
KE | Kevin Edwards
Strategy Director,
Digital Window

JN | Julia Nisted
European Affiliate Manager,
eBay

MP | Marina Pettengell
Partnerships Manager,
Vouchercodes.co.uk

NB | Naomi Brown
Online Marketing Manager,
Firebox.com

JS | Julia Stent
Partnerships Manager,
Top10.com

MB | Matt Bailey
Independent Performance
Marketing Consultant

RF | Roz Fenwick
Head of Account Management,
buy.at

HS | Helen Southgate
Senior Online Marketing Manager,
Sky

TY | Tom Young
Partnerships Manager,
Egg credit cards at Citibank

MJ | Mark Joseph
Affiliate Director,
Steak Digital

TJ | Tina Judic
Managing Director,
Artemis 8

Digital Window Round Table

Digital Window hosted its first Round Table discussion at St Martins Lane Hotel on July 13th 2010. 
The event facilitated discussions between leading members of the affiliate community regarding 
the most pertinent industry topics.

13th July 2010

operating as divisions of Digital Window Ltd.



I think the last couple of years have been really positive for affiliate marketing but I’d 
really like to see some new types of affiliates starting to come through.

There are new models coming through within the performance sector. For example, search 
being done on a performance basis rather than a percentage of ad-spend basis.

That’s probably one of the most interesting things about the stage that we’re at, it’s more the 
evolution of the companies themselves. So whereas before you might have a hundred guys 
working freelance, perhaps developing sites or working in very small companies, now it’s a lot 
more about larger companies where you’ve got twenty, thirty, fifty people working in central 
London or another big city, and developing lots of different web properties. It’s within those 
companies that the innovation is going to have the highest chance to grow.

Another change I’ve seen is people moving away from traditional CPM advertising and taking 
up affiliate advertising on their sites, like at the traditional old media they’re now actually 
considering affiliate marketing whereas they haven’t done before.  I think the recession certainly 
has made people look to affiliate marketing whereas perhaps they wouldn’t have ever 
considered it before.

We’ve moved away, internally, from looking at affiliate marketing as a channel. We no longer 
stick to that as a stand-alone channel called affiliates. It now is performance marketing emails 
and it’s performance marketing comparison sites and cash-back sites etc. etc. But the way in 
which we look at things is that we all know that if you did a brand search campaign you’re 
paying very small amount of cost per click, you’re not going to drive any sales by doing that. 
You are taking people that are already aware of your brand, that are considering your brand, 
and converting them into a sale. So why do we not plan things with our email affiliates in line 
with our search affiliates? And that’s the strategy that we’ve always taken, so I’d be comfortable 
saying that my Chief Marketing Officer would look at affiliate marketing and understand what 
we’re doing within that channel.

Affiliate companies are probably at the peak of where they’ve ever been in terms of their 
reputation.  We’ll regularly meet with senior directors at different companies, talk about their 
wider online strategy and how we can be a part of that.  We’re getting budgets that would 
alternatively have been going to TV; perhaps five years ago you would never have heard of 
something like that.

Affiliates were always seen as a cheap channel, and now that it is massively professional and 
there are huge companies generating more traffic than a lot of the advertisers that they 
advertise, we’re in danger of not actually rewarding that value, continuing to pay low 
commissions when it doesn’t reflect the value that you’re getting from those really credible 
sites. I would push that back to advertisers; it’s about how you can take control and working
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with good networks that can help you with that control, but you also have a duty to reflect the 
quality of the affiliates that are driving you the traffic, good quality traffic.

I don’t think the industry publications particularly help us either. It’s very difficult to find pieces 
that are referencing affiliate marketing. It’s something that’s somewhat hidden and I fight a lot 
just to try and get some opinion pieces into these particular magazines. I think we 
probably need to try and engage with them to actually speak to the Marketing Directors, who 
don’t understand it. A perfect example is Facebook. Facebook is the thing of the moment. Talk 
about CPAs and affiliate marketing being seen as the long-tail and therefore the lower cost per 
acquisition. We’ve got clients who wanted to work with them across Facebook, because the 
Marketing Director wants to be on Facebook; it doesn’t matter necessarily what that return is or 
what you’re doing, he’s on Facebook, he gets that, he knows that that’s a good thing. He doesn’t 
know what you’re doing through the affiliate marketing aspect, which could be 95% of what 
you’re driving for them; for whatever reason, those sales aren’t as valuable and that is associated 
with what people perceive as affiliate marketing. 

It’s a very complex channel. Search and display are very easy concepts to grab ahold of. Talk to 
a Marketing Director, they can understand performance marketing, “I’m paying for sales that I 
get”. When you add in the complexity of affiliates bidding on PPC terms, voucher code sites and 
the nuances there, cash-back sites, it’s a very difficult concept overall to get your head around. 
I think whilst we may get frustrated about the coverage that occurs in the trade press, it’s a 
response to the fact that people don’t understand it. 

What if we made a pledge to never refer to affiliate marketing ever again? Let’s refer to it entirely 
as performance marketing!

It’s evolved considerably and I don’t want to introduce myself as a super-affiliate. I want to 
introduce myself as a performance-marketing company.

It’s always going to be performance based but think of all the branding opportunities and the 
value-add stuff that you don’t pay for.

You’re not literally just getting that sale. It’s likely you’re getting exposure on their sites, you’re 
getting banner space on their sites potentially, you’re getting the credit of the exposure of 
whatever they have on certain search terms, maybe you’re being sent out in a mass newsletter 
and you’re getting exposure to all of those eyeballs, all you have to pay for is when they make 
a sale.  I think that’s maybe something the channel as a whole needs to stand up and do; talk 
about the amount of traffic that’s going through and the amount of impressions that are going 
through, as well as just purely being about transactions.

When we report back to clients on our performance we put things like the number of eyeballs 
that they’ve been getting, the impressions that they’ve got on certain pages, maybe particular 
campaigns that we’ve done via social media and equate that back to the sales that we’ve 
delivered as part of that cost. It’s fantastic that we’re still counted within their marketing
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department as being a performance channel and they’re paying when we make sales, but 
having all of that kind of weighting behind us shows the value of what we’re doing beyond just 
simple sales.

Marketing Directors are fairly accustomed to handling that kind of information; you’ve got 1,000 
sales, by the way, all the traffic and impressions are free, that’s the kind of thing that a Marketing 
Director will like. 

We had a new business client and we were trying to get across what affiliate marketing is, and 
they wanted to bring up an affiliate placement in real-time.  I brought up a banner placement 
with some text links and they said, “Oh right, it’s a banner placement. It’s like display, is it?” I said, 
“yes, literally it’s just how it’s remunerated. You only pay for a sale, but in terms of the looks and 
aesthetics, it looks like a display placement.’” And then they finally got it.

Affiliates are becoming media partners, that’s something that we have to celebrate and we 
probably don’t do as much as we should do.

A lot of more traditional media players and media owners are moving towards the affiliate 
model, so you’re seeing the traditional online newspapers are desperately trying to monetise 
their online presence without putting up paywalls.

Looking  at the way we can take existing assets and monetise that on a performance basis, 
that’s one area that we’re quite keen to try and exploit.

Traditional and bigger digital media owners are definitely looking for closer affinity relationships, 
if you like.

We’ll see a new type of affiliate; ‘developer’ affiliates as merchants open up their data or API 
feeds.  I think we’ll see merchants looking to reward development of their assets on a 
performance basis.

Also, being able to take the online stuff mobile, so to have vouchers that you can go into a shop 
and scan a barcode and potentially be paid a CPA on it, I think is really interesting.

There are two major changes that we’ll see over the next twelve months. First of all changes in 
payment models, and initially that’s going to be a very disparate practice.  Secondly we’ll see 
a massive sway over towards mobile and a lot more of affiliate marketing being about mobile 
search, having sites that have mobile content and mobile applications.
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positive. They’re earning a lot more. And it’s meant that any affiliate that perhaps wasn’t sending 
us good quality traffic has either 1) stopped sending it or 2) they have really worked to try and 
improve.

So I guess really what you’re saying is yours was based on the value that sits around that click, 
whereas I guess the counter-argument is paying for the number of clicks that might drive a 
single sale, more of a multi-attribution model, which has been discussed a lot in the industry. 
What do you see as being the solution or the most likely winner of the two? 

I don’t think it’s as clear-cut as that. I think certainly for eBay it was pretty obvious when we 
looked at the data it wasn’t right to go down the multi-attribution per click basis. When we look 
at the data, there aren’t that many clicks in the chain. You’d just be splitting the money very 
finely.

The key to all the talk about new payment models is that the industry doesn’t collectively drive 
itself into one solution that’s designed to fit all programmes.  The key things are how to research 
this and come up with a payment solution for themselves, rather than having a one-size-fits-all 
cookie-cutter solution. 

From a client point of view, the reason I would do it is if I felt that there were affiliates losing out 
and not getting a good ROI because other affiliates were overwriting them. I don’t necessarily 
think that’s happening, because if it was I think a lot of affiliates wouldn’t exist. So do we actually 
need to do it?

If affiliates are driving traffic to you, if they’re not getting paid what they should, they’re still driv-
ing you that traffic. You’re just not paying for it.

My concern is they would stop.

But could they be offering your more traffic?

Has anyone proven that if anything like this were to come into place, there would be that huge 
long-tail of affiliates that would start driving more traffic to a merchant?

I think multi-attribution is an awful lot of effort for a very little reward.
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In November last year we changed our affiliate remuneration to pay per click, but the amount 
we pay per click depends on the quality of that traffic. The way we assess the quality is by a 
number of different factors, so the long-term value of a new user, if we know a new user that 
comes to eBay time and time again keeps spending, or we might also look at the short-term 
revenue. It’s looking at that incrementally.  In terms of the affiliate feedback it’s been incredibly
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When people talk about de-duplicating against natural search, or de-duplicating against their 
own in-house email campaigns, there are huge areas where affiliates are going to be involved 
in customer journeys and aren’t going to be seeing any kind of return for it unless some kind of 
multiple touch-point is looked at when attributing commission.

It’s more about looking at attribution across all digital channels, not just across affiliates. We 
think of the event and then how much we should pay for that event, and the event doesn’t 
necessarily have to be a sale so it could be you increased the value or the awareness of the 
brand, admittedly may be a little bit difficult to measure, but if you found some way of doing 
that you could factor that in to how much you pay that affiliate, it means that you then don’t 
have to go to the multi-attribution.

I still think, even when we get the data together there’ll be some leakage in terms of how true it 
is and how people convert. I know I convert at home, I’ll do research at work and I’ll potentially 
buy a product from home.

There are hundreds of other things that could influence this, so multiple browsers, offline 
advertising like you were talking about earlier Helen, but until we get to the point where we 
can actually put a cookie in someone’s head we’re never going to know all of that information.
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How important is the work of the IAB’s Affiliate Marketing 
Council in how you talk about affiliate marketing within your 
companies? 
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For people that don’t know enough about affiliate marketing, or are worried about aspects of it, 
having some regulation in place is hugely important.

It makes my life easier in that the whole industry’s going forward as opposed to just eBay 
having to do it all on its own, because that’s definitely where we want to take the industry as 
well.

When The IAB first kicked off, three, four years ago, there were five of us, all from networks, 
sitting in a room looking at each other rather nervously. Compare that to now when you’ve 
got three or four separate subcommittees working on topics each month and then once every 
other month there’s a meeting that now has about 50 people and that includes some very sen-
ior people from merchants, agencies, affiliates, networks, the whole spectrum working 
collaboratively on a lot of issues.

For example, just having the best practice for how to give compensation for affiliates, we’ll 
constantly cite back to the IAB website. It’s also really good to sell into merchants who might 
not be as educated.
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How do you see the current and future role of agencies in 
relation to networks? 

KE

I’ve always been an advocate of working with affiliate networks.  I think there’s a huge role for 
agencies to play, if merchants don’t have the resource internally, to understand the value of all 
of their different marketing channels. For the majority of agencies that’s where their area of 
specialism is. I don’t see that a lot of agencies are specialists in the provision of technology, 
which affiliate networks are.

The fragmentation into lots of smaller agency-run networks would be a bad thing for the 
industry. I don’t think it would benefit either merchants or affiliates. Agencies can bring a lot to 
the table in terms of extra resource and knowledge and hands-on management of 
programmes that maybe merchants wouldn’t have in house.

Where agencies can really add value to a client is when they do more than just affiliate 
marketing, so they look across everything, so much more of a strategic agency. And the way 
we’ve been talking about looking at all of online and going down the multi-attribution, I think 
that’s where their value is. I still fail to see where the value is of an agency just doing affiliate 
marketing.

We really like having a very specific affiliate agency. The agency is an extension of our team.

We’ve got great relationships with some of the agencies we work with, but it is all about 
transparency and making sure the workload is really clear and who’s expected to do what.

We have some fantastic relationships with agencies because they’re really seeing the
value that we can provide, and, because they’re managing the whole spend, they’re actually 
looking to us to say, “There’s certain additional areas here, how can you help us with this?”.

We’re seeing more demand for resource from the network, but in a positive way in that 
merchants see the expertise that we’ve got and the direct relationships: we might have a small 
team that work with them, we have dedicated account managers for some of the bigger clients, 
and that’s how networks are developing.
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That’s a really good point about having basic standards for best practice which aren’t skewed by 
any particular network or any particular company. You can refer to this as the industry standard.

I think it would be great to see a wider selection of advertisers (attend), just to alleviate some of 
those concerns.

For more details on the IAB’s AMC, follow them on Twitter at @IAB_AMC. 
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http://twitter.com/IAB_AMC


The last two years working in affiliate marketing has been fantastic. I think the whole 
sector has changed beyond recognition. It’s become more professional, it has a much better 
reputation internally. For the next twelve months? I suppose the old adage is that next year’s 
the year of the mobile...

Personally I’ve never worked in such a competitive industry, so it will just continue to be bigger, 
better, and have more impact within the wider marketing budgets. I think all the things that 
we’re doing here are driving that.

There are industries that are only just touching on online sales let alone affiliate marketing. 
Luxury goods for example, they’re really only just moving into selling online so there are lots of 
areas that are going to gradually move into affiliate marketing as well, so lots of growth I think.

If clients want more added value, technical people are going to be creating new tools; social 
media is going to play a huge role, and how we infiltrate affiliate links into that social space.

New technology is going to be the key thing.  I wouldn’t be surprised if we see slightly less af-
filiate companies being prominent within the marketplace, but more of them will have a brand 
in their own right. And I’d like to think that in twelve months’ time we’ll be talking about a new 
technology or a new trend that we maybe haven’t even thought of now.

It’s going to be a lot more about value and long-term customer value and how we can use 
affiliates within that, how we can look at marketing to existing customers, so trying to go past 
perhaps just the new customer acquisition, I think affiliates can add a lot of value there.

The fact that APIs are opening up is fantastic. My developers are so excited about the 
different things that we could be doing through these APIs.

We’re at a stage now where we’re starting to see affiliates become brands in their own right and 
I think that that only can help the industry. And so that’s got to be seen as a 
really positive development.
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For further information or to provide comments or feedback, please contact:
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t: 020 7553 0333

Twitter | Facebook | Blog | Wiki

Kevin Edwards
Strategy Director, Digital Window
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What does the future look like for the future of the affiliate 
channel? 
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