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For many around the globe, July, August and September are peak months to 
get out, enjoy the sunshine, visit new places and explore. As we dug into the data 
spanning Q3 2017 to Q3 2018, these sun-filled, celebratory months certainly 
reflected that. 

Interestingly, what our analysis also brought forth was a reminder of how 
important the journey is to the destination. 

Anyone who’s ventured into new lands, maybe with different languages, customs 
and cultural norms, knows such an excursion requires planning, preparation 
and patience. Yet, even with the best laid plans in place, unexpected surprises, 
learnings and growth opportunities are still likely to surface. 

And they can make the trip even more rewarding than initially thought possible. 

The same situation holds true in the momentous adventure that is affiliate marketing. 
Month after month, quarter after quarter, year after year, the smart, savvy, sophisticated 
and seasoned affiliate program management teams here at Acceleration Partners are the 
travel guides on companies’ affiliate program journey. 

The account teams collaborate with clients, establish goals, chart a course and embark on 
a path to reach a set destination. And time and again, when the goal has been reached, 
some retrospective reveals that it was open-minded thinking, flexibility, adaptability, 
a willingness to embrace new relationships and try new things that imparted the most 
wisdom and manifested the most meaningful outcomes.  

The path of any affiliate program is rarely (if ever) straight; any high-value affiliate 
manager will tell you that there are many twists and turns in every affiliate program. That 
said, it truly is the most transparent performance marketing path. 

This not only makes affiliate a fun channel to chart, it also makes it possible to see what’s 
happening every step of the way. And THAT is precisely how we’re able to take you on 
this journey exploring data gathered between Q3 2017-Q3 2018.  
 
BON VOYAGE! 
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ABOUT THIS Q3 2017 – 2018 BENCHMARK REPORT
Each quarter, we extensively explore our clients’ affiliate program data. We then separate 
out the most interesting, compelling stats from that quarter, compare them to the data 
gathered the prior year and then compile them into a benchmark report.  

By analyzing and distributing this data, we’re able to:

• Gain valuable insight into every level and facet of an affiliate marketing program.

•  Apply those insights to our existing and future clients’ programs.

• Help ensure that our clients don’t miss out on any opportunities to grow and 
optimize their affiliate marketing initiatives.

• Deliver on our mission of leading the performance marketing revolution in ways 
that are transparent, brand-aligned, innovative and results-driven.

THINGS TO NOTE FOR THIS BENCHMARK REPORT:
The sample group of clients that we evaluated between Q3 2017 and Q3 2018 have 
(combined) partnerships with over 20,000 click active affiliates. 

Of these 20,000 affiliate/retailer partnerships, one affiliate may be counted multiple times 
depending on how many retailers in the sample group they’re partnered with.
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KEY TAKEAWAYS AND INSIGHTS FROM Q3 2017  
TO Q3 2018
Of the sample client group we evaluated between Q3 2017 and Q3 2018:

• Total Q3 affiliate channel revenue increased 35% Y/Y

• Mobile revenue for Q3 rose 46% Y/Y

• Click active partnerships grew 44% Y/Y

 
Sit back, relax and enjoy this data analysis adventure!
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TOTAL AFFILIATE CHANNEL REVENUE GREW 35% Y/Y
From poolside pastimes, family reunions, backpacking and barbeques to parades, tours, 
travel, fairs and festivals, there’s a reason summer always seems to fly by. We all tend to 
fill a lot into these three months. 

Yet, even at the height of summer’s splendor, the coming school year is top-of-mind for 
consumers. While Independence Day week saw the strongest year-over-year growth, 
with revenue up 114%, that increase was actually attributed in part to a successful early 
back to school promotion by one retailer in particular.  

As such, when compared to Q3 2017, overall revenue for Q3 2018 was up 35%. 

+35% Y/Y

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018

Total Revenue

Total Revenue

TRAVEL TIP #1 
Even as consumers are enjoying their fireworks, hot dog eating contests and 
sparklers that mark this patriotic holiday, they are definitely keeping an eye out 
for deals on back to school items. When setting your promotional calendar, it’s 
important to consider those consumers who are likely to get an early start to their 
seasonal shopping – not just for back to school, but for any season. 
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GUIDE POST 
As we’ve noted in past benchmark reports, when we say “mobile,” we’re referring 
to affiliate program revenue originating from purchases made via a mobile website 
on a consumer’s mobile device (i.e. not via an app).
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TOTAL AFFILIATE PROGRAM REVENUE FROM 
MOBILE DEVICES GREW 46% Y/Y  
The retailers in our sample group saw total affiliate revenue from mobile devices grow 46% 
Y/Y as did revenue from other devices, including desktop and tablet (29% Y/Y). 

+46% Y/Y

Revenue From Mobile Devices

Revenue From Mobile  Devices

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018
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TRAVEL TIP #2 
If driving more activity on mobile devices is a priority for your program, then 
partnering with mobile-focused publishers or those who have a mobile app in addition 
to their main desktop site should be high on your list. 

TRAVEL TIP #3 
Effective tools used by publishers with a mobile presence to gain the attention of 
mobile shoppers include:

• hosting app-exclusive sales and promotions

• offering increased rewards (e.g. cash back, points, miles, etc.) for purchases made 
through their apps and

• sending push notifications to shoppers with retailer sales and updates

 
TRAVEL TIP #4 
In developing a mobile strategy, retailers should examine mobile revenue activity at 
the publisher level to gauge which publishers are most successful at engaging with 
and converting shoppers on their mobile devices.
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PERCENTAGE OF OVERALL AFFILIATE REVENUE 
COMING FROM MOBILE DEVICE TRANSACTIONS 
INCREASED Y/Y
Retailers in our sample group saw revenue stemming from mobile devices in Q3 2018 to 
be up by two percentage points from last year (21.4% in 2018 vs 19.4% in 2017).  

Our sample group of retailers presented a wide range of mobile contribution 
percentages, ranging from less than 1% to over 50% for some retailers. 

19.4% 21.4%
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% of Total Revenue From Mobile Devices

TRAVEL TIP #5 
Retailers’ business models and customer shopping experience can heavily influence 
the percentage of total revenue driven by mobile devices.  Retailers in the clothing, 
accessories and fitness categories often see higher mobile rates, while B2B 
retailers or those with high price point items or more complex checkout processes 
historically have seen lower mobile rates.

The shift towards mobile shopping isn’t slowing down any time soon. According to a 
Salesforce study, mobile devices are expected to dominate shopping activity this holiday 
season, driving 68% of all e-commerce traffic.

https://www.salesforce.com/blog/2018/09/holiday-2018-mobile-rings-up-most-purchases.html 
https://www.salesforce.com/blog/2018/09/holiday-2018-mobile-rings-up-most-purchases.html 
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CONVERSION RATE SAW A SLIGHT INCREASE Y/Y
Conversion rate for our retailers was up in Q3 2018 (8.2%) from Q3 2017 (7.9%).  
While a small overall increase from last year, this suggests that retailers and their 
program management teams are doing a good job continually optimizing their 
partnerships and messaging.

GUIDE POST 
The conversion rate is a helpful indicator of how well a retailer’s messaging is 
resonating with an audience and prompting them to act in a desired way.  

TRAVEL TIP #6 
Measure your conversion rate regularly at the program level, partner level and 
even the campaign level.  It’s an important metric for retailers as it shows which 
initiatives are most successful and where they should focus their efforts. Just 
make sure your affiliate management team watches for conversion rates that are 
significantly higher or lower than what is normal for your program.  Fluctuations in 
conversion rates at both the program and publisher levels can indicate fraudulent 
activity or tracking issues and should be investigated further.

TRAVEL TIP #7 
When possible, affiliate managers should conduct A/B testing with various 
creatives, promotions and messaging to determine what performs the best with 
affiliate partners and has a positive impact on customer conversion.

Avg. Conversion Rate
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AVERAGE NEW CUSTOMER REVENUE RATE UP Y/Y
Overall, the average percentage of affiliate program revenue from new customers in Q3 2018 
was 42.2%, up marginally from 41.9% in Q3 2017.  

This is in line with historical new customer revenue benchmarks. On average, 38% to 45% of 
our retailers’ program revenue come from new customers.

41.9%
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Avg. New Customer Rate

New Customer Rate

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018

TRAVEL TIP #8 
 If you are looking to boost new customer activity, consider targeting this segment 
with special “new customers only” promotions and offering affiliates an additional 
incentive for driving new customer transactions.  Many affiliates can segment and 
target their audiences based on demographics or previous shopping behavior. You 
should capitalize on this to target new customers or other demographics you wish 
to reach. 
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CAPTAIN’S LOG 
One of Acceleration Partners’ retail clients ran a new customer-focused campaign in 
September that offered a group of affiliates increased commission on new customer 
transactions. This strategy resulted in a 54% month-over-month increase in new customer 
revenue.

TRAVEL TIP #9 
Tracking new customer activity within an affiliate program will typically require that 
additional tracking pixel parameters be passed from the retailer to the network/
SaaS platform.  Retailers who do not yet have this tracking enabled should discuss 
their options with their respective networks/SaaS platform partner, as measuring 
new customer activity can be vital to determining an affiliate program’s success 
and incrementality.
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TOTAL AFFILIATE TRAFFIC INCREASED 27% Y/Y
Affiliate program clicks increased 27% over Q3 of last year.  Acceleration Partners’ 
clients took advantage of the various Q3 holidays and seasonal timeframes by creating 
excitement and urgency around themed promotions, including 4th of July sales, back to 
school deals and summer clearance events.  

GUIDE POST 
Traffic or clicks are a valuable measure of how effective affiliate partners are at 
driving audiences to engage with a retailer’s website.  

TRAVEL TIP #10 
Securing featured placements with affiliate partners can be an effective way to 
increase the number of eyes on your brand and the amount of traffic sent to your 
website.  Many retailers in our Q3 sample group secured placements for the back 
to school season on affiliate homepages, on seasonally-themed landing pages and 
in affiliates’ email newsletters.

TRAVEL TIP #11 
While discussing featured placements or media buys with affiliates, traffic requests 
or performance estimates from these partners.  Knowing the potential reach, 
impressions or average click-through-rate of a featured placement can help you 
forecast performance and set expectations for the campaign.

+27% Y/Y

Total Clicks

Total Clicks

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018
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TOTAL COMMISSIONS PAID TO AFFILIATES GREW  
32% Y/Y
Total commissions paid increased in tandem with total revenue and clicks in Q3 2018, 
up 32% year-over-year.  The average commission rate, or commission as a percentage of 
sales, remained relatively even year-over-year.  

GUIDE POST 
On a pay-for-performance model, affiliates are awarded when they drive 
consumers to complete a specified action such as a purchase.  Growth 
expectations for an affiliate program should be aligned with sufficient budget 
increases to strategically support that growth.  

TRAVEL TIP #12 
 When planning or forecasting affiliate program spend, retailers should ensure 
they’re accounting for any expected increases in order or revenue volume that 
could increase the total commissions earned by affiliates.

  

+32% Y/Y

Total Commissions Paid

Commissions Paid

Q3 2017 Q4 2017 Q1 2018 Q2 2018 Q3 2018
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UNPACKING THE INSIGHTS  
With Q3 behind us, here are some learnings for Q4 and the new year ahead. 

• Ride the good tidings train. Even if you don’t consider your brand to align with 
Q4 seasonality, there are still valuable opportunities to get in front of consumers, 
most of whom are Q4 in a busy party-planning and gift-giving mode.  Leverage 
your affiliate partnerships to gain valuable exposure during these eventful months 
through featured placements, sponsorships or performance-based influencer 
campaigns.

• Ponder the path. Set aside time before the close of the year to review your affiliate 
program performance and any wins, challenges or learnings.  A few questions to 
address with your program management team:

1. Did we meet our goals?  

2. What tactics worked and are worth repeating?  

3. Is there anything that didn’t perform as expected?  

Even if a partnership or campaign didn’t meet expectations, it can still serve as a 
valuable learning experience that can help shape future strategy.

• Plan your next adventure! Set goals and chart your course for the new year.  
While there’s logic in repeating successful tactics, it’s also good to explore new 
opportunities and new partnerships.  
 
Sure, going to the same destination for your vacation year after year can offer ease 
and predictability, but it can also lead to uneventful experiences. Shake things up, 
try new things, step outside of comfort zones and stay open-minded. Doing so 
could be a game-changer for your affiliate program. 
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PUBLISHER 
BENCHMARKS
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For this benchmark breakdown, we’ve highlighted six publisher segments working with 
our sample group of retailers: Loyalty, Coupon, Deal, Sub-Affiliate/CPA Networks, Mass 
Media and Content.

PARTNER DEFINITIONS
Loyalty affiliates engage an audience base by offering a unique reward or loyalty 
incentive, such as cash back, earning cash toward college, points or charitable donations. 
These affiliates have a strong and loyal consumer base and tend to be brands in their  
own right.

Coupon affiliates are often large companies that generally try and cover every deal 
available and offer it in the form of a digital coupon. This could be a percentage off the 
customer’s order, free delivery or gifts with certain purchases.

Deal affiliates typically focus on offers related to consumer packaged goods, in addition 
to short-term deals (e.g. two days only). They’ve also gotten much more involved with 
social media to promote their deals. Many people combine coupon and deal affiliates, but 
they actually function differently and need to be managed differently. 

Sub-affiliate/ CPA networks are companies that offer services to bloggers and website 
owners that help make it easier for them to monetize their blog/website. A sub-affiliate 
network signs up as an affiliate with a brand and hundreds (even thousands) of bloggers 
join the sub-affiliate network in order to promote that brand and get paid commissions 
– without having to sign up as an affiliate themselves. When the sub-affiliate network 
gets paid, after taking a percentage of the commission themselves, they then distribute 
payment to the sub-affiliates within their network who drove sales. Partnering with 
sub-affiliate networks can be a way for brands to promote their products and services to 
bloggers on a large scale.
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Mass Media publishers are traditional print publishers. In the past several years, they’ve 
discovered that, via the affiliate model, they can create high-value, native content online 
and monetize it in the process.  Mass media publishers tend to already have significant 
reach via their website, mobile and email. They also have the ability to reach specific 
niche or targeted audience, which make them unique, highly sought-after partners. 
Examples include Buzzfeed, Conde Nast, Business Insider, The Wire Cutter, The New 
York Times and many more. 

Content affiliates focused creating relevant and valuable content to share with their 
audience. Content affiliates include bloggers, product review sites and social media 
influencers. They leverage sponsored posts, emails and banner advertising to promote 
advertisers to their audience, as well as leveraging social media channels such as YouTube, 
Facebook, Instagram and Pinterest. Some content sites can be general interest sites, 
others focus on a specific niche. Content affiliates tend to have highly engaged audiences 
and can be extremely influential in a consumer’s decision to purchase.



®®
19

+44% Y/Y

+9% Y/Y

Click Active Partnerships Sale  Active Partnerships

Partnership Activity

Q3 2017 Q3 2018

INCREASE IN TOTAL CLICK AND SALE ACTIVE 
PARTNERSHIPS
Acceleration Partners’ retail clients saw a 44% increase in their total click active 
partnerships and a 9% increase in their total sale active partnerships when compared with 
Q3 2017. 

CAPTAIN’S LOG 
Q3 saw affiliate management teams execute successful activation campaigns for 
retailers. One retailer in particular targeted a group of content partners who had driven 
sales during the back to school season in 2017 but had since become inactive.   
To reactive these affiliates, the retailer’s program management team offered a temporary 
commission rate increase to these content partners if they generated revenue within a 
specified timeframe.  This campaign resulted in 41% of the content partners becoming 
click active once again; 16% of these reactivated content partners are now  
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driving revenue

TRAVEL TIP #13 
Establishing partnerships with new affiliates is the foundation of an affiliate 
program, but activating these new partners is vital to a program’s ongoing success.  

TRAVEL TIP #14 
Providing affiliate partners with a little something extra as a token of appreciation 
or encouragement can go a long way in maintaining strong partnerships and 
staying top-of-mind.
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PUBLISHER REVENUE 
Revenue increased year-over-year for all publisher segments analyzed (Loyalty, Coupon, 
Deal, Sub-Affiliate/CPA Networks, Mass Media and Content).

Point of Interest: Content partners in particular helped drive an exceptionally successful 
product launch for one client that was rolled out throughout Q3 2018. Their efforts 
resulted in a 678% Y/Y revenue increase for our retailer group.  

While this should be considered an exception rather than the rule, it does illuminate 
the fun surprises that can appear along your affiliate journey when you target the right 
audience with the help of the right affiliate partners.

+25% Y/Y

+13% Y/Y

+65% Y/Y

+678% Y/Y

+35% Y/Y

+52% Y/Y

Coupon

Loyalty

Deal

Content

Mass Media

Revenue by Publisher Type

Q3 2018 Q3 2017

Sub-A�liate/
CPA Networks

 
TRAVEL TIP #15  
Measuring performance by publisher segment can help uncover valuable insights 
about the types of partners who are finding the most success promoting your 
brand.  It can also highlight segments that are underperforming and might need a 
little extra attention from an affiliate manager.

*The information in this section is based on data from AP retail clients’ top 10 publishers in the 
Loyalty, Coupon, Deal, Sub-Affiliate/CPA Networks, Mass Media and Content categories.  



®®
22

INCREASED CLICK RATES FOR COUPON, LOYALTY 
AND CONTENT AFFILIATES
Except for a small decrease for the Sub-Affiliate/CPA Network affiliate segment, all 
other publisher groups saw growth in clicks from Q3 2017 to Q3 2018.

Similar to the increase in revenue, the Content segment saw the largest increase in clicks 
when compared to Q3 2017 due to the partnership referenced in the Publisher Revenue 
section above.  

The Deal segment also grew significantly, with traffic up 54% year over year.  Our 
retailers saw several of their back to school focused deals on clothing, shoes and fitness 
items receive exposure across deal partner sites.  

+54% Y/Y

+43% Y/Y

+21% Y/Y

-1% Y/Y

+553% Y/Y

+6% Y/Y
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CPA Networks
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Mass Media

Clicks by Publisher Type

Q3 2018 Q3 2017
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PURSUITS AND PARTNERSHIPS
When it comes to their affiliate program, retailers are as diverse as travelers. They have 
different styles, needs, wants, resources and expectations for their experiences.  
Here are a few common characteristics and partner types that tend to make good  
travel companions. 

Beach Comber 
Retailers who’d prefer to keep their affiliate program simple, streamlined 
and low maintenance. They know what they’re comfortable with and 
happy with consistent results, even if they aren’t high-growth. As such, 
they tend to choose affiliate partners that are reputable, well-known, 
need minimal oversight and don’t require much time to get up and 
running promoting their brand.

Sightseer  
Companies who want to expand their horizons with their affiliate program 
and are open to considering a more varied itinerary to their destination.  
They encourage their affiliate program management team to scope 
out new strategies, test smaller, one-off campaigns with lesser-known 
affiliates, value collaborating with affiliate partners on their ideas and are 
open to testing out new creative and compensation strategies. 

Adventurer  
The risk-takers who are always looking for the most exciting and 
innovative activities to drive their affiliate journey forward. They like to 
pack their affiliate program itinerary with variety and out-of-the-box 
ideas. To stay nimble and move quickly, they enthusiastically give their 
affiliate program management teams the green light to pursue new 
opportunities with new affiliate partners, many of whom might not even 
consider themselves affiliates. No strategy is off the table and they are 
willing to try anything once. Their revenue goals tend to be audacious.   
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Acceleration Partners is a global affiliate marketing agency 
delivering performance-based customer acquisition and 
partnership programs for the world’s leading brands. Through our 
Performance Partnerships® program management framework, we 
help clients create transparent, high-value programs that bring 
more customers, incremental sales and faster growth. 

Acceleration Partners’ growing global reach, discerning industry 
expertise and relationships with performance-focused partners 
has led to a client roster that includes Target, adidas, Gymboree, 
Reebok, Warby Parker, ThirdLove, ButcherBox, FindYourTrainer, 
Smart Destinations, Luca + Danni and many other brands. 

marketing@accelerationpartners.com 
www.accelerationpartners.com

mailto:marketing%40accelerationpartners.com?subject=
http://www.accelerationpartners.com
https://www.linkedin.com/company/acceleration-partners
https://twitter.com/accelerationpar
https://www.facebook.com/pages/Acceleration-Partners/20397434839
https://www.accelerationpartners.com/resource-center/our-podcasts/

