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Alison Chew: It's something so easy and when I say it, I'm sure listeners are going to think, oh 
my gosh, why didn't I think of that? So, instead of saying no, you're saying yes, 
we value you and we want to work with you. It really helps the partner connect 
with the brand and it also helps brand grow, right, in a low cost and efficient 
way. So, it's really a win, win, win.

Lenox Powell: I'm Lenox Powell, the host and producer of the Outperform Podcast. On these 
episodes I talk with Acceleration Partners' team members, industry partners, 
and clients to bring you a behind the scenes perspective on what the world's 
leading companies and performance marketers are doing to outperform in their 
business and marketing partnerships.

Lenox Powell: Hello and welcome to Outperform. Whether it's called affiliate to performance 
or partner marketing, what's exciting is the growing number of companies who 
are connecting the dots and realizing that this unique marketing model offers a 
sophisticated, efficient, and effective framework for managing, scaling, tracking, 
and measuring the value of a variety of partners on a global scale. And, never 
before have so many potential partners been open to a cost per action 
compensation model, and capable of such sophisticated cross device 
promotional methods.

Lenox Powell: Someone with extensive knowledge about all of this is our Senior Director of 
Performance Partnerships, Alison Chew. Alison joins us on Outperform to share 
her expertise about how this model is creating valuable synergistic partnership 
opportunities, especially for teams within companies who are outside of 
traditional marketing. Welcome Alison.

Alison Chew: Thanks Lenox. It's great to be back.

Lenox Powell: For the longest time, most companies perceived affiliate marketing as primarily 
being a channel that fell only within the marketing division to drive online sales. 
However, as we know firsthand from our work with industry leading clients and 
partners, the affiliate marketing model can be used in multiple capacities and 
benefit groups well outside of the marketing department. Talk a bit about what 
the landscape looks like today and where some of those untapped opportunities 
are within companies.

Alison Chew: Absolutely. It is an exciting time. Partners today come in all shapes and all sizes. 
And, today you can partner with just about anyone on a performance basis via 
your affiliate program. So, that means that the affiliate program can, not only 
benefit, like you said, the marketing team, but it can also help other teams. And, 
some of those teams that we'll talk about today are the customer service team, 
business development team, and the PR and social team. So, working all 
together with the affiliate marketing team through the affiliate marketing 
program, we can really help those other teams and the business grow as a 
whole.
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Lenox Powell: So Alison, explain what you mean when you say working with just about anyone 
and paying them on a performance basis.

Alison Chew: So, in my opinion, affiliate marketing now versus 10 years ago, it really should 
be thought of now as simply a way to track, report, and pay on whatever your 
desired action or action is from your approved partners. So, paying on a 
performance basis now could mean paying out or at top of funnel action, middle 
of the funnel action, bottom of funnel sale. 10 years ago really we thought of 
affiliate marketing as only paying out via rev share on a sale, a completed order, 
but now the technology and the affiliate networks and platforms, their tracking 
capabilities are so great that we could really track anything which really allows 
for us to be more strategic, and create more interesting partnerships outside of 
kind of what we think of as traditional affiliates.

Lenox Powell: Let's dig into what some of those partnership opportunities are, and specifically 
which teams or internal stakeholders within a company can benefit from a 
partner program.

Alison Chew: Yeah. Let's start with the customer service team within a company. Pretty much 
everyone has a customer service team, and of course, they get various requests 
throughout the day and those requests could be anything from questions to 
issues that they need help with. But, in addition to those requests, they also 
receive inquiries from content creators and that could be influencers or 
bloggers. And, those content creators are looking for free products to review or 
maybe they want to do some sort of sponsored giveaway or looking for a 
discount for their readers. And, if the customer service team, if their only 
answer to those content creators, basically those fans of your business, if their 
only answer is no, that really poses a challenge for them because the whole 
point of your customer service team is to provide excellent support to your 
customers, ultimately resolve those issues and leave them with a positive 
impression of your business. So, if the only answer you have is no, you're going 
to leave a bad taste in their mouth and could ultimately hurt the brand.

Lenox Powell: Yeah, that's interesting. I'm guessing that that is something that not a lot of 
brands pay much attention to or even think about. So, what can those customer 
service teams or companies that have customer service teams do? What can be 
done to move their interaction with these bloggers or influencers, potential 
partners to a more scalable, efficient, and measurable partnership?

Alison Chew: It's something so easy and when I say it, I'm sure listeners are going to think, oh 
my gosh, why didn't I think of that? And, simply providing a script to the 
customer service team. This could be an email template if they're receiving 
inquiries via email or chat, or a phone script. Something that basically says, hey, 
we'd love to work with you. Thank you so much for being a fan of our business 
and for wanting to partner with us. We'd love to work with you and hey, sign up 
for our partner program and you can earn when you promote our brand. And 
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then, maybe there are some other opportunities to partner down the road on 
giveaways or on product reviews or things like that.

Alison Chew: And then, if that's applicable, I would encourage brands to include that in that 
script as well. So, instead of saying no, you're saying yes, we value you, and we 
want to work with you and here's a way in and this is great. It really helps the 
partner connect with the brand, it helps the customer service team feel like they 
are giving someone an answer and resolving this issue without saying no. And, it 
also helps brand grow, right, in a low cost and efficient way. So, it's really a win, 
win, win.

Lenox Powell: That does seem very simple. And, makes a lot of sense. What's another area 
where companies could apply the partner marketing model outside of 
traditional online marketing?

Alison Chew: Another area is within the business development team. So, this team, again, 
they tend to receive a lot of inquiries. A lot of potential partners want to work 
with brands in different ways, and for various reasons, they can't work with all 
of them. They have to turn them away and partner marketing can definitely 
help them.

Lenox Powell: What are some of those reasons for them having to turn them away?

Alison Chew: So, primarily it's usually the size of the partner or the opportunity. And, every 
business development team is different, and so they have some metric that they 
use to determine if an opportunity is worth their time, worth their effort, and if 
they're able to move forward. Because, as everyone knows, creating and setting 
up strategic business development partnerships can be very time consuming, 
very resource intensive. So, they want to be sure that when they are moving 
forward with partnerships that they're going to pay off in the end and that they 
justify that time and effort.

Lenox Powell: Yeah, I can imagine that managing hundreds, if not thousands of smaller 
business development type partnerships, or partnerships that would fall into 
that bucket in the more traditional way, Excel spreadsheets and what have you, 
sounds very manual. So, walk us through how the affiliate or partner marketing 
model would simplify this and make this process more scalable and efficient 
from a business development type of relationship.

Alison Chew: So, I think the first thing that needs to be done is to get both teams together. 
So, the affiliate marketing team, the business development team, and to 
understand, really define what the minimum opportunity size is for the business 
development team in order to move an opportunity forward. So, once that is 
defined, then a process can be created to basically identify when and how to 
push those, we'll say smaller opportunities, to the partner program. And so, 
that's a great way that those teams can work together. And, instead of saying, 
again, no to these potential partners, it could be maybe not now, but we can 
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work with you in another capacity and we'll still have a partnership. It just may 
not be as, I guess, as deep as maybe a full business development partnership.

Alison Chew: And then, the next thing I think that would be good is for the teams to 
understand kind of those partnership gaps. So, business development teams, 
they oftentimes layout a number of different types of strategies and 
opportunities that they want to tackle, but don't have time to kind of go after all 
of them. So, this is another way that the affiliate marketing team and program 
can jump in and support if there's a partnership gap, and business development 
team maybe can't get to those types of partners. Potentially, the affiliate team 
with their partner program can step in and help support that. And again, bring in 
those partners, test out new types of partners within this controlled 
environment that's really efficient and easy to test and scale because those 
network platforms, again, provide the tracking, the reporting, and the payouts. 
It's really easy to bring partners in and to see results.

Lenox Powell: Yeah, as you know, our founder and CEO, Bob Glazer, recently hosted a webinar 
with one of our partners, a platform partner. And, that's one of the things they 
talk about. We'll include the link to that in the show notes for this episode, but 
that will take a deep dive also into this exact topic, how the technology element 
works for these kinds of business development partnerships to make them 
scalable and efficient and work. So that, just as you were saying, you don't have 
to turn them away. And, Bob provided some examples on that webinar. But, 
from you, also being so involved in these types of partnerships and working with 
partners and understanding this bigger picture as well, what's an example of 
this where a business development, a small or mid-tier type of partnership, a 
business development partnership, would be perfect for being run through an 
affiliate marketing program?

Alison Chew: Sure. We're really hearing a lot more about brand to brand partnerships and not 
these deep integrations on site and, more of kind of a Biz Dev-light type of 
situation. So, an example of this could be a meal kit company wants to work 
maybe with a fashion subscription box company. They both want to reach the 
same type of people. Maybe it's millennials, females with high incomes, but 
they haven't really tried that yet. They think it'll work. But, who knows? So, 
instead of dedicating a lot of time and resources into this type of partnership, 
it's really easy for brands to seek each other out, and to agree on a mutually 
beneficial partnership. So, maybe they send out a series of co-branded emails to 
their customer lists, driving each other's customers, right, to a great partner 
offer.

Alison Chew: You can easily run this through an affiliate program. You can track, report, pay 
out on everything. You can see if the partnership is viable and then you can 
scale. So, if for that fashion subscription box, partnering with meal kit 
companies is a great way to acquire new customers, why not, instead of 
partnering with one, why not partner with two or three or four or five. And, it's 
all very efficient and easy to manage.
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Alison Chew: I think it's just, internally, it's those limitations, right? It's really not the tracking 
or reporting and paying now. We're removing kind of that administrative aspect 
from these partnerships, which is a huge lift off of everyone's back. So, it's now, 
hey, let's think about these strategically and think about internally, hey, what 
are we comfortable with? Maybe they want to put up something like a partner 
offer page on site, and work with a bunch of different companies and have a 
special page for their registered customers to access. So, there's a lot of 
different things that that can be done, and a lot of these different partnerships 
that I would call them, kind of Biz Dev-light that can easily be run through a 
partner program.

Lenox Powell: The potential for that seems huge. I mean, that's really interesting.

Alison Chew: Huge.

Lenox Powell: So, that could be a company like Purple Carrot, for example, that sells vegan 
meal kits. And, when someone enrolls or subscribes to one of their plans, they 
receive a box of pre-prepped vegan meals. So, that kind of company partnering 
with, say a women focused apparel brand, each are focused in the areas of 
health and wellness, but in completely different ways, which could make them 
harmonious partners. That's awesome.

Alison Chew: Exactly. Noncompetitive and they can form mutually beneficial relationships. So, 
instead of these long drawn out business development relationships that often 
take months, or even years, depending on contracting and legal, you can, after a 
few phone calls, set up a test and have it up and running. And, that's why this is 
so exciting and that's why this is such a scalable opportunity.

Lenox Powell: I could see how a smaller partner or even what we call a mid-tier partner who 
could easily get overlooked. The potential for that smaller mid-tier partner to 
become a really big significant partner on the same scale as what they currently 
see as somebody fitting into their traditional business development box would 
have the potential to grow into that. And, it sounds like an incredibly cost 
effective, kind of safe way to test that out and see where it goes.

Alison Chew: Absolutely. And, through these affiliate programs, you could, again, test paying 
out on any action you want. So, it can be an email sign up down to a sale. So, 
you can really test and pay out on anything, which of course makes these a little 
bit more interesting for everyone involved.

Lenox Powell: Wow. Yeah. So, you had also mentioned PR and social teams as far as how they 
too can benefit from this kind of partner program using the affiliate model. Talk 
about that.

Alison Chew: Yeah. So similar, I think there's a theme here, right? The business development 
and customer service teams, they're receiving inquiries or partnership requests 
that unfortunately they can't fulfill in some way. So, PR and social teams are in 
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that same boat, and they are contacted all the time by influencers that want to 
work with them on sponsored content or giveaways or product reviews or 
something of that nature. And, managing hundreds or thousands of these 
partnerships can be really time consuming. And, most of them, depending on 
your goals and depending on your brand, most of them just aren't going to give 
you the return that you might be looking for. So, what do teams do. Oftentimes, 
they turn them away, which just like the customer service team, can leave a bad 
taste in someone's mouth and chances are they are a current customer. So, you 
certainly don't want to do that.

Alison Chew: So, what these PR and social teams can do, similar to customer service, instead 
of turning influencers away, they can have them join, ask them to join their 
partner program. And, with this, you gain all of those efficiencies that I was 
talking about before, right? You're streamlining all of those operational aspects 
and with tracking and paying and reporting. And so, you can structure these on 
a performance basis, like a normal traditional affiliate program, or more likely, 
you're going to structure these partnerships slightly different on a performance 
plus basis, but still kind of track all of that performance.

Lenox Powell: And, previously you talked about paying partners on a performance basis. 
Explain what it means to pay them on a performance plus basis.

Alison Chew: Sure. So, a performance basis is you're simply paying out either a commission or 
flat fee for an action. Performance plus basis is paying out, again, for desired 
action. But then, also giving something extra. That's the plus. So, giving 
influencers a flat fee or giving them a free product. Because currently most 
influencers are being paid on a flat fee, sponsorship fees, something like that for 
creating a blog post or creating a social post. So, that's what they're used to. 
And, it's not to say that influencers won't work on a flat performance basis, but 
we have to keep in mind that influencers are top of funnel, and they'll need 
additional support from the brand, whether that be through content or 
promotions to drive those down funnel actions. So, we want to make sure that 
expectations, goals, and certainly pay out, align with what is happening and 
align in order to make the partnership successful for everyone. And so, that's 
why the performance plus makes sense for them.

Alison Chew: And, in addition, big selling point for, especially up and coming influencers that 
do have a blog as well as a social presence, affiliate marketing is great because 
you can earn for years to come. So, maybe you are receiving a small one time 
flat fee, but, in addition, you're receiving that commission. And so, as you grow, 
as that influencer grows and their followers grow, their SEO grows, it can turn 
into something really, really nice. And, oftentimes, they'll end up making more 
that way then they would in that initial flat fee because of their size.

Alison Chew: I would say one secret, one tip, when working with influencers, no matter if it's 
in your affiliate program or not, is pay them well. And so, a lot of times when we 
bring influencers into affiliate programs, we're not thinking of them in that way. 
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And, in order for these partnerships to be successful, I would say pay them well. 
And, usually if you're paying them well, and it's truly a mutually beneficial 
relationship, they will work hard for your brand.

Lenox Powell: It's a different mindset for both of them. Right? I mean, the influencer has to 
have a different mindset about how they are compensated for what they're 
doing, but the brand also needs to have a different mindset for how they need 
to compensate that partner. So yeah, that's really interesting. Those are 
essential things to keep in mind, I think, for both sides of that partnership.

Alison Chew: Absolutely.

Lenox Powell: Such valuable information here, Alison. I mean, the internal teams that you 
mentioned and the examples you shared really spotlight how the affiliate model 
can be used to scale and streamline pretty much any type of marketing or 
business partnership., And the potential for companies and partners in almost 
any vertical is just enormous. So, thank you very much for joining us again on 
Outperform to share this information.

Alison Chew: Thanks for having me.

Lenox Powell: And, to our listeners, thank you for tuning into this episode today. We will 
definitely include links for you in the show notes for this episode. So, you can 
easily get in contact with our incredible publisher development team should you 
like more detail, information, or consultation. We'll also include links in the 
show notes to that webinar that we mentioned, and we also just so happen to 
have a blog post about the difference between affiliate marketing and 
influencer marketing, which was authored by Miss Alison Chew. So, until next 
time, keep out performing.
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