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Introduction 
Last year Affiliate Window’s publishers recorded one million sales in the UK over the four day pre-

Christmas peak trading period, bookended by Black Friday and Cyber Monday. 

With affiliates driving 13.4 million clicks and £77m in sales revenue across 1,400 advertisers in 2014 

on the network, we have high hopes that this year’s event will smash all-comers. With this in mind, 

getting Black Friday right will be critical to the success or otherwise of our advertisers’ performance 

this Christmas.  

This document therefore offers some insights about what we learned last year, trends to anticipate 

in 2015 and what to consider when planning activity. 

We’ll take a look at the role various devices played as well as the impact this had throughout 

different periods of Black Friday. 

We also consider how advertisers can better engage blogger and content sites over this key trading 

period and provide an interactive report to allow you to explore our 2014 data for yourselves. 

 

1. Smartphone traffic will play a crucial role 

Another mobile Christmas 

Mobile is a key theme of this document and we believe it will play a significant part in the success of 

Black Friday and Cyber Monday this year. With that in mind, getting your ducks in a row and 

ensuring you maximise exposure and revenue has never been more important.   

On Boxing Day 2014 Affiliate Window officially hit 50% of traffic originating from tablet and 

smartphones, a milestone we had been anticipating for some time. As we will see, how that traffic 

behaves at different times of the day and the role it plays in both influencing and converting sales, 

are key themes that it’s vitally important to understand. Also drilling down into the affiliates and 

advertiser sectors that succeed on different devices provides an additional steer on how to optimise 

an affiliate campaign. 

We know that consumers use smartphones to browse the Internet in ways they don’t on other 

platforms. What is interesting about last Christmas’ trading is how this manifested itself in click to 

sale conversion rates. Take a look at Black Friday and Cyber Monday 2014 in the following graphs. 

There is a clear dichotomy between sales and traffic, and a general trend that clicks tracked at about 

two-thirds the rate of sales on smartphones on Black Friday (the difference was slightly less 



pronounced on Cyber Monday). Here you can see desktop sales and traffic in blue, handsets 

represented by orange with tablet shown by the grey segments: 

 

Let’s breakdown one of the peak days for handset traffic – Boxing Day – and we can see it throws up 

some really interesting patterns (click traffic is indicated by the triangular markers, sales by the 

circular ones):  

 



Study the data closely and you’ll notice a two hour window when handset traffic actually overtakes 

desktop, to become the single largest platform on the network. This is nothing short of phenomenal, 

but not hugely unexpected. 

For a network to be tracking 44% of its clicks at 9am on Boxing Day, but converting that into just 22% 

of its sales we have to question whether the commercial model we operate serves handset traffic 

well. 

At the heart of this question is whether we’re tracking more casual browsing, with less buying intent 

(therefore potentially less valuable from an acquisition perspective), or whether there is a 

fundamental tracking failing at the centre of our business model. One thing to consider is that 

handset clicks are viewed as additional rather than replacement traffic. Consumers haven’t straight 

switched from clicking and buying on desktop to their smartphones, rather they’re complementing 

the former with the latter. 

Aside from this conundrum, we also need to give some thought to practical considerations. Are you 

tracking affiliate sales on mobile in the first place? It may sound an obvious question but when 

advertisers launch dedicated mobile sites affiliate tracking needs to be added. 

In May this year a large telecoms company on the network added mobile tracking to their new site 

and immediately saw a 10% uplift in sales. If in doubt, ask your network or agency to test for you. 

Also consider that if you operate in an industry, such as fast fashion, that can see in excess of one in 

four sales being driven by smartphones, this has a significant impact on how you might be hugely 

under-reporting their contribution and therefore how you may be working with some of your best 

affiliates (more on this later). 

If you operate a responsive mobile site it’s unlikely you will need to add tracking. 

So therefore, prepare yourself for a deluge of traffic and sales from mobile devices. Q4 for the past 

four years has seen a significant ramp in both. But don’t expect it to convert as well. Also recognise 

there are substantial differences between sectors and affiliates. Drill down into your data and assess 

who are your mobile champions in order to shape your campaign planning. 

 

Takeaways 

 Consider how mobile has become significant in the channel and how different traffic behaves. If 

the conversion is low for certain affiliates who are driving high volumes of mobile traffic then 

think about commission increases to reflect that value 

 

 Is your tracking in shape? If you have a dedicated mobile site then remember to test the tracking 

and if you don’t have any tracking in place then prioritise this ASAP! 

  



2. Understanding how consumers use their devices will be critical 

Importance of cross device tracking 

 

With the significant growth in m-commerce, multi device consumption is common place. Customer 

journeys are not just spanning different channels, they are also across multiple devices. Research 

from Statista indicates that the average person in the UK had access to 3.1 connected devices in 

2014. To truly understand customer journeys it is becoming increasingly important to be able to 

track across devices. This will be brought into sharp focus this Christmas as we will probably 

experience increasingly complex consumer paths fuelled by smartphones.  

Google recently revealed their cross device conversion statistics, indicating that cross device activity 

can result in an increase of anywhere between 4-16% attributable sales. This matches with the data 

we are currently seeing for our cross device product with some retailers experiencing around an 8 - 

12% uplift in sales.  

Without the ability to track cross device sales, affiliates are not being adequately or accurately 

rewarded the full extent of the sales they are driving. Imagine telling your affiliates you were cutting 

their commissions by around 10% at the peak sales’ period of the year? Advertisers simply wouldn’t 

do it, but by not tracking sales across multiple platforms, this is what they are effectively doing.  

Cross device tracking however, is not merely about ensuring affiliates are rewarded correctly for 

their activity, it also unlocks insights about how consumers are interacting across devices and shines 

a light on the purchasing habits of multi device customers when compared to those using a single 

device, something we expect to be significant during the heightened Black Friday period. 

Cookie Lengths – Cookie lengths have typically been set to 30 days for an affiliate programme. With 

the affiliate channel being paid on performance, affiliate sites are primed to convert customers. 

With the dominance of incentivised sites we have traditionally seen short lag times between click 

and conversion, with the majority of transactions converting within a day of the click. In fact it is 

typical to see a high percentage of these within an hour.  

Cross device tracking has lead us to challenge the previously held conceptions of cookie lengths. 

Despite converting in a short time frame from the final click have we been misunderstanding the 

length of customer journeys?  

Our cross device data has indicated that cross device journeys are typically much longer than first 

thought. While single device transactions typically convert within 24 hours, cross device transactions 

show the role of influence earlier in the path to conversion, elongating the period from click to 

conversion.  

While we see 63% of single device sales convert within the same day, only 8% of cross device sales 

convert within a 24 hour period. Furthermore, only 50% of cross device sales convert within ten days 

of the initial click.  

Previously advertisers may have questioned whether cookie lengths should be shortened due to the 

short conversion times, however, surely there is more of an argument to extend them on the back of 

cross device analysis. 

http://www.statista.com/statistics/333861/connected-devices-per-person-in-selected-countries/
http://www.statista.com/statistics/333861/connected-devices-per-person-in-selected-countries/
https://econsultancy.com/blog/66607-google-reveals-cross-device-conversion-stats/


You can read more on cross device cookie lengths here. 

Smartphones as an influencing device – As mentioned the role of smartphones is an interesting one 

given much of the traffic may be premised at the early stage of the purchase cycle. Cross-device 

tracking opens up a new way of assessing this. 

As mentioned, while fewer conversions are taking place on a smartphone, what is to say that the 

customer has not converted at a later point on a second device? The image below examines when 

we see the majority of smartphone traffic that later converts on another device. The figures on the 

top row show smartphone traffic while the bottom shows when conversions take place on 

smartphones. Early morning and late evening traffic far outstrips the conversions we have seen in a 

single device view. This is indicative of browsing traffic on the morning or evening commute with 

consumers researching potential purchases. 

By looking at cross device data, advertisers are truly able to understand the role each device has in 

influencing as well as converting sales. 

You can find out more about smartphones as an influencing device here.  

Average order values - The chart on the following page looks at the average order values for cross 

device transactions plotted against single device transactions. Typically we see a higher AOV for 

cross device sales. It is not surprising to see greater research going into more considered purchases 

which is reflected by the higher order values we have seen.  

Therefore it’s important to not only track across devices but recognise that different affiliates will be 

premised earlier in the purchase cycle. These ‘influencers’ can have a significant impact on an 

affiliate programme, but without tracking the full cross-device journey, we’re effectively working 

blind. 

https://econsultancy.com/blog/66318-cross-device-tracking-is-it-time-for-cookie-periods-to-be-extended/
http://blog.affiliatewindow.com/understanding-the-role-of-influence-in-cross-device-transactions/


 

With activity set to peak on Black Friday, there is no doubt that consumers will be switching devices 

as they research purchases. Advertisers should take advantage of this behaviour during peak trading 

times to be able to gain insights to drive their programme forward in the future. 

 

Takeaways 

 Enable cross device tracking - Now is the time to ensure tracking is set up effectively. Affiliates 

will be rewarded fairly for their activity while it will also provide additional insights for more 

effective programme planning. 

 

 Additional Insights – Use this peak period to benefit from additional cross device insights. The 

device reporting available from the interface allows you to download the transaction data and 

identify the cross device transactions. Use this data to understand the affiliates driving cross 

device sales, the impact that cross device activity has upon average order values and the true 

length of customer journeys. This will ultimately help you to understand the value derived from 

your affiliates. 

 

3. The rise of the blogger 
If there’s one topic that is guaranteed to cause affiliate marketers scratch their heads in confusion, 

it’s how to engage the longtail affiliates on their programme. 

At this time of year many of the major affiliate sites, the large cashback and voucher code sites, for 

example, have already agreed their marketing plans for Christmas with ratecards, promotional slots 

and commission rates agreed with many advertisers. 



This is nothing new and has now become an established part of late summer. But trying to engage 

the many remains problematic. What’s even more frustrating is the affiliates who fall into this 

category are considered the most desirable by many and can help deliver the most ‘incremental’ 

sales. 

With that in mind, a key focus for Affiliate Window this year has been to ‘make affiliate marketing 

easier’. Each of our product launches has been geared towards this objective and has enabled 

advertisers to engage with the blogger and editorial sites that are so desirable.  

With many bloggers primed and willing to feature content, products and services that are being 

heavily promoted by advertisers in the run up to Christmas, now seems the most opportune time to 

engage with some of this new tech. 

Opportunity Market Place – This give affiliates a chance to showcase their promotional opportunities 

they have available – from onsite placements to newsletter inclusion. While previously affiliates 

would be reliant on account managers sharing their opportunities with relevant advertisers, this tool 

acts as a market place and a conversation starter. 

Advertisers are able to make offers for relevant opportunities and negotiations can take place. This 

helps affiliates get their opportunities seen and allows advertisers to engage with relevant longtail 

publishers. 

Opportunities can be searched on by various metrics including the type of opportunity – e.g 

newsletter inclusion, tenancy placement etc. to make sure the most relevant opportunities can be 

found. 

Black Friday is sure to be a key period with advertisers looking to secure as much coverage as 

possible across the most relevant and targeted affiliate sites. Keep an eye out in the interface for the 

last minute placements that are sure to be available in November. 

You can find out more about Opportunity Marketplace here.  

Payment on Assist – With the affiliate channel being premised on a last click CPA, it is no surprise to 

see business models emerge around the conversion. While last click CPA is a robust payment metric 

and one that has served the channel well for a number of years, it neglects the influence of early 

funnel traffic.  

Affiliates are extremely effective at influencing sales as well as converting them – especially blogger 

and content sites – those heralded as the holy grail of publishers that advertisers wish to work more 

closely with. 

In launching our ‘payment on assist’ model, advertisers are able to reward affiliates for their 

influence over purchasing decisions in exchange for additional coverage across their sites. This 

additional coverage has a dual positive – an increase in exposure which has led to an increase in 

traffic but also an improvement in conversion across the affiliate sites. With more editorial content, 

the consumer has been influenced to purchase through the content site rather than it merely 

influencing them to purchase through another affiliate. This is a win-win situation for the advertiser 

who only has to pay for the sale (rather than an assist as well as a CPA) and also for the affiliate who 

earns more commission for the sale than they would for simply assisting the sale.  

http://blog.affiliatewindow.com/affiliate-window-launches-opportunity-marketplace/


 

A number of advertisers have already run payment on assist campaigns and have achieved some 

fantastic results. With traffic on Black Friday set to hit record levels and consumers searching around 

for the best offers, affiliates will play a key role in influencing purchasing decisions. You can read our 

case study on the model here. We expect advertisers to be fully engaging with the assist model in 

the run up to Christmas, using different criteria and metrics to determine the value being offered. 

Additionally we recently hosted a webinar on payment on assist which can be viewed here. 

Assisting Affiliates at Selling Themselves 

While there are tools in place to help advertisers to identify and work with these longtail affiliates, 

there is also an emphasis on affiliates having the ability to showcase their value to the brands they 

are promoting. 

There is an increasing amount of data available to help facilitate this. From demonstrating how 

effective they are at influencing transactions in the early stages of the customer journey, to their 

splits of new vs. existing customers.  

Showcasing their value is a key element in standing out to advertisers and gaining additional reward 

– whether this is in terms of favourable commission rates or being rewarded for their influence. 

We have produced a guide which outlines some of the things that should be considered when 

affiliates are selling themselves into advertisers. 

 

http://blog.affiliatewindow.com/rewarding-influence-within-the-affiliate-channel/
http://awinstrategy.com/index.php/webinars/29-webinar-the-power-of-affiliate-influence-and-payment-on-assist
http://awinstrategy.com/index.php/articles/44-assisting-publishers-in-better-selling-themselves-to-advertisers


Takeaways 

 Look to run a payment on assist campaign with key content sites. You can identify the affiliates 

who are assisting a high share of sales they are not converting and work closely with them to 

increase exposure over this period. With Black Friday being such a competitive day, securing 

increased exposure can really help to influence consumers to purchase from you over 

competitors. 

 

 Take a look at opportunity marketplace to see the wide range of opportunities that are available 

to you. Affiliates should showcase their opportunities and look to sell in the benefits of 

partnering with them to secure increased commission or additional payments.  

 

4. Time of Day Insights 
Looking at our data from Black Friday 2014, we have been able to understand the peak periods for 

transactions throughout the day. The below chart looks at the distribution of sales over a 24 hour 

period, and the share of sales through each device each hour. The peak sales period for the day 

across all devices was between 13:00 and 14:00. 

The charts below consider how this varies between devices. 

 

  



Desktop – The share of desktop sales peaks at 11:00 – 12:00 and then 13:00 – 14:00 with 7% of all 

desktop sales being driven between these hours. Desktop sales then drop off after 14:00. 

 

Smartphone – In contrast we see smartphone activity peak in the morning with the greatest share 

of sales occurring during the morning commute - between 08:00 and 09:00. This share then drops 

off before seeing another peak during the evening commuting hours – hitting 6% between 18:00 and 

19:00. 

 
  



Tablet – While we see the share of sales from smartphones peak in the morning, tablets see their 

peak later in the evening. The greatest share of tablet sales are generated between 21:00 – 22:00, 

indicating that tablets are the device of choice for relaxing at home. 

 

There are nuances between each of the devices and it is also important to remember the role of 

smartphones as an influencing device. While they have been seen to convert sales, they are also 

responsible for a lot of research traffic as our cross device insights have demonstrated. 

Consider how this will impact how affiliates may push you early in the day in order to maximise 

coverage of your products. Speak to affiliates about how they can support your efforts across 

different devices at different times of the day and also across the four day weekend. 

 

Data Insights 
We are always keen to share our data and we have produced a report where you are able to 

interrogate our black Friday data for yourself. Use this report to see the most popular regions in the 

UK and how sales are distributed throughout the day. This report can also be filtered by device and 

sector to see how this varies across the day. 

You can view this report here. In order to access this report as well a range of additional Tableau 

reports, you will first need to download a free copy of Tableau Reader. 

  

http://files.affiliatewindow.com/Black_Friday_Whitepaper.twbx
http://awinstrategy.com/index.php/tableau-reports
http://awinstrategy.com/index.php/tableau-reports
http://www.tableau.com/products/reader


Takeaways 

 Understand the peak times of day that purchases take place. Time of day can influence the 

device that is being used. Our Tableau report can help determine the peak times for different 

sectors. 

 

 With demand expected to reach record levels, it is vital that your website can cope with the 

load. There will be significant volumes of traffic throughout the day via the affiliate channel. 

 

 

5. What other trends could influence your sales? 
So they’re just some of the overarching trends we expect to see alongside maximising your reach 

through the use of various technologies. But there are some other factors that need to be 

considered. 

It’s not just Black Friday, it’s the whole weekend – Black Friday really took off last year, but it is not 

just a one day event. It is important for advertisers to make the most of the whole weekend. Those 

advertisers offering promotions across the whole weekend are most likely to benefit from the 

increased activity. 

Traditionally in the UK, Cyber Monday (the first Monday in December) had always been the largest 

trading day in the run up to Christmas. Taking advantage of ‘Cyber Weekend’ could really see 

advertisers benefit from this busy period. Generally we saw a bigger November for the very first 

time last year, so if 2015 follows suit, expect a longer Christmas lead in and a bump back to earth 

after the Black Friday juggernaut. 

Opportunity to boost average order values – In a period where deals are rife, consumers are 

prepared to spend more in order to get a bargain. Minimum spends could be put in place to receive 

even bigger discounts on big ticket items. Average order values were a lot higher on Black Friday 

than Cyber Monday last year and tactical offers could see these increase further in 2015. 

 



We expect advertisers to be a bit savvier and less scattergun in 2015. Consider if you do want to 

offer codes and cashback hikes, you can attach conditions that maximise the revenue. Stretch and 

save codes, cashback on bundled products in order to drive up basket sizes and time sensitive codes 

that stress the urgency of the conversion are just some of the tactics that might be considered. 

It isn’t just about the big brands – Whilst John Lewis, Currys and M&S may have grabbed many of the 

headlines last year, we were pleased to see a smaller brand claim the biggest valid transaction of the 

weekend across the entire network. 

Wex Photographic proved that smaller retailers could muscle in on the brands, securing a single sale 

of almost £12,000 including a camera and associated photographic equipment. 

More and more advertisers are getting involved in Black Friday promotions and benefitting from the 

increased demand it generates. 

Sectors other than retail benefit – It could be considered that Black Friday is a purely retail focused 

event but we have seen a number of sectors benefit from this busy trading day. Strong offers across 

a range of sectors proved to be immensely popular.  

One of the stand out sectors was telecoms, with one advertiser in particular having an incredibly 

strong consumer offer that converted at a staggering rate. 

If any advertisers are thinking that their sector will not perform as it isn’t retail focused, think again. 

As long as there is a strong consumer offer, it is well worth taking advantage of the busiest sales 

period of the year and general rush to the Internet by consumers who are at every stage of the 

purchase cycle. 

 

6. Summary  
Black Friday is now the single busiest trading day across the network. Last year records were broken 

both in terms of the volume and value of sales. With the rise of mobile activity it is increasingly 

important that advertisers have specific mobile strategies in place. 

Additionally, consumers are not just using a single device to research and purchase, they are 

switching between multiple devices across the course of the day both at home and on the move, 

making it increasingly difficult to monitor customer journeys. Cross device tracking is becoming of 

fundamental importance to really understand consumer behaviour and customer journeys. 

High quality content affiliates and bloggers are becoming vital in influencing sales over this period 

and play a pivotal role in customer journeys. Additional payment models can be utilised to reward 

them for this added value and really help to drive sales during the busiest trading period in the run 

up to Christmas. 

In conclusion, there is a myriad of opportunities and considerations for any affiliate programme: the 

Black Friday phenomenon heightens the importance of getting it right. Now is the time to plan for 

every eventuality and engage with your affiliates at every level to understand what strategy is right 

for each and every one of them. 

  



Interested in finding out more about affiliate marketing? 
 

Affiliate Window is the market leading affiliate network in the UK.  

Working with more than half of the top 100 retail brands in the UK gives us unparalleled access to 

the deepest set of affiliate marketing data in the UK.  

We use this information to create reports, editorial insights, webinars and whitepapers that are 

unique to the industry. If you’d like to find out more about how we can help you with the latest and 

most appropriate affiliate marketing solutions, please drop us an email. 

In 2015 we continued to lead the affiliate channel with our launch of cross-device tracking, payment 

on assists and our ground-breaking publisher tool, Opportunity Marketplace, picking up the network 

innovation accolade at the Performance Marketing Awards 2015 for the seventh time. 

The Strategy Team at Affiliate 

Window publish a monthly 

newsletter that contains all the 

latest updates from the 

network including industry 

insights, new reports, the 

newest innovations in mobile 

and general editorial pieces. 

We cover off the latest industry 

developments as well as tackle 

the key issues impacting both 

advertisers and affiliates. 

 

If you’d like to receive our 

newsletter please sign up here. 

 

Alternatively you can visit the 

company’s blog here and our 

Strategy Hub here. 

 

mailto:strategy@Affiliatewindow.com?subject=Voucher%20Code%20whitepaper%20enquiry
http://affiliatewindow.us6.list-manage.com/subscribe?u=126d848a253b705d18a44da02&id=196b5b5b00
http://blog.affiliatewindow.com/
http://awinstrategy.com/

