
Tess: Finding someone with vast market knowledge and then also 
affiliate experience is probably pretty unlikely in some of the 
other markets, APAC and LATAM in particular.

Lenox Powell: Hi, I'm Lenox Powell, a host and producer of the Out Perform 
Podcast. I talk to and spotlight Acceleration Partners, team 
members, industry partners, and clients about topics ranging 
from affiliate marketing, publisher development, and global 
performance marketing to work life integration, remote work, 
and company culture.

Welcome back to the Out Perform Podcast and part two of our 
three part, Taking Your Affiliate Program Global series. On 
today's episode, we're focusing on the important things you 
should consider after you've confirmed there is a viable 
opportunity for your affiliate program in a new global region. 
Back with us are two subject matter experts, Tyla Cobb and Tess 
Waresmith. As you may recall from part one of our series, Tyla is 
an account director and Tess is a senior account manager here 
at Acceleration Partners. Both have significant experience 
overseeing clients global affiliate programs. Tess even moved to 
Singapore for a year to manage the launch of a client's affiliate 
program in the Asia-Pacific region. 

Welcome, Tess and Tyla. Great to be chatting with you again. In 
our part one episode, you both shared a lot of really valuable 
insights around what a company should consider, know, and do 
before taking their affiliate program into a new market, and you 
both shared some great examples on the nuances that can 
surprise companies and in some cases even derail their ability to
take their affiliate programs global. So, that was all pre-entering 
a new market. For this episode, let's chat about those 
considerations that should be made after a company decides, 
"Yes, there's an opportunity here and we're going in." 

So, Tyla, from your experience helping companies expand their 
affiliate programs into new global markets, what would you say 
is one of the first things they should do?

Tyla: Definitely. To start the very most important thing is finding the 
right person to support the efforts in that new market. So if you 
don't have experience with this type of thing, there's definitely 
some things that we learned along the way, first being that 
finding the right person is really going to take some time. Even 
once you find that person, they might not be able to start for 
quite some time. Unlike in the US where two weeks notice is 
pretty customary, in some other countries it's up to two months,
even longer. So just know that, once you even find that person 
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you want on your team, it could be some time before they could 
actually even get started.

Lenox Powell: Do you mean ... When you say two weeks notice, you're talking 
about if they're currently employed somewhere for them to just 
come on with your company and start in that role in that 
industry, a lot of times it could be two months.

Tyla: Yeah, exactly. So I know we actually have ... We're working with 
some team members who are trying to get someone started in 
France and they have a long window before they can actually 
start because they have to have the lead time in terms of giving 
notice. With that actually being said, you might actually want to 
consider sending someone over from the US or another market 
like we did with tasks when we were expanding into the APAC 
region. If timing is of the essence and it's important for you to 
get up going quickly, that could be something for you to explore.

Additionally, I would say that don't search for the unicorn, or 
you're going to be searching forever. Finding someone with vast 
market knowledge and then also affiliate experience is probably 
pretty unlikely in some of the other markets, APAC and LATAM in 
particular. So, really understanding what qualities are important 
to you on what you're trying to do and what things you can 
actually train people on. If you're expanding into a new market, 
it's probably pretty important that you have someone on your 
team that really understands the nuances of market, and you 
can train them on the tactical pieces of the role. Another thing 
that we learned along the way is that you're going to want to 
work really closely with your operations team.

So whether that be the HR department or the legal department, 
just making sure that you're closely working with someone from 
those teams to make sure that you're following any nuances for 
employment in that country. For example, if you do decide to 
send someone from the US over to a new market, one thing that 
we learned along the way is really you have to proactively 
consider the cost of living expenses for that person. A lot of 
times the cost of living is more than it is compared to the US. 
And I know that we learned this first-hand with entering into 
Singapore and Sydney in particular, and we definitely had to 
revise their approach on the fly after getting team members on 
the ground, and learning from those experiences.

Lenox Powell: Yeah. A while back we did a podcast episode between Bob and 
the CEO of Globalization Partners and it was fascinating to hear 
not just the elements of course the different cost of living 
expenses and the legal elements but just that the taxes alone, 
how complicated those can be. And I even remember chatting 
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with Tess at our last AP summit and I asked ... I think I asked her 
that question, [inaudible 00:05:37], “How do you deal with 
taxes?” So yeah, there's all these things that a lot of people, 
even HR professionals have no idea about. So Tess, that on the 
ground person has been you, and you launched a large affiliate 
program in a region you were completely unfamiliar with, and 
some might have the perspective that, “It's really vital to have 
that on the ground person be from that region, so they speak 
the language, they know the areas, they know the nuances and 
idiosyncrasies.” What's your perspective on that?

Tess: Yeah, that's a great question. Is it absolutely vital? No. Is it ideal?
Certainly. As Tyla mentioned, I think the issue is finding the right 
person in a particular region can be similar to looking for a 
unicorn, so it's going to be hard to find that exact right person. 
Would it be ideal? Of course. And finding the right person to 
manage your global campaign can be a huge challenge, so 
launching a new program effectively requires experience in 
affiliate marketing and requires creative problem solving, so I 
think before you start your search, identifying some skills that 
are non-negotiable and making sure that person fits those 
attributes and then figuring out on the other side what can be 
learned from on the job coaching, I think that would be most 
helpful. 

And then the other thing is additionally, human resourcing 
depends on what your goals are in the markets you've chosen to
launch in. If you are 100% on launching and prioritizing one 
country first, and you can find the right person with an affiliate 
background or someone that has a propensity to learn, that to 
problem solve quickly then hiring someone in the country is 
ideal. I can't stress enough how much I wished that I was more 
in tune with the local culture, someone that's local will know the 
language, will understand local nuances and that's invaluable to 
building relationships and establishing trust. 

So you might spend more time looking for this person in country 
than you would if you were looking for someone to manage a 
larger region but at the end of the day ideally having someone 
local would be great. I remember a couple of times when I was 
sitting in conversations in Singapore with two people that were 
both from Singapore having a conversation and I couldn't even 
understand what they were saying, it was English but they 
have ... They call it Singlish. They have so many different 
nuances and words that I don't even know what they meant, so 
it would have been really great to understand that logic in that 
region, but you have to make do with what you can get.
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Lenox Powell: What's fascinating to me is that, that's for one country. I mean 
some of the stuff we've talked about right now is just, “Okay, 
let's say you're going into one country.” But what about 
launching in a mega-region, with multiple countries?

Tess: Right. Most of the time the clients we're talking to don't want to 
launch in just one country and that example I gave, if you have 
one country you might want to spend more time finding 
someone a local if you're going to focus in that area, but a lot of 
times clients want to take their programs to a mega-region. That
could be Asia Pacific region which is APAC or Europe, Middle 
East, Africa which is commonly referred to as EMEA. In a case 
like that where you're launching into a mega-region, it's still 
ideal to have some a local from the region.

They're still going to understand the nuances, they're still going 
to understand the culture. But finding the right person even and 
a mega-region can be challenging especially if affiliate is 
relatively new to the region. So circling back to my first point, I 
think if you can identify the skills that are absolutely necessary 
to do the job effectively and then depending on your lunch time 
maybe you start a two pronged approach, you're looking in 
region but also including a more global search just in case you 
can't find that right person.

Lenox Powell: So let's say you found the right person but they don't live in that
particular market, then what?

Tess: Yeah, so then I mean in that case you end up with the situation I 
was in, where we ended up sending me to Singapore and I'm 
obviously from the United States, and that was a huge move, 
and there were a lot of tactical pieces that needed to get ironed 
out. A lot of them are hard to predict unless you've done it 
before. I know we learned a ton from my move to Singapore. 
Some of the stuff Tyla mentioned, visas, cost of living, the list 
goes on and on. Fortunately our HR team is amazing and made a
lot of adjustments on the fly to make sure I had what I need, but 
it's hard to know what you need until someone gets over there 
and really is living the day to day life in that country or region.

Tyla: Definitely. And if I can just jump into from a leadership 
perspective, managing a team that is thousands of miles away 
from you is an obvious challenge. So thankfully here at AP, we're
already really comfortable with a remote environment being that
the entire company is 100% remote. So we have a lot of tools 
and processes to really help us co-ordinate and encourage 
collaboration but it's still definitely something that is top of mind
for me on a daily basis. So regardless if you're hiring someone 
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locally or if you end up sending is someone from the US, you're 
going to want to connect with them often. 

It's probably pretty obvious but people can feel pretty isolated 
when they're in a completely different timezone than the rest of 
the company or the team that they're working with on a day to 
day basis. So, it's important that we're always finding ways to 
keep them engaged with the team and up to date on the 
business and just making sure that they're included. Some ways 
that we've done that on our side, so we record and share out 
important team meetings or company meetings and really 
proactively seek their input before the meeting, so we can touch
on those topics or questions that they might have, and also after
the fact to make sure that they're actually watching the 
recordings and that they don't have any questions or follow-ups 
or what have you from those.

We also leverage all of our communication tools that we have at 
our fingertips, so we are huge fans of Zoom for video 
conference, so we love seeing faces both with clients and with 
team members. It really helps to build that personal relationship,
that is really important. We also leverage Slack for quick back 
and forth. We also love using the channels feature within Slack 
for really a focused discussion. I know right after we expanded 
into the APAC region, we had a Slack channel which we called 
APAC Insights I think and any program manager, team member 
that had a program in the region was able to use that channel to
post questions or learnings or challenges just to make sure that 
they had that forum and didn't feel isolated.

It's also really important that when you're working on a global 
account and with the global team that everyone is flexible. So 
it's going to be common that you're going to have to take 
meetings outside of the standard 9:00-5:00. From my seat, I 
really encourage my team to really hone their calendar so they 
can maintain that work-life balance. If they have a late call with 
someone in Asia, that maybe they sign on a little bit later the 
next day or they take yoga class or whatever, just so they can 
have that balance. But it really is important that everyone on 
the team is flexible so no one feels like they're getting the short 
end of the stick. Additionally, I know both Tess and I have 
already touched on this, but really working closely with your HR 
team or your operational team for some of those other 
considerations.

Honestly this could be an entire segment on its own, but we 
definitely learned a ton when we sent tests over and other team 
members over to new region. So support with housing was huge,
they're uprooting their entire personal life, so any support we 
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can give them to take that burden off their back was greatly 
appreciated and something that I know our team members 
really found very helpful. Cost of living expenses, we've already 
touched on that, so just making sure that you're doing your 
homework there and knowing that you're probably going to have
to in some markets have statements or think about how you 
might want to compensate for that.

Things like insurance and getting a bank account set up you 
don't think about that type of day but it really takes a lot of time 
to get sorted out, and if the burden is on the team member, they
could be spinning their wheels for a while and might make them 
a little less excited about the experience and frustrated. So just 
making sure that they have that support. And then across the 
board, [inaudible 00:14:36] requirements, so making sure that 
they have support, getting that figured out. A lot of time they're 
very complicated and there needs to be a lot of time to sort that 
out. So having someone from your HR team or another external 
company advice on that is really helpful.

Lenox Powell: So an advantage that Acceleration Partners does have, 
overseeing global affiliate marketing programs is that we are 
remote and everything you guys are talking about, Zoom and all
of our communication tools and our structure is super helpful. 
But you guys also with your teams physically go out there, I 
mean Tess moved but you've also been out and gone to other 
countries and met with your team members there as well. So I 
think that face to face interaction is also really key in addition to 
it being outside of say a virtual Zoom meeting.

Tess: Totally, it's so critical, I know. I visited Singapore and our team in
APAC shortly after I started working on the programs that I'm 
currently working on, and the time that I spent on the ground in 
Singapore gave me just day to day perspective on things, 
cultural nuances that they were navigating working when the 
vast majority of the rest of the company is offline and feeling 
like, “I have a question, no one's here. What I'm I going to do?” 
Like it's truly that. You got to figure it out and have someone 
that has the ability to weigh those risks and make the best 
decisions possible on the fly.

Lenox Powell: So those are some really good attributes, I mean you guys have 
touched on already those skills and characteristics that people 
really need to have who are going to be a part of a global team. 
And let's say they're in the United States going to Mexico City or 
going to France or going to Singapore. What else? What are 
some of those other attributes that, that on the ground person 
needs to have in order to be successful?
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Tess: Yeah, so I'd say the first thing is just someone that is able to roll 
with the punches, expect the unexpected, be flexible especially 
if you're in a foreign market that you're not used to working in, 
you're constantly in unknown territory. You're probably testing a 
lot of new strategies that might have worked somewhere else 
but maybe they won't work here, you're not sure. Constantly 
problem solving and that's just on the business side then you 
have your personal life and that's Tyla mentioned there's so 
many different facets to that cost of living, housing, visa, 
culture, in general just trying to get personally acclimated while 
at the same time navigating a new region of business that 
you've never been before it's a lot. 

And then things that are unexpected, waking up you know with 
a 12 hour time difference if you're in Asia. You wake up to 100 
emails from the United States, so you need to be able to keep 
your cool and find and find the time to go through them and 
structure your day a little differently, get on the phone later at 
night and there was, again a style mentioned you have to be 
flexible with your schedule. So the main word is flexible, that 
would probably be the number one thing. In addition, hungry to 
learn, there's a lot of answers that need to be found, you have to
be self-motivated especially if you're reporting to someone in a 
different timezone. I mean fortunately now we have a bigger 
team there but when I was there I was by myself, so no one was 
checking on me all day.

Obviously I had goals and KPIs eyes that I had to hit, but 
definitely have to have a self-starter especially if they're far 
away or working on a different timezone than their manager. 
And yeah, And then last thing is just constantly asking 
questions, does the strategic direction make sense? Do I need to
pivot? Do I already need to pivot and I haven't pivoted yet? Is 
there anyone else I can talk to get some answers? Those kind of 
questions constantly. Just constantly being aware of what you're 
doing and if there's a better way to do it.

Lenox Powell: So on the flip side of that, that would be the individual, the 
company that they work for, the company that is wanting to 
take this program global. They also have to be flexible and 
understanding, "This person is going through all of this," instead 
of having these crazy expectations for what this person can and 
should be doing. I mean it's good to have milestones but just not
making all these assumptions and having these unrealistic 
expectations because then the person's going to be set up for 
failure.

Tess: Yeah a 100% and I can't say enough how vital it was for me 
when I got on those 9:00, 10:00pm phone calls. Sometimes I just
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talked to someone about some crazy meeting I didn't 
understand, or some food I ordered that was not what I thought 
it was going to be. I spent a lot of time ... I mean, Tyla was my 
manager for half the time I was in Singapore and I'm pretty sure 
a lot of our conversations, some of them did not have to do with 
business, some of them just had to deal with being far away and
really trying to get acclimated to a totally new environment and 
a wildly different place. So yeah, that support is super crucial to 
being successful and feeling like when you're that far away that 
your company still has your back and I'm grateful and can 
confidently say that I did feel that way.

Lenox Powell: We talked a little bit about this on last episode, part one which is
that there's a lot of big challenges in launching an affiliate 
program globally and you're dealing with different markets and 
sometimes those markets have a lot less awareness of what 
affiliate marketing really is, because there's really no playbook. 
Talk a little bit about that element. 

Tess: Yeah. I think in addition to this person on the ground being 
flexible and asking the right questions, you also have to spend a 
lot of time educating people on affiliates. If you're in a market 
where affiliate marketing is fairly new, you're probably going to 
have a lot of conversations with partners or clients or whoever 
on what the opportunity is and why it's so awesome and why 
they should try it. And then the other piece of that is being able 
to network. There's no playbook, so anywhere you can network 
and anywhere you can find someone to talk to that might have 
an answer for you, it's super important to take advantage of that
opportunity. 

I can think of a really good example, when I was first over in 
Singapore I was trying to focus on the Australian market and I 
was sitting with one of our partners, this woman that worked 
with a technology partner of Acceleration Partners. And we were 
sitting in a cafe and she was from the UK working in Australia, 
and after our meeting and we concluded sort of the topic we 
were there to discuss, I told her that we were having a super 
hard time getting our Australian partners to move and to 
prioritize the program. So she asked me, “When's the last time 
you went to Sydney and met with those partners?” And she said 
it in such a assumptive way that I sort of blushed and was like, 
“Oh, we've met with some of them. We haven't met them in 
person.”

And she just laughed and said, “You're not going to get 
anywhere unless you go over there and have some face time, 
it's so important in Australia.” And she was right, eventually we 
did go there and after our trip to Sydney we had so many more 
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answers and a much clearer direction. But if I hadn't asked that 
question, who knows how much longer we would have been 
spinning our wheels. So making sure you're taking advantage of 
every opportunity to ask anyone else in the industry what their 
thoughts are on a subject or if they have any insight, even 
sometimes competitors will be willing to talk to you because it's 
such an interesting challenge and some of these markets are 
super unique, so anywhere you can get answers and network 
with other people, it's super important to take advantage of that.

Lenox Powell: And some of that stuff, people should incorporate as a part of 
their research. Knowing a lot of that stuff as much as possible 
within reason before they go in, so that then after they've got 
the right person in place and before they are setting these big 
goals and expectations they can incorporate some of these 
elements like, “Okay, we're going to budget for a lot more travel 
than we were or we are going to put together an entirely new 
marketing kit for educational focused content because people do
not understand what affiliate is the same way they do in the 
United States.” For example. 

That's great so that the person who is going in or is in that 
market can have this flushed out toolbox that they can pull from.
Those are really good insights. I mean, with some of the stories 
you've shared, it's eye opening and especially for the United 
States. A lot of people were just like, “Wow, we never thought of 
that.” So now that we are going into new markets, it's like, 
“Okay, we have a game plan. We know we're doing now.”

Tess: Yeah. It's amazing how many conversations I had over there with
partners that just didn't see any benefit to affiliate marketing, 
even if it fit perfectly in their flow, it just isn't a common practice
in some places already. So I found myself taking a couple steps 
back, in the US usually we're recruiting partners and a lot of 
them understand what affiliate marketing is, your total approach
has to change top to bottom when that element is removed and 
you're starting with an education piece and then trying to work 
with partners on a new type of program.

Lenox Powell: Because they were already doing it, except it was semantics. 
They were not referring to it as affiliate marketing but all of the 
pieces of the puzzle were there, they just weren't coming 
together in the affiliate model.

Tess: Yeah. Yes and no. Some of them definitely were engaging in 
affiliate type partnerships and just for calling it something else. 
And then others weren't willing to work on a basis where they 
got paid only on actions or only once a sale was completed. So 
there was a little bit of both. There are some that didn't realize 
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the opportunity and weren't really aware that they were doing it 
and other potential partners that we worked with that really 
hadn't even gone down the affiliate marketing path at all. So 
really depended.

Lenox Powell: So what else? Any other steps or things that companies should 
do after they see an opportunity in a market and decide to 
proceed?

Tyla: Yeah. I would say just proactively making sure that you're 
thinking about processes behind the scene to make sure that all 
of the team members, who are supporting one client or one 
advertiser that they're really coordinating globally, and they're 
collaborating on learnings and strategy and all of that good stuff 
behind. So behind the scenes on our side at AP, we've 
developed a lot of different processes and tactics to help support
this. So we share what we call weekly headlines and issues.

These are important share-outs that are notable things 
happening within that program or that region, just helps keep 
everyone across the board in the loop on anything that could 
impact performance. We also have weekly calls with our 
program leads from all of the different regions, so we use this 
time to get everyone up to speed on any notable developments, 
any brainstorming that needs to happen if we have any issues to
IDS or problems solve. It's just a great forum to make sure that 
everyone is completely across all of the major topics. 

Lenox Powell: And what do you mean by IDS?

Tyla: Yeah IDS is ... Honestly, I should know what it stands for, it's an 
AP term. So Lenox, Tess help me out. But it's essentially 
identifying issues and working together to break them down and
making sure that we're solving the root issues and actually 
addressing those and putting really clear next steps into place.

Lenox Powell: I thought it was identify, discuss, solve. And now I'm not sure.

Tess: That is the acronym for it but the concept is exactly what you 
said Tyla. Yeah.

Tyla: Yeah, totally. I'm busted here. Let's see here. So the other thing 
would say is, auditing processes just to make sure that all 
markets are following the same method, to make sure that 
nothing is slipping through the cracks and that we're being really
efficient. So whether it be sending newsletters or issuing 
bonuses to publishers or partners or doing fraud checks that 
we're all tracking and doing the same things, just to make sure 
that nothing falls through the cracks like I said. Last I would say 
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constantly just reminding the team and your peers that you 
shouldn't be operating in a bubble and you can't just have laser 
focus on your market, you need to rise up and see the bigger 
picture and understand what you're doing in one region or one 
program could impact the rest of the team globally. 

And just making sure that we're weighing those risks and 
proactively having those discussions before we make a change 
to an insertion order or a product or data feed or what have you 
that we're really weighing the risk from that perspective. 
Another thing I would say and something that we did a lot of 
when we're expanding into new markets is making sure that 
we're sharing our findings across the larger company and not 
just within your immediate day to day team. Like I mentioned 
earlier, when we first started expanding into the APAC region, we
created a Slack channel for APAC Insights, so we were sharing 
any successes that we had, any failures, any interesting 
publisher opportunities to make sure that the entire company 
and anyone that had some stake in that region was completely 
aware of all of the different things that were happening with 
other people so we could develop the best strategy possible.

The last thing I had on my list of things to mention, it would be 
around just that publisher education piece. I think we've touched
on it a lot but just, you're going to have to get really creative 
and leverage your relationships because you're going to have to 
do a lot of selling to get publishers comfortable working on a rev
share or a cost per lead basis. And just know that you're going to
have to be flexible. I guess that would be the theme of this call 
today, would be that you really need to be flexible with your 
pay-outs and you might have to come up with some high bred 
models, that you might not typically be comfortable in other 
markets just because the publisher has some apprehension to 
get started.

Lenox Powell: What's an example of a hybrid model?

Tyla: Yeah. You might want to do a portion on flat fee and then the 
rest on performance after they hit a certain tier, Tess probably 
has a slew of ones that she could come up with as well.

Lenox Powell: What's interesting about this too is, a lot of the discussions that 
you guys are talking about with publishers in these other 
countries not really resonating or having the light bulb click on 
as far as exactly what affiliate is and how that model benefits 
them and streamlines their process and allows it to be scalable 
and trackable and efficient and effective. Similar challenges that
people are having in the United States working with influencers, 
so it sounds like a lot of these publishers in other countries 
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function very similarly to an influencer. What we would call an 
influencer say in the United States.

Tyla: Yeah, I think there are a lot of similarities there and something to
keep in mind as you're getting off the ground, is you just having 
to have a fresh approach and sell the value and what's in it for 
them.

Lenox Powell: Is that what it's like a lot of times in those publishers wanting to 
get paid a fee amount up front as opposed to as you guys were 
talking about rev share or kind of consistent commissions.

Tyla: Yep, exactly.

Tess: Yeah. That's even country dependent within the Asian Pacific 
region, some countries are way less willing to work on a cost per
action basis and will require flat fees more than other countries, 
so you could almost rank them in terms of willingness to work on
an affiliate model, which is interesting. So, the nuances 
definitely market by market.

Lenox Powell: That is interesting. Why is that? Like from your experience 
working with these publishers, what was a main hesitation for 
them getting paid on a rev share model?

Tess: Mostly risk, because it not a lot of clients in the region are 
working with partners in that manner. They have other 
opportunities on flat fee, so for them if they're debating between
two different potential opportunities, they're going to always go 
with the flat fee one. And since there's just less affiliate 
programs in general, they can generate revenue from flat fees in
a huge way and not necessarily have to rely on affiliate model 
where in the US it's more common that if you want to work with 
a particular brand you might have to run an affiliate model.

Lenox Powell: So a final tip, what is it with this providing a map of malls?

Tess: This is so important, I can't stress this enough. We were laughing
about this after the first episode we did in this podcast series 
and talking about just underestimating the challenge of a foreign
move, how moving abroad is amazing but can be so challenging 
from a personal perspective and we've been laughing about this 
a lot because little things can add up. And I remember when I 
first moved to Singapore trying to get to work or trying to get to 
lunches, when you use the subway which by the way a super 
efficient, very clean. It's easy to navigate the subway in 
Singapore. 
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What's hard is once you get off the subway, sometimes you're in
like a giant mall like you might have to navigate [inaudible 
00:32:53] and a food court to get where you want to go. And I 
got lost all the time and it was so frustrating because I'd have 
my local friends from Singapore would invite me out to lunch 
and they would tell me it was at this subway stop and I would 
almost cringe and get nervous like, I'm never going to make it 
because even with GPS and instructions these malls are so 
complicated. There's escalators everywhere and stores 
everywhere, and I was super frustrated with it. it was like my 
biggest pet peeve and I'm not a big shopper anyway.

But then, maybe like six months after I [inaudible 00:33:27] the 
market Sarah Johnson, our VP of Client Services came out to 
meet me in Bangkok for a conference and we had dinner at a 
restaurant in a mall, and I was so proud of myself because I at 
that point got much better in navigating malls and she got lost, 
totally lost in the mall, and I believe it happened more than 
once. Then like fast like four months later, I'm pretty sure Tyla 
got lost in a mall too. I don't know if that was in Singapore.

Tyla: Two malls and yes in Singapore. Like I can't explain it either, but 
I was asking local people and they looked at me like it was crazy.
I eventually got to where I was going but yeah, there're no joke.

Tess: And we talked about the importance local context, like my local 
friends in Singapore they thought I was a lunatic. Like why was it
so hard for me to find them in these malls? But I don't know. And
now that Sarah and Tyla both got lost, I feel validated. So I'm 
okay with it now. 

Lenox Powell: So note to all companies expanding globally, if there is a mall 
make sure people have a map because otherwise it's chaos. 
Final take away.

Tess: Yeah, that's the key take away. 

Tyla: Critical. 

Lenox Powell: Once again, thank you both so much for taking the time to share
your global affiliate marketing experiences. I mean there are so 
many different nuances, I mean we just touched on a few of 
them on these first two ... in part one and part two, but man 
there's so much to know before and after taking your affiliate 
program global. It's exciting, opportunities huge, totally worth it.
However, it's important to not put the cart before the horse. It's 
important to make sure things are approached very carefully 
and very thoughtfully. And most of these insights are not readily 
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known or shared. So your smart strategic perspectives are 
incredibly valuable, so thank you both so much.

Tyla: Thank you.

Tess: Thank you. 

Tyla: Up next is part three of our Taking Your Affiliate Program Global 
series and we're going to be discussing what you should be 
looking at and evaluating in the months following the global 
expansion of your affiliate program. So stay tuned for that and 
until next time keep outperforming.
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