŎŜΣ ƛŦ ƴƻǘ ǘƘŜ ǿƛŘŜǊ ƳŀǊƪŜǘƛƴƎ ŀǊŜƴŀΤ ƻǇŜƴƛƴƎ ƳŀǊƪŜǘŜǊǎΩ ƳƛƴŘǎ ǘƻ ǘƘŜ ǊŜŀƭƳǎ ƻŦ Ǉƻǎǎƛōƛƭƛǘȅ ŀŎǊƻǎǎ 

all digital media channels and, most importantly, for the whole delivery mechanism to be held to 

account.  From Affiliate Marketing, we now embrace Performance Marketing. 

 
Performance Marketing is about truly being able to measure contribution;  about understanding 

what instigated, facilitated and converted clicks to 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, I do believe we are only just at the tip of the iceberg for 

Performance Marketing - there is still so much more to come from this channel.  In fact, I suspect the 

next year or so will play out three-fold; through convergence buying, niche selling and continued 

innovation.   

 

!ƴŘΣ ƻƪŀȅΣ ǿŜΩǾŜ ǘŀƭƪŜŘ ŀōƻǳǘ ƛǘ ƭƻƴƎ ŜƴƻǳƎƘΣ ōǳǘ Mobile will also continue to grow from strength to 

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 social environments.   Affiliates are already profiting on a CPA basic across Mobile, 

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

agencies have also emerged to target this one sector more specifically.   Perhaps the next step will 

be the launch of a Mobile affiliate network?   

 

.ǳǘ ƛǘΩǎ ƴƻǘ ƻƴƭȅ ǎŜŎǘƻǊ-specific networks that may appear.  I believe we will continue to see more 

and more multi-media platforms emerging; positioned primly to manage all aspects of Performance 

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 and relationships, 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 I still expect more to evolve from this 

space, from more group-buying opportunities to demographically-driven voucher codes and 

availability-driven real-time deal placements.  As access to advertiser data further improves, along 

ǿƛǘƘ ƳŜŘƛŀ ǇŀǊǘƴŜǊǎΩ ŀōƛƭƛǘȅ ǘƻ ŦŀŎƛƭƛǘŀǘŜ ŀutomated updates, real-time search and placement will 

also start to flourish. 

 

{ƻ ǘƻ ŎƻƴŎƭǳŘŜΣ ǘƘŜǊŜΩǎ ƴƻ ŘŜƴȅƛƴƎ ǘƘŀǘ ǘƘŜ ǿŜō ƛǎ ƎŜǘǘƛƴƎ ƳƻǊŜ ŎƻƳǇƭŜȄ ŀƴŘ Ƴǳƭǘƛ-faceted. 

Companies are all striving for the next platform to advertise on, the next sector to emerge 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 marketing plan.  Performance Marketing is 

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

 
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 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 is split into Paid 

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

natural listings.   

 

 

 

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

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

SEO  

Listings  

PPC Listings  


