
Hot Trend: Attribution in 
Performance Marketing

Rick Gardiner – iAffiliate Management

Cristian Miculi – Avangate 



2

Housekeeping Rules
1. All lines are on mute

2. Use the Questions Box on the right 

3. Questions will be answered towards the end of the webinar. 

4. Unanswered questions and parking lot items will be followed up subsequently.

5. This presentation is being recorded for later playback and sharing.

6. Feedback forms will be provided at the end of session.

7. Slides from this presentation will be emailed.
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› Introductions

Agenda
What You Need to Know to Build a Strong Affiliate Channel 

› Attribution in Performance Marketing – Rick Gardiner

› Affiliates’ Value in Customer Journey – Cristian Miculi

› Q&A
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Today’s Speakers
Rick Gardiner – CEO, iAffiliate Management
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Today’s Speakers
Cristian Miculi – Sr. Manager, Affiliate Services, Avangate
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Over 3,400 Customers | Growing at 70% CAGR

Avangate: Customer Centric eCommerce

http://www.serena.com/index.html?hplogo
http://www.serena.com/index.html?hplogo


Attribution in Performance Marketing



 What is Attribution?

 Why Attribution

 Different Attribution Models

 Implementing an Attribution 

Model
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What is Attribution

The rule, or set of rules, that determines how credit for 

sales and conversions is assigned to different touch 

points in conversion paths.



What is Attribution

Huh?



Why Attribution



Conversion Path Example

I need 

internet 

security 

software

Meet Bill. Bill needs to buy new security 

software.



Conversion Path Example

Bill does a search…finds a comparison grid on an affiliate 

site.



Conversion Path Example

Bill checks out your 

website.



Conversion Path Example

Bill forgets about it for a few 

days, but gets an email 

from an affiliate website he 

subscribes to.



Conversion Path Example

Bill makes a decision 

and checks to see if 

there is a coupon 

available.



Conversion Path Example

Bill makes the 

purchase and is now 

able to browse the 

internet safely and 

securely.



Who Gets Credit for the Sale

How many affiliate ads did Bill see? 

How many affiliate sites did he click thru?

What was the timeline?

Which affiliates were most influential in the purchase?

Who should earn the commission?



Attribution Models

Last Interaction Attribution Model

The last-click wins, in this case the coupon 

affiliate.



Attribution Models

First Interaction Attribution Model

The first-click wins, in this case the review 

affiliate.



Attribution Models

Linear Attribution Model

Each interaction is weighted equally, in this case 

each affiliate gets equal credit.



Attribution Models

Position Based Attribution Model

80% is split between the first and last interactions. 

The remaining 20% split evenly between the 

middle interactions. 



Attribution Models

Time Decay Attribution Model

The touchpoint closest in time to the conversion 

gets most of the credit.



Implementing an Attribution Model

A few things to keep in mind:
1. Understand your analytics data.

2. Get all stakeholders involved early.

3. There is no right or wrong attribution model.

4. Understand technical requirements and 

resources needed.

5. Have a good communication plan.
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a

Affiliates’ Value in 
the Customer Journey
Cristian Miculi, Sr. Manager, 
Affiliate Services
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Purchase Funnel Analysis
Customer interacts with multiple marketing channels

˃ Some of the channels are 
“affiliate-powered”, others 
may be powered by you.

˃ Crunching your GA data is vital 
to determine value of your 
efforts vs. affiliates’ efforts.

˃ Depending on geography and 
industry, the position of each 
channel is different.
[ThinkWithGoogle.com]

Source: http://www.thinkwithgoogle.com/tools/customer-journey-to-online-purchase.html

http://www.thinkwithgoogle.com/tools/customer-journey-to-online-purchase.html
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Affiliates’ Role in the Purchase Funnel
Traffic comes from SEM, Content and Social

˃ Assisting affiliates

• Content

• PPC*

• Social media

• Bloggers

Source: AffStat 2013 report

˃ Decision affiliates

• Coupon

• Loyalty / 
Cashback

• Mobile

• Datafeed

• Email
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Ideal Affiliate Mix for Merchants
No universal recipe, but… content & influencers recommended

˃ B2B / B2sB / professional products and services 
merchants should try to find content affiliates 
and influencers to promote them

˃ Depending on their evolution stage, B2C 
merchants should focus on one of the types of 
affiliates: 
smaller / newer merchants – focus on both assisting 
and decision affiliates; 
bigger / established merchants – focus on assisting 
affiliates

Content
30%

Influencer
20%

Coupons/Lo
yalty
10%

Paid Search
15%

Local 
Bloggers

10%

Mobile
5%

Social
10%
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Attribution via Flexible Compensation
Bonus Programs to reward performance

˃ Automated bonus programs based on sales 
volumes or commission amounts 
thresholds.

˃ One-time bonuses offered to affiliates.

˃ Best fit for decision affiliates (usually 
Coupon, Loyalty / Cashback, Mobile, 
Datafeed, Email) – to be rewarded for 
exceeding expectations.
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Attribution via Flexible Compensation
Increased commission rate for preferred affiliate types

˃ Personalized commission lists for different 
types of affiliates.

˃ Best working with Manual affiliate approval 
in program.

˃ Best fit for assisting affiliates (Content, PPC, 
Social media, Bloggers) to increase the 
payout for their sales.
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1. Crunch the data numbers: traffic, purchase funnel, etc.

2. Look at the different touch points your clients hit in 
their journey and understand who’s driving each touch 
point.

3. Align your affiliates compensation models with the 
company objectives.

Takeaways
Align your data with your objectives



Avangate B.V.
Amsterdam, The Netherlands
Tel: +31 20 890 8080

Avangate Inc.
Redwood Shores CA., USA
Tel: (650) 249 - 5280

info@avangate.com info@avangate.com

Q&A

Rick Gardiner, iAffiliate Management
+1 612.216.1833
rgardiner@iAffiliateManagement.com
linkedin.com/in/rickgardiner

Cristian Miculi, Avangate
+1 650.249.5280 ext. 4645
cm@avangate.com
linkedin.com/in/cristimiculipop
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Performance Marketing Insights Europe 2014

June 24-25, Berlin, Germany

Exhibition area, stand #68

Meet Avangate at Affiliate Events
Connect with the experts in digital goods sales

Affiliate Summit East 2014

August 10-12, New York City, USA

Presentation on affiliate retention techniques

Meet Market area, table #113


