
Kevin Osborne:

The primary purpose of this discussion is really to raise awareness about the trend, just because many 
brands honestly might not realize that it's a real possibility to expand their partner programs. And they 
might not realize that, frankly, other people, maybe in their same space, are already doing this.

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 brands are doing to outperform in their business and marketing 
partnerships.

Lenox Powell:

Welcome to the Outperform podcast. On today's episode we're discussing global expansion of affiliate 
marketing programs. Specifically an interesting and notable trend that our guest, Kevin Osborne, Vice 
President of Client Strategy here at Acceleration Partners, has observed over the past year. And things 
will likely increase in 2020 and beyond. Hey, Kevin, good to have you on Outperform.

Kevin Osborne:

Hey, Lenox. Thanks for having me.

Lenox Powell:

In the words of author John Nesbitt, trends like horses are easier to ride in the direction they are going. 
So let's settle up and explore what this global expansion trend is that you're seeing, and why it's 
important for brands to pay attention to.

Kevin Osborne:

Sure, yeah. So in my client strategy role here with Acceleration Partners, I work a lot with brands and 
their partner marketing programs, and really just working on how to make those perform better. 
Performance could be scale, it could be efficiency, or really any other metric they're trying to achieve 
through the channel. And we've seen this trend really in the last six months where brands have come to 
us and these are primarily digital products. So subscriptions, softwares, apps, these brands that have 
really done well here in the US, and they're really trying to push beyond the US borders into other 
English-speaking countries.

Lenox Powell:

What are some of those other English-speaking countries you're seeing included in this global expansion 
trend?

Kevin Osborne:

Primarily it's been the UK, Australia, New Zealand. But what's interesting enough is actually we've seen a 
lot of brands that we work with in those regions actually looking to come into the US and expand into 
regions that are similar. So, brands in the UK that are actually expanding into Australia and into the US, 
and same with Australia expanding into the UK and US.

Lenox Powell:



Interesting. So some of the reasons for why an English-speaking brand would want to expand in other 
English-speaking countries are obvious, but some might not be. Unpack the why behind this trend a bit.

Kevin Osborne:

Sure. So from what we've seen, and it's worth noting, this is in regards to our partner marketing 
programs, as a business or as just a marketing strategy, those things we can't really speak to. But as it 
relates to clients that we work with and their partner marketing strategies and their business objectives 
outside the US, we found that in speaking with these guys, they're using very similar playbooks to what 
made them successful in the US. So they found similar marketing channels, they found similar success 
and really using that same playbook, they've been able to expand successfully into those regions.

Kevin Osborne:

And in addition to using the same playbook, we found that they really haven't had to change their 
product a whole lot. So again, because these are delivered digitally and they're in English, there's not a 
significant change to the partners that we've seen. So it does make it a pretty streamlined process to 
cross into these other countries.

Lenox Powell:

You mentioned that you're seeing this global expansion trend more with brands who deliver their 
product or service digitally. Does this mean that you're not seeing it as much with brands who offer a 
physical product?

Kevin Osborne:

Correct, yeah. And what we've seen in the conversations we've had, they've been primarily digital. 
Although CPG and some of these more retail, hard goods types products, we have seen a growth in 
global logistics companies that are helping them deliver those products. But in our world we have not 
seen that trend as much.

Lenox Powell:

So based on your discussions and interactions with brands, is this expansion approach something most 
US brands could feasibly embark upon?

Kevin Osborne:

Yeah, so I want to be careful here. Again, this conversation and this trend is very specific to the partner 
marketing channel and the brands that we're speaking with. So, I want to be careful I'm not conflating 
this trend with providing strategic advice on how businesses should grow their business or their 
approach or their marketing. This is something that is very central to really the partner marketing 
channel, and obviously the brands that we're speaking with.

Kevin Osborne:

And really the primary purpose of this discussion is really to raise awareness about the trend. Just 
because many brands honestly might not realize that it's a real possibility to expand their partner 
programs, and they might not realize that, frankly, other people, maybe in their same space, are already 
doing this. I want to be clear that this is not advice for businesses. It's simply a trend that we're seeing 
with the brands that we work with across the partner marketing channel.



Lenox Powell:

That's a really good point of clarity. So you've been seeing this trend unfold for a while now and have 
been speaking to more and more brands who are looking to expand their affiliate partner program 
within these parameters. Can you share an example of this and some of the what, why and how from 
the brand's perspective?

Kevin Osborne:

Yeah, so I can't call out obviously specific brands, but there's two that definitely come to mind. Both 
offer actually a subscription service and they're focused on just getting new users to sign up for their 
software. They're similar cases because they both feel like these are relatively new products, really only 
been around the last four or five years. They've done an excellent job marketing here domestically in the 
US. They've really saturated the market and I think they've just found that, yeah, they're starting to hit 
that point of diminishing returns for the channels that have worked really well thus far.

Kevin Osborne:

So, across all of their marketing, they've really decided to expand in this way, both of these brands, to 
actually the UK and Australia in this case. And again, using a similar playbook, they've been able to find 
that same traction they did in the US using primarily social, SEM, retargeting, and now they're partner 
marketing as well.

Lenox Powell:

Yeah, and I think in some of our conversations too, you've mentioned, and you mentioned this early on, 
is that they're doing this but they don't have to change a whole lot, right? Because the language is the 
same or very similar, they don't have to change things like their website or their messaging. Is that also 
what you're seeing?

Kevin Osborne:

Yeah, that's exactly right, Lenox. So the reason these guys have been relatively nimble in their ability to 
expand this way as frankly the product is quite flexible, and even if it doesn't need to be, they're able to 
localize it. They can adjust their language to resonate with [inaudible 00:06:39] the UK or Australian 
audience.

Kevin Osborne:

And then likewise, as far as their partner marketing is concerned, they're both on very strong platforms 
where the technology can actually cross borders as well. So in the partner marketing space, you have to 
worry about currencies, and commissions and paying out your partners, and the platforms they both 
work with are quite flexible in that way as well.

Lenox Powell:

Why do you think this trend is notable? I mean, which someone listening to this episode take away from 
hearing about this trend?

Kevin Osborne:

Yeah. I mean, I think first and foremost, assuming that the brand is operating in these markets, this is a 
real opportunity for expansion. I think about being, whether it's a CMO or just a marketing manager and 



you've been operating with a playbook here in the US. You've might have been doing it for a long time 
and these channels that used to provide you with this 10 to one return on investment or low CPAs, 
whatever you're measuring, whatever your really core KPIs are, you know over the years you found that 
obviously you're hitting this point of diminishing returns. You're investing in college Facebook and 
whereas the return used to be 10 to one, maybe now it's five to one.

Kevin Osborne:

And so you're just finding less efficiency with the channels that have always worked. And what you may 
find is pushing outside of the US to these other English-speaking countries, if your business is already 
operating there, if you've seen success with these other channels in those countries, partner marketing 
can very easily, assuming the technology's in place, translate into those regions as well. And again, it 
may not be the same returns you're seeing with your partner marketing in the US, but it may be more 
effective than those other marketing channels because you've been running them so long.

Lenox Powell:

And I know this discussion is not intended to provide strategic advice, and I appreciate you clarifying 
that at the outset. But from your perspective, you work so closely with brands and prospective clients, 
existing clients, what should a brand take into consideration if they concluded that, "Yes, it would make 
sense to expand our partner marketing program into a new English-speaking market?"

Kevin Osborne:

Sure. So, yeah, definitely a few things. And just so we're clear, this is for brands that already have a 
partner marketing program up in the US and it's working and it's effective and they have a good 
foundation. This is not something where you'd want to just launch a new partner program in one of 
these countries right off the start.

Kevin Osborne:

So first and foremost, I think we touched on this previously, is the product market fit. You got to make 
sure that again, the brand is resonating with that audience already. So you don't want to launch a 
partner program from the start with no other marketing channels that are already up, and also just 
putting the product into the market for the first time. You want to have some early traction, you want to 
make sure that it's already being accepted and being used by that local audience.

Kevin Osborne:

And two, as it pertains to partner marketing, you want to make sure that technology platform's in place. 
Again, you'll want to work with those partners and make sure that you're able to actually launch this 
using local currencies, using local tracking in those countries that you want to expand into.

Kevin Osborne:

And then ultimately because partner marketing is a relationship-based channel, you've got to make sure 
you have the resources. Especially if you're going to look at moving into Australia or someplace that's 
many times zones away. It's a real challenge when you do need to have these personal connections and 
constant communication with your partners, doing that with a 13 hour time difference can be a real 
challenge.

Kevin Osborne:



So yeah, I would say those are very key pieces. You've got to make sure that the product is accepted, 
technology is in place, and you have resources on the ground. And then, if I'm going to add a last one, 
you do have to make sure you have a global strategy in place. Different brands approach us differently. 
Sometimes they want to have a different image or a different market position in different countries, 
that's their prerogative, they can approach that as they see fit. But you do want to make sure a strategy 
in place, and again you want to make sure your partner marketing strategy is aligning with your 
marketing strategy, is aligning with your country strategy. So you do have to make sure all those things 
are in alignment and working together.

Lenox Powell:

That's a great point. I mean, we've seen this with other brands, but they're concepts can be, "Well, our 
product, which works really great here in the US, of course it's going to work really well in the UK." And 
that does not always happen. So that's a really good point that you have mentioned, is making sure that 
it's buttoned up in the market that they're looking to go into before they put forth all this effort and 
time and resources to expand.

Kevin Osborne:

That's exactly right, yeah. And I think the other thing to note too is, because businesses become more 
mature in the US and they start to see success and they assume a lot of partners want to work with 
them right off the bat, they have to understand that when they do go to a new country, it's a little bit 
not starting over, but you're not going to have the same traction you're going to have in the US where 
your brand's been built over a number of years. So you're going to go into these countries, you're going 
to have to reestablish your brand, your relationships. And especially as it pertains to partner marketing, 
you're going to have to start a lot of those relationships over with new local partners.

Lenox Powell:

Well, this is definitely an important and notable trend, Kevin, beyond just expanding an affiliate program 
or a partner marketing program. So, definitely notable and we really appreciate you bringing it to the 
forefront, and I'm sure our Outperform listeners will too.

Kevin Osborne:

I hope so. Thanks so much for having me, Lenox.

Lenox Powell:

There is a lot of opportunity that the global expansion of an affiliate program can offer brands. There's 
also a lot to know about expanding into a new country or region. To help you navigate the often murky 
waters of a global expansion, we have developed a few useful resources that highlight the important 
things brand should consider, before and even after a global expansion of an affiliate program. Links to 
these resources will be included in the show notes for this episode.

Lenox Powell:

As always, thanks for tuning in, and until next time, keep Outperforming.


