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1. About Econsultancy 
Econsultancy is the leading source of independent advice and insight on digital marketing and e-

commerce.   

Our reports, events, online resources and training programmes help a community of over 80,000 

registered marketers make better decisions, build business cases, find the best suppliers, look 

smart in meetings and accelerate their careers. 

Econsultancy is an award-winnin g online publisher of reports  covering best practice, user 

experience benchmarking, market data, trends and innovation, and supplier selection aimed at 

internet professionals that want practical advice on all aspects of e-business. 

Econsultancy also operates a highly popular training  division, used by some of the worldôs most 

prominent brands for staff education, both in -house and via public courses.  We provide training 

across all areas of digital marketing and at all levels from one day courses to diplomas to Masters 

in Digital Marketing.  

In addition, we host more than 100 conferences and events a year, such as The Online Marketing 

Masterclass, regular Supplier Showcases and Roundtables, an annual Future of Digital Marketing 

event, Digital Cream and a range of social events. 

The Econsultancy site now attracts 175,000 unique users per month where they access research, 

read the blog and take part in discussions in the forums.   And as a portal to the digital marketing 

community, Econsultancy members can also link up with other members and digital suppliers 

through our directories, as well as find a new job or new digital talent u sing the job listings. 

Some of Econsultancyôs client-side members include: Google, Yahoo, MSN, MySpace, BBC, BT, 

Shell, Vodafone, Yell.com, Dell, Oxfam, Virgin Atlantic, TUI, Barclays, Carphone Warehouse, IPC 

Media, Deloitte , T-Mobile and Estée Lauder. 

Join Econsultancy today to learn whatôs happening in digital marketing ï and what works. 

Call us to find out more on +44 (0)20 7681 4052 or contact us online .   

http://econsultancy.com  

 

  

http://econsultancy.com/reports
http://econsultancy.com/training
http://econsultancy.com/training
http://econsultancy.com/
http://econsultancy.com/membership_plans
http://econsultancy.com/about/contact
http://econsultancy.com/
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2. About Affiliate Window  (associated 

sponsor) 
Established in 2000, Affiliate Window was one of the earliest independent net works operating 

within the UK. Building on a small base of niche merchants the network quickly gained 

recognition from the sector as one that was both reliable and trustworthy.  

Innovation through proprietary technology, increased levels of service and continually listening 

and acting upon the needs of our partners has enabled Affiliate Window to position itself as a 

driving force of change within the industry.  

Based near Tower Bridge, London and employing over 90 full time staff, Affiliate Window now 

runs programmes for over 800 merchants across all sectors with over 83,000 affiliates registered 

to the network.  

With such rapid organic growth the network has received many accolades in recent years, 

including the Deloitte Fast 50 and The Sunday Times Tech Track  - three years running - plus the 

Publishersô Choice of Network and Network Innovation awards for the last two year s at the 

industryôs A4U awards. However, the recognition that we are most proud of is our ranking within 

the Sunday Times 100 Best Companies to work for where we improved from a single star 

accreditation in 2008 to two stars in 2009 .  

The affiliate industry is one of constant development and all indications show this looks set to 

continue.  As the UKôs largest independent network, Affiliate Window is ideally positioned to 

work with merchantsô affiliates and agencies to adapt to future needs with one thought in mind, to 

ensure it continues to deliver the best service. The next 12 months will see us releasing a raft of 

new developments that will challenge the thinking behind traditional network services , which we 

trust will allow us to remain the primary network of choice for our partners.  
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1 http://econsultancy.com/reports/uk -affiliate -census-report   

http://www.here.org.uk/
http://blog.affiliatetip.com/
http://www.affiliateblog.co.uk/
http://www.arcticsunrise.co.uk/
http://econsultancy.com/reports/uk-affiliate-census-report
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4. Executive Summary and Highlights  
  

More than 1,000 affiliates took part in the UK Affiliate Census 2009, carried out by Econsultancy 

in association with Affiliate Window.   

The research, which comes two years after the inaugural Affiliate Census2, shows that the majority 

of affiliates (55%) see the economic crisis as an opportunity compared to less than a third (30%) 

who regard it as a threat.  

However, the entry of Google into the affiliate marketing space, the rise of ósuper-affiliatesô and 

the increased prominence of voucher code sites are all more likely to be viewed negatively by 

affiliate publishers.  

The research shows that affiliates are spread across a range of categories including true content, 

paid search, price comparison, blogs and forums, email marketing, v oucher codes and cash-back 

or rewards. 

The most important method of affiliate marketing is ñtrue contentò, which more than a third  of 

affiliates (36%) cite as their top category for generating revenue. A fifth of affiliates (20%) are 

most reliant on PPC while voucher code and cash-back websites (combined) are the top revenue-

generating category for 10% of publishers surveyed. 

While many affiliates are happy with their networks, many respondents believe that some 

networks must provide more support and also take more responsibility for dubious affiliates who 

damage the industryôs reputation.  

Many affiliates feel that merchants need to be more honest in their dealings, more flexible and 

better at communicating when there are changes or problems.  

There is still not enough communication between affiliates and merchants. The vast majority of 

affiliates (70%) have limited communication (33% ), indirect communication (27%) or no 

communication with merchants (10%).  

A fifth of those surveyed have good direct communication with their most valuable merchants 

while a further 9% say they have good, direct communication with all  merchants. 

Other key findings  from the UK Affiliate Census 2009  include:  

Profile information  

 ̧ A third (34%) of UK affiliates work full -time  in the industry. The remainder of respondents 

are either part -time  (46%) or hobbyists (20%). 

 ̧ The affiliate population is ageing slightly . The proportion of affiliates aged 30 or under is now 

at 26% compared to 31% two years ago.  

 ̧ Forty per cent of respondents have joined the industry since the first Affiliate Census was 

published in 2007. Just under a quarter of responding affiliates first  got involved in 2008.  

 ̧ Less than a fifth of affiliates (18%) are female, up from 17% in 2007. Women are better 

represented in the US, where 27% are female, according to similar research we have carried 

out in the United States. 

 

2 http://econsultancy.com/reports/uk -affiliate -census-report  

http://econsultancy.com/reports/uk-affiliate-census-report
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Affiliate Business  

 ̧ Just under a third of affiliates (31%) are generating less than £50 per month in sales for their 

merchants, and a further 9% are generating between £50 and £100.  

 ̧ At the other end of the scale, a quarter of affiliates (25%) are generating at least £10,000 a 

month in revenue for their merchants. This translates to at least £120,000 a year.  

 ̧ 13% of respondents say their affiliates are generating at least £50,000 per month for 

merchants (or £600,000 per year).  

 ̧ Affiliates ranked a range of affiliate methods by how much revenue they generate. This is the 

proportion of respondents ranking each category as the best for generating revenue.  

ï True content (SEO)  (36%) 

ï PPC     (20%) 

ï Price comparison  (11%) 

ï Blogs and forums   (8%) 

ï Email marketing   (5%)  

ï Voucher codes  (5%) 

ï Cash-back and reward  (5%) 

ï Shopping directories (4%) 

ï Social networking  (3%) 

ï Corporate intranet  (2%) 

 

 ̧ Pay-per-click is significantly more likely to be the top -ranking category for full -time affiliates 

(29%) than it is for part -time affiliates (18%).  

 ̧ Text and banners are the top-rated linking methods, with 35% and 26% of affiliates ranking 

them in first and second place respectively. PPC and Email are the next most important 

linking methods for affiliates.   

ï Banners are rated much more highly by part-time affiliates than by full -time affiliates.  

 ̧ Virtually every UK affiliate surveyed (99%) promotes UK merchants but there is also a 

significant level of promotion for merchants operating from other countries.  

ï More than a quarter of affiliates (27%) promote U S merchants, and this high proportion 

highlights the transatlantic nature of the affiliate marketing industry.  

ï Merchants in Ireland are promoted by 13% of UK affiliates. Between 5% and 10% of 

affiliates promote merchants in Germany (7%), France (also 7%), Mainland Europe ï 

excluding Germany and France (8%), Canada (8%) and Australasia (6%). 

 ̧ Asked about how commission should be allocated, a third of respondents (34%) believe that 

the last click should always win . However, many believe that there could be a fairer of 

allocating commission. 

ï Slightly more than a third of affiliates (36%) believe that commission should be split, either 

evenly between affiliates (18%) or based on analysis of contribution (also 18%). 

ï Full -time affiliates are more likely to believe that the last click should win, with 46% of full -

timers preferring this approach compared to 32% of part -timers.  

Networks  

 ̧ Affiliate Window is the biggest network, with 43% of affiliates surveyed ranking them as the 

most important  to them for generating revenue.  

ï Just under a fifth (18%) said that TradeDoubler is most important while 10% said that 

Commission Junction  was their top-ranked network . 

 ̧ The most important criterion for assessing a network is the breadth of their advertiser base . 

Tracking reliabilit y is second most important. 
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 ̧ More than 100 affiliates took the opportunity to give additional feedback about the role of 

networks within the industry. There were strong opinions from both ends of the spectrum, 

revealing both positive and negative sentiment . Three problem areas emerged: 

ï Issues with networks not taking responsib ility for poor or dubious sites  

ï Lack of human interaction  

ï Need for transparency  

Merchants  

 ̧ The biggest increases since 2007 in terms of sectors being promoted are: 

ï Home / Gardening (+8%) 

ï Gifts / Gadgets (+6%) 

ï Electrical Goods (+5%) 

ï Health / Sport / Fitness (+5%)  

ï Computer Games and Consoles (+5) 

 

 ̧ The most significant reason for not  promoting a merchant  is quality and quantity of links  

which more than a quarter of affiliates cite as the biggest reason for lack of activity after 

signing up.    

ï The second most significant factor is that they didnôt get round to it. Another issue 

frequently cited as an óotherô was poor or non -existent data feeds.  

 ̧ The biggest reason for dropping a merchant  is that they have found a better / different 

merchant . The next most common reason for dropping a merchant is changes in commission 

structure . Many affiliates also said that  poor conversion rates  were a major problem.  

 ̧ As was the case in 2007, around two thirds of affiliates work with at least one merchant which 

runs its own in -house campaigns. Just over a third of affiliates (37%) say that they donôt work 

with any direct merchants, compared to 34% in 2007. 

 ̧ The main reason for working with affiliates directly is simply that these merchants donôt deal 

with networks , cited by 45% of affiliates. A quarter of affiliates (24%) say that it is because a 

direct relationship affords better commission , while a further  12% say it is to enable improved 

communication . 

ï The main reason for not  working directly with advertisers is because it takes too much time 

to deal directly with merchants . This is the principal reason for 42% of affiliates. Just 

under a fifth say it is because networks provide security  (19%) and because payment is 

guaranteed by a network (18%). 

 

Trends  

 ̧ Affiliates were asked whether they regarded a number of industry trends  as an opportunity or 

threat to their business.  

ï Among five trends we identified, affiliates are most likely to be positive about the economic 

crisis  and increased use of the mobile internet, both areas which 55% of respondents see as 

an opportunity  for their affiliate marketing business .  

ï Significant percentages of affiliates see Google in the affiliate space  (44%), the rise of 

voucher code sites (43%) and the rise of super affiliates  (36%) as threats to their business. 
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Other related Econsultancy reports  and events :  

 

Affiliate Marketing Networks Buyer's Guide 2008 (New version coming  soon) 

http://econsultancy.com/reports/affiliate -marketing -networks-buyer-s-guide-2008   

 

Affiliate Marketing Briefing October 2008  

http://econsultancy.com/reports/affiliate -marketing -briefing -october-2008   

 

Econsultancy / R.O.EYE Affiliate Marketing Survey Report 2008  

http://econsultancy.com/reports/affiliate -marketing -survey-report -2008   

 

Affiliate Marketing Supplier Showcase September 2008  

http://econsultancy.com/reports/affiliate -marketing -supplier -showcase-september-2008   

 

Econsultancy events and training:  

 

Affiliate Marketing Supplier Showcase July 2009  

http://econsultancy.com/events/affiliate -marketing -supplier -showcase-july -2009   

 

Affiliate Marketing Training  

http://ec onsultancy.com/training/courses/affiliate -marketing   

 

 

 

  

http://econsultancy.com/reports/affiliate-marketing-networks-buyer-s-guide-2008
http://econsultancy.com/reports/affiliate-marketing-briefing-october-2008
http://econsultancy.com/reports/affiliate-marketing-survey-report-2008
http://econsultancy.com/reports/affiliate-marketing-supplier-showcase-september-2008
http://econsultancy.com/events/affiliate-marketing-supplier-showcase-july-2009
http://econsultancy.com/training/courses/affiliate-marketing
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5. Introduction by Affiliate Window  
 

We are privileged to work in an industry with such rich diversity on both the advertiser and 

affiliate side but whilst sectors within the advertiser side generally remain consistent, affiliates are 

in a constant state of evolution.   

The affiliate census provides a greater insight into this developing cycle of maturity and in so 

doing allows advertisers and networks to better tailor their services.  

Since the first 2007 census, affiliates have definitely come of age. We have seen marked increases 

in perceived value, ROI, responsiveness and a desire to build solid, long-term relationships with 

advertisers which adds to the increasing professionalism of the affiliate channel.   

Looking at the 2009 results, a much larger percentage of affiliates now rely on the industry as 

their only source of income with greater number s owning their own businesses. We have also 

witnessed small 2-3 employee businesses flourish into healthy, well managed SMEs with over 20 

staff.  

With the influx of high calibre individuals across  all areas of affiliate business, services have 

diversified and typically an affiliate has numero us promotional methods and wide-ranging traffic 

sources at their fingertips. 

There is, however, a definite imbalance in the industry. It is still affiliates wh o apply to merchant 

programmes and no facility exists for merchants to accurately seek out the affiliate ógemsô (and 

this doesnôt just refer to the high profile specialists or the long established experts either). Whilst 

a merchant is obliged to be completely transparent to affiliates including providing performance 

statistics, creative and details of promotions, there is little expectation (or opportunity) for 

affiliates to do the same.    

Over the course of this year and in an effort to redress this, the industry needs to provide 

advertisers with greater transparency on the origin of sales through improved affi liate profiling 

and analytics. Affiliates need a platform from which to demonstrate their portfolio of sites and 

services so merchants can select appropriate partners.   

With a greater number of advertisers not just entering the affiliate channel but embracing it, the 

message of generating scalable ROI on actual sales is gaining ground. Old concepts and 

methodologies have to change though in order for this to be truly appreciated. Ashley Friedlein, 

CEO of Econsultancy said it all perfectly in a blog post called óNew metrics and business models 

for digital publishing - selling outcomes not inputs?ô* and I hope he doesnôt mind if I urge you all 

to have a read.  

* http://econsultancy.com/blog/3233 -draft -new-metrics-and-business-models-for -digital -publishing -

selling-outcomes-not-inputs    

Adam Ross, Client Services Director 

     

http://econsultancy.com/blog/3233-draft-new-metrics-and-business-models-for-digital-publishing-selling-outcomes-not-inputs
http://econsultancy.com/blog/3233-draft-new-metrics-and-business-models-for-digital-publishing-selling-outcomes-not-inputs
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6. Methodology and Sample 

6.1. Methodology 
More than 1,000 affiliates responded to the UK Affiliate Census which took the form of an online 

survey3 in January 2009.   

Information about the survey, including the link, was emailed to affiliates (or blogged) by various 

networks, Affiliates4U and several prominent affiliate bloggers (see Acknowledgements section 

above).  

The survey was open to any affiliate  based in the United Kingdom. The incentive for taking part 

was access to a complimentary copy of this report in advance of its publication on the 

Econsultancy website.  

The research comes two years after the first Affiliate Census4 published at the start of 2007, which 

was run by Econsultancy in association with AffiliateProgramAdvice.com.  Many of the questions 

in the census are repeated from two years ago (or similar) , enabling us to compare data and look 

at trends over this time period.  

If you have any questions about the research, please email Econsultancyôs Research Director, 

Linus Gregoriadis (Linus@econsultancy.com).  

6.2. Geography 
This survey was aimed only at UK affiliates, and the vast majority of respondents (85%) were 

from the UK. The data in this report is based only on the responses of the 908 UK affiliates who 

took part.  We ran a separate US Affiliate Census aimed at affiliates based in the United States. 

 Figure 1: In which country are you based? 

 

Respondents: 1070 

 

3 Econsultancy  uses Clicktools for its online surveys 

4 http://econsultancy.com/reports/uk -affiliate -census-report   

mailto:Linus@econsultancy.com
http://econsultancy.com/reports/uk-affiliate-census-report
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7. Findings 

7.1. Profile i nformation  

7.1.1. Involvement in affiliate marketing  ï full -time or part -time 

A third (34%) of UK affiliates work full -time  in the industry. The remainder of respondents are 

either part -time  (46%) or hobbyists (20%).  Figure 3  shows equivalent information from 2007.  

2009 results  

Figure 2: Which of the following accurately reflects your involvement in affiliate 

marketing  
 

Respondents: 873 

2007 results 

  

Figure 3: Is affiliate marketing your only source of income?  

  

 

 
Respondents: 1450 
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7.1.2. Full -time affiliates - breakdown 

The vast majority of full -time  affiliates classify themselves either as owning  an affiliate company  

(39%) or as self-employed (45%). Only 17% work for an affiliate company  which shows that 

affiliate marketing is still predominantly about individuals running their own business. 

The same is true of part -time  affiliates [ Figure  5] where around three-quarters are self-employed.  

Only 9% of respondents work for someone elseôs affiliate company. Fewer part-time affiliates 

(17%) run their own companies than full -time affiliates (39%).    

 Figure 4: Which best describes your position? (full -time affiliates ) 
 

Respondents: 288 

7.1.3. Part-time affiliates - breakdown  
 

Figure 5: Which best describes your position? (part -time affiliates ) 

 

Respondents: 392 
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7.1.4. Time spent on affiliate marketing  

Figure 6  shows the proportion of time spent on affiliate marketing by those who are self -

employed. 

More than half of affiliates spend less than 25% of their working day on affiliate marketing 

activities.  

Around one in 10 self-employed affiliates spend more than three-quarters of their working day on 

affiliate activities.   

Figure 6: How much time on average do you spend on affiliate marketing?  

 

Respondents: 405 
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7.1.5. Age of affiliates  

Figure 7 shows the age of affiliates in 2009 compared to 2007.  

The affiliate population is ageing slightly and certainly not getting any younger. The proportion of 

affiliates aged 30 or under is now at 26% compared to 31% two years ago.  

This is potentially an issue for those who would like to see more young people coming into the 

industry. Less than 3% of affiliates are aged 20 or under compared to 5% in 2007 . At the other 

end of the scale, 18% of affiliates are now aged 50 or over compared to 14% two years ago. 

 Figure 7: How old are you?  

 

2009 respondents: 807 

2007 respondents: 1531 
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7.1.6. Length of time as an affiliate  

Figure  8 shows the year in which respondents came into the industry, comparing findings from 

this year with 2007.   

40% of respondents have joined the industry since the last census which shows that there is 

plenty of new blood even if this isnôt necessarily young blood! Just under a quarter of respondents 

first got involved in 2008.  

  Figure 8: How long have you been an affiliate? 
 

2009 r espondents: 808  

7.1.7. Gender  

The female of the species is still chronically under-represented with only 18% declaring 

themselves female, up from 17% in 2007. Women are better represented in the US, where 27% are 

female, according to similar research we have carried out in the United States. 

Figure 9: Are you male or female?  
 

Respondents: 803 
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7.1.8. Academic qualifications  

The extent to which affiliates are academically qualified is broadly similar to the census two years 

ago. 

Half of all affiliates are educated to degree level, of whom the majority  have a bachelor degree 

(36% of all affiliates) . 

 Figure 10: To what level do you have academic qualifications? 

 

Respondents: 806  
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7.1.9. Is work carried out at home or at an office? 

The vast majority of respondents (81%) do their affiliate marketing from home. Just over half of 

affiliates (52%) work from an office in the home while 29% work at home but not in an office . In 

2007, 87% of respondents said they worked from home5 [Figure 12]  

Around one in six affiliates (17%) work from an office away from home.  

2009 results  

Figure 11: Where do you do most of your affiliate marketing work?  

 

Respondents: 808 

2007 results  

Figure 12: Do you carry out your affiliate marketing activities from home or at a 

separate office? 

 

 

5 For the last census, the question did not distinguish between working in an office at home and 

just working at home.  



 

 
 Affiliate Census 2009ï In association with Affiliate  Window Page 19 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage 

and retrieval system, without prior permission in writing fro m the publisher. Copyright © Econsultancy.com Ltd 2009 

 

7.2. Affiliate businesses    

7.2.1. Revenue generated  

Figure 13 shows the split of affiliates in terms of the amount of revenue they generate for 

merchants per month.  

Just under a third of affiliates (31 %) are generating less than £50 per month in sales for their 

merchants, and a further 9% are generating between £50 and £100.  

At the other end of the scale, a quarter of affiliate s (25%) are generating at least £10,000 a month 

in revenue for their merchants. This translates to at least £120,000 a year.  

13% of respondents say their affiliates are generating at least £50,000 p er month (or £600,000 

per year). This percentage increases to 34% when full-time affiliates are viewed in isolation. 

[Figure 14]. 

Figure 15, also on the next page, shows how much income affiliates were generating at the time of 

the last census, although the 2007 census question asked about their own income rather than 

revenue generated for merchants.  

2009 results  

Figure 13: How much revenue do you or your affiliate business generate per 

month for merchants?  

 

Respondents: 750 
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Figure 14: How much revenue do you or your affiliate business generate per 

month for merchants?  

 
Please note: hobbyists are not included in the breakdown for Figure 1 4. 

 

2007 results  

Figure 15: Approximately how much income have you (or your affiliate employer) 

generated from affiliate marketing in the last year?  

 

 

 

Respondents: 1417 
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7.2.2. Volume of traffic driven by affiliate s 

Figure 16 shows the split of affiliates by how much traffic they drive for merchants per month.  

Figure 16: How much traffic do you or your affiliate business drive per month for 

merchants? 
 

Respondents: 749 

 

Figure 17: How much traffic do you drive per month for merchants?  

 
Please note: hobbyists are not included in the breakdown for Figure 1 7. 
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7.2.3. Defining super-affiliates - revenue 

Over the last two to three years there has been a lot of discussion in the industry about the rise of 

ñsuper-affiliatesò and how they are defined. Of course, the definition is subjective.  

We decided to ask respondents to set the benchmark for super-affili ates in terms of the amount of 

revenue and traffic needed to merit this status. More than a quarter of  respondents (27%) gave an 

answer of donôt know, which underlines how the term  is currently not well -defined.  

More than half of respondents believe that super-affiliates must be generating at least £5,000 a 

month for their merchants [ Figure 18]. Excluding those who didnôt know, the most popular 

answer was more than £50,000 per month . If this figure is the benchmark, then Figure 14 above 

would suggest that 13% of affiliates are super-affiliates.  

In terms of traffic generated [ Figure 19], 15% of respondents said that affiliates need to drive 

more than 100,000 visitors per month for their merchants to merit super -affiliate status.  

According to Figure 16, 9% of affiliates meet this criterion.  

Figure 18: How much revenue per month should an affiliate be generating per 

month for merchants to be considered a 'super-affiliate'?  

 
Respondents: 749 
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7.2.4. Defining super-affiliates - traffic  

Figure 19: How much traffic per month should an affiliate be driving for 

merchants to be considered a super-affiliate? 

  

 
Respondents: 749 
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7.2.5. Relative importance of affiliate categories 

Table 1 shows how affiliates ranked a range of affiliate categories, judging them by how much 

revenue they generate.  It can be seen that the order of categories is as follows (also shown in 

Figure 20): 

1. True content  (SEO)  (36%*) 

2.  PPC     (20%) 

3.  Price comparison  (11%) 

4.  Blogs and forums    (8%) 

5.  Email marketing   (5%)  

6.  Voucher codes  (5%) 

7. Cash-back and reward  (5%) 

8.  Shopping directories (4%) 

9.  Social networking   (3%) 

10.  Corporate intranet   (2%) 

* Percentage of affiliates ranking as number 1 revenue -generating category  

True Content is the most important category for both full -time and part -time affiliates, according 

to the breakdown shown in Figure 21 which also shows that PPC is much more significant for full-

time affiliates than for those who are part -time.  

Some withi n in the industry have historically  expressed concern that there has been too much 

reliance on paid search among affiliates. This data suggests that there is a balance across different 

categories.  

This information mirrors the findings from the Econsultanc y / R.O.EYE Affiliate Marketing 

Report 2008 6 which was based on a survey of merchants. According to merchants, the most 

valuable affiliates ï as a group - were SEO / content publishers, deemed to be driving a major 

contribution by 42%.  

The 2007 Affiliate Census found that search engine optimisation was far and away the most 

commonly used method of promoting merchants and getting traffic  [Figure 22] . Two years ago, 

organic search was used by 74% of affiliates compared to 38% who used paid search (PPC).  

Table 1: Ranking of affiliate categories in order of revenue generated  

 1 2 3 4 5 6 7 8 9 10 

True content 36% 23% 10% 5% 6% 3% 2% 3% 2% 3% 

Pay Per Click (PPC) 20% 10% 12% 6% 6% 4% 5% 2% 3% 5% 

Price comparison 11% 7% 13% 6% 5% 3% 3% 2% 2% 2% 

Blogs and forums 8% 12% 13% 9% 5% 5% 3% 3% 5% 3% 

Email marketing 5% 7% 4% 7% 5% 6% 5% 4% 5% 2% 

Voucher codes 5% 7% 8% 8% 4% 5% 5% 3% 3% 3% 

Cash-back and reward 5% 3% 4% 3% 3% 4% 2% 5% 3% 4% 

Shopping directories 4% 7% 8% 8% 5% 4% 4% 4% 4% 3% 

Social networking 3% 5% 6% 6% 6% 4% 3% 3% 5% 4% 

Corporate intranet 2% 1% 1% 2% 3% 2% 2% 3% 3% 7% 

 

6 http://econsultancy.com/reports/affiliate -marketing -survey-report -2008   

http://econsultancy.com/reports/affiliate-marketing-survey-report-2008
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2009 results  

Figure 20: Ranking of affiliate categories in order of revenue generated, where ó1ô 

is the most important  

Note: this chart shows the percentage of affiliates ranking as #1 revenue-generating category  

 

 

 

 

 

 

 

 

 

 

 

Respondents: 358 
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Figure 21: Ranking of affiliate categories in order of revenue generated, where ó1ô 

is the most important  

 

 

2007   Results  

 

Figure 22: What methods do you use to promote your merchants / get traffic to 

your website? 

 


