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MOBILE MARKETING IN THE AFFILIATE CHANNEL

v The growth of mobile: the network’s data in detail
v The tracking challenge - how much isn’t being rewarded?

v Understanding the consumer and new affiliate models
v What recent trends show us

v The importance of understanding consumer journeys
v Piecing it all together




ONLINE TRAFFIC: OVERALL EXPANSION
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THE RELENTLESS RISE OF MOBILE

The growth of tablet and smartphone sales
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SMARTPHONE CLOSING SALES GAP

Traffic and Sales
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APPLEVS. ANDROID

iPhone vs. Android Traffic vs. Sales
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APPLEVS. ANDROID

iPad vs. Android Tablet Traffic vs. Sales
90% Android and iPad
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ANDROID TABLETS LAGGING

Tablet Conversion and AQV
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CONVERSION RATE: TRAFFIC BEHAVIOUR
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Smartphones convert between 50% and 70% of the click to sale rate of tablets

What does this tell us about how people use the devices? How much is untracked revenue?
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THE TRACKING CHALLENGE

SPLIT OF CLICKS
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THE 10% INSTANT SALES"UPLIFT

PERCENTAGE OF SALES PERCENTAGE OF SALES
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UNDERSTANDING THE CONSUMER
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UNDERSTANDING THE CONSUMER
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; ) VoucherCodes.co.uk

FEATURED VOUCHERS CATEGORIES

25% off In-Store 25% discount in-store 1 00/0 increase in on in-Store
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DEVICE SWITCHING

Mobile (tablet/handset) vs. Desktop traffic: Boxing Day
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MOBILE IS TRANSFORMING OUR PERCEPTIONS
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SMARTPHONES AS AN INFLUENCER

Smartphone Click vs Conversion Have we ignored the
40.00% role of smartphones
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BUSINESS INTELLIGENCE DRIVING INSIGHTS

Quarterly Traffic (Bar) for GBP Region for All Devices
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MOBILE MARKETING IN THE AFFILIATE CHANNEL

‘racking is imperative; tangible impact on affiliate revenues
Drilling into the data uncovers distinct trends

AN

"here are significant demographic variances

v There are significant sector and vertical variances

v New affiliate models are emerging, especially in retail

v" Cross-device data indicates undocumented early affiliate influence
v Putting a value on smartphone affiliate traffic is a priority
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