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Roundtable Briefing, November 2005
1. Introduction
This is a summary from E-consultancy’s roundtable on Affiliate Marketing. We run four roundtables a month for our corporate members, covering a range of topics relating to internet marketing and e-commerce. If you are interested in attending a roundtable, please contact us on +44 (0) 207 681 4053 or Peter@e-consultancy.com. 

E-consultancy URL: http://www.e-consultancy.com 
2. Companies in attendance

· Affilinet

· AXA-PPP

· British Gas (House.co.uk)

· Carphone Warehouse

· Commission Junction

· Ebay

· Ebusiness assist UK

· Kelkoo

· Online Media Group

· Opodo

· Orange

· TradeDdoubler
3. Summary of Key Points from Roundtable Discussion
· When it comes to attributing a sale or lead, attendees said that both first and last cookie were possible solutions.
· ‘Last cookie wins’ has been driven by clients in an effort to attribute the sale to only one source. It’s easy and it’s logical, but it’s not a true reflection of the customer’s path to purchase, form fill or lead etc. 

· ‘First cookie wins’ is how some organisations are now focusing and this is based on the fact that they are attributing the initial search to the sale. 

· First Cookie is being used as the measure of lifetime value.
· Investment is needed in underlying analytics to assist and inform the path/journey to final sale.

· Attendees agreed that ‘understanding the buying process’ is the only way to inform or resolve the ‘cookie wins’ issue, at least until tracking issues are resolved or improved. 
The following needs to be taken into account for more accurate allocation of ROI:
· Most users will do a fair amount of research on a product before purchasing and obviously the purchase process has much to do with the final sale.
· You need to accept an overlap of attributable media to the sale.
· Potential for double counting is a big issue as post impression tracking cookies could account for the same product, so you need to de-dupe properly to give clarity.
· Affiliate marketing favours search as the affiliates spend a large proportion of their income on paid search activity, which in turn, is driving up search spend statistics, making search look even more attractive.
· Attendees agreed that there is a need for more research in the affiliate marketing channel. There’s very little in the way of research on the lifetime value of shopping comparison versus paid search versus affiliate versus loyal customers.
· In terms of commission, merchants expressed the following: 

· Merchants offer both CPC and CPA, as well as a hybrid model. 

· Merchants often have a budget for fun days for affiliates which gives them the time to meet, discuss and have fun at the same time. However, an increase in commission is better for driving performance based on base targets and uplift.

· Affiliates should be treated as an extended sales force. This will reduce the number of issues and could result in them working harder.
· Both 30-day trial and 30-day cookies pose issues for Affiliates in terms of getting credited for the initial lead/purchase.
· Is it right that affiliates should be paid the same amount for more effort? Some Affiliates put in a large amount of time in building their sites to assist the client brand, whilst others just spend on search, yet both will receive the same fee.
· From an Affiliate perspective, the Affiliate only profits once from the referral, whereas the clients gain from lifetime value. Therefore Affiliates feel that:

· Bounties of CPA should reflect the value of the affiliate and the potential lifetime value of the lead.

· Affiliates may be willing to accept a lower commission in exchange for URL or other schemes which generate lifetime value for the Affiliate or returning customers which also improves retention strategies for the Affiliate and therefore potentially the client.

· A monthly incentive is better than a quarterly one as it offers the affiliate better planning of how they use the budget (paid search etc.).
· Grading of affiliates would be good for the industry. Offering a tiered structure of affiliates based on several criteria would make it easier for networks and clients to distinguish between them. It was noted that:
· To assist a potential tiered structure, a valid scorecard/KPI should be developed,  based on level of service and reach etc. Retain respect for the smaller affiliates as they could be the future big ones.
· There’s a big difference between the hobbyists and the more time intensive built up and branded sites whose affiliate owners are usually more creative and responsive.  
· An affiliate bartering/bidding system could also be offered. 
· Clients and Affiliates:
· Lack of experience contributes to current issues as most clients don’t know the value of their customers and are happy to see just sales. They’re amazed by the online channel but unfortunately it’s all short term gain. 
· Clients need to be more focused in developing a business case for affiliate marketing.
· Clients appear more open to share specific and sensitive information with key publishers rather than all of them. So it may be that clients should work towards understanding their key affiliates.
· Don’t spread the affiliate network too wide as it dilutes the strength of the affiliates and creates more work in managing the number of affiliates involved. Better to be focused with a smaller number of reliable Affiliates. It’s the 95/5 rule, wouldn’t you rather have 20 consistently performing Affiliates rather than 200? 
· Affiliates should be thought of in terms of other ways to cleverly market your products rather than just a way to promote your products.
· Communication between Clients, Networks and Affiliates is not easy. It is resource intensive, as is building the relationships with key affiliates. Most agreed that events are definitely helpful in this process. Communication is a key factor in the maturity of  Affiliate Marketing as are the following points which were raised:
· Shielding of merchants by networks is not good for merchants, nor for the growth of affiliates. All parties involved should contribute, as open communications will result in more effective campaigns, increasing sales and lead generation.
· Affiliates need to be made aware of when client marketing activity is scheduled so that they can assist and be pro-active with their sites rather than re-active. 
· Timing of communications – don’t email Affiliates on a Friday. Do let them know when you (Client/Network) are away on holiday or out of the office for a few days, as the lack of communication can be frustrating and lead to missed opportunities
· MSN Messenger is a great communications tool for communicating with Affiliates, much better than email for short but fast correspondence
· Strict guidelines and policies are required for any affiliate scheme/program. There needs to be a set of rules which should include the following:
· Decide who is responsible for managing the affiliate.
· Avoid screen scraping, consider developing content authorised for use by the affiliates. It depends on the sector and legal obviously, but it would reduce issues in terms of brand, tone of voice, misrepresentation etc. Often logos are screen captures because they are not provided which leads to lack of quality in imagery and branding.

· XML content can assist with direct feeds to the affiliate, speeding up the process.
· IPR needs to be part of the communication process, brand and content guidelines should be provided using a secure online resource.
· Where should the line be drawn between the real site and the site driving traffic? Should there be disclaimers for instance? There needs to be education and understanding of the brand and legal positioning of Affiliate sites.
· Is it communities versus merchants?  When looking at a potential affiliate program, consider editorial, blogs and forums, rather than just a copy of your (the  merchant) website.
· Plan and have publishers work with you to support your effort not conflict.
· Keywords/phrases are key for SEO as well as PPC, don’t leave the affiliates to do their own research and develop keywords which could result in the publisher bidding on the same term and increasing the cost. Also beware of networks that could be bidding on PPC which the Affiliate or merchant could already be 
bidding on.
· Remember that multiple keywords can be split or shared with key affiliates.
· Ensure Affiliates are aware of changes to creative, is it most recent? Product feeds – are they in stock? Etc.
· In discussing the topic of policing it was felt that there should be a total non-compliance program, a naming and shaming within the industry of fraudulent affiliates.
· Google has a fairly good policing policy whereas Overture’s seems less so. That said, it all appears to be linked to PPC spend, the more you spend, the better the service.
· Future trends and developments in Affiliate marketing may well include:

· Development of an Affiliate Association (as there is now with Search and Web Analytics) – consisting of key advertisers, key publishers and key merchants. Industry guidelines would provide transparency and maturity of the affiliate medium.

· In the future we will see publishers working more with advertisers. There will be smaller, more focused networks, possibly vertical specialisms, offering consistently better traffic, quality rather than quantity.
· Improved technology of how networks work with Affiliates, intelligence of what they receive, self selection of information, contextualisation, bridging on and offline.

· Other areas which will be impacted by Affiliates will be e-coupons, pay per call, mobile access – PDA, TV etc. and the increased use of offline budgets.
4. Useful links:
Affiliate Marketing Networks – A Buyer’s Guide (2005), E-consultancy

http://www.e-consultancy.com/publications/affiliate-marketing-networks-2005/
Affiliate Marketing Forum
http://www.a4uforum.co.uk/
TradeDoubler Tracker - monthly report detailing online sales volumes and trends across Europe

http://www.tradedoubler.co.uk/pan/public/about/news/tracker 
Super affiliate marketing - the Vinny Lingham interview
http://www.e-consultancy.com/newsfeatures/newsletter/2348/super-affiliate-marketing-the-vinny-lingham-interview.html
Affilinet –  affiliate marketing network
http://www/affili.net
Commission Junction –  affiliate marketing network

http://www.cj.com/home.jsp
Online Media Group –  specialises in CPA and CPC Pay for Performance Advertising
http://www.onlinemediagroup.co.uk/
TradeDoubler –  affiliate marketing network
http://www.tradedoubler.co.uk/
Next Affiliate Marketing roundtable February 23rd 2006. 

Check our events calendar here:
http://www.e-consultancy.com/about/roundtables.asp
Training (from E-consultancy)

Affiliate Marketing – June 2006 – call Craig Hanna – 020 7681 4052

5. About E-consultancy

http://www.e-consultancy.com/about/
E-consultancy is the UK’s leading online publisher of best practice internet marketing reports, research and how-to guides. It also publishes buyer’s guides and has a directory of 100,000+ third party internet marketing white papers.

Since moving to a paid-content model in 2003 E-consultancy has amassed thousands of paying subscribers, more than 30,000 registered users and 135,000 unique users sessions per month. Its weekly newsletter is sent to 18,000 users. Subscribers pay from £99 per year to access the exclusive and highly practical content, which helps internet marketers get the most out of their websites.

E-consultancy has around 70 events lined up for 2005, including roundtables and monthly ‘Supplier Showcases’, where six suppliers pitch to an audience of up to 100 pre-qualified buyers in a Central London venue. E-consultancy also provides a range of in-house training programmes, such as seminars and workshops.

6. Contact
If you would like to know more about corporate membership and our roundtables then please contact us on +44 207 681 4053 or Peter@e-consultancy.com. 

E-consultancy URL: http://www.e-consultancy.com 
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