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01. methodology
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This research was conducted over March and April 2026 by the IAB Australia Affiliate Marketing Working Group to explore 
experiences and plans with affiliate and partnership marketing from both sides of the industry – agencies and advertisers, along 
with affiliate publishers and partners. 123 respondents with experience in affiliate and partnership marketing completed the survey. 

agencies and advertisers

• Responses were gathered from 66 advertiser and agency industry participants who operate affiliate marketing programs in Australia. 

• This report makes some comparisons where available to previous annual IAB Australia affiliate marketing industry surveys conducted 
amongst agencies and advertisers including year on year comparisons to April 2025 (n=74).

publishers and partners

• Responses were gathered from 57 publisher or partner industry participants who operate affiliate marketing programs in Australia. 

• This report makes some comparisons where available to the previous annual IAB Australia affiliate marketing industry surveys conducted 
amongst publishers and partners including year on year comparisons to April 2025 (n=66).

Previous reports are available to download from the IAB Australia website. 



02. introduction 
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The IAB Australia Affiliate and Partnership Marketing Working Group 
our proud to present the findings from the 2026 industry review, 
exploring the current state, performance, and future outlook of affiliate 
and partnership marketing. These insights draw on the experiences from 
across advertisers, agencies, publishers, and partners.
The results highlight a mature and increasingly experienced market, with 
the majority of both advertisers and publishers having more than four 
years of involvement in affiliate marketing. Engagement continues to 
diversify, with a mix of in-house management, agency support, and 
growing use of affiliate networks offering advertisers opportunities to 
recruit partners at scale. The channel operates across a wide range of 
industries, with retail and fashion leading for advertisers, while travel 
has emerged as a key focus for publishers.
Affiliate and partnership marketing continues to demonstrate strong 
commercial impact. Advertiser investment has grown steadily, with 42% 
increasing spend over the past year. This growth is mirrored on the 
publisher side, where two-thirds report increased revenue and most are 
expanding their advertiser partnerships. The channel contributes 
meaningfully to online revenue for both advertisers and publishers, 
reinforcing its role as a performance-driven revenue stream.

The value of affiliate marketing is underpinned by its cost-efficient, 
outcome-based model, with cost-per-acquisition remaining the 
dominant payment structure. Advertisers place highest importance on 
ROI and sales volume as measures of success, with satisfaction levels at 
95% for delivering return on investment. At the same time, new 
considerations such as visibility in AI-driven discovery are emerging as 
important metrics.
Despite its strengths, the report identifies key challenges and barriers to 
growth. Rising costs, fees, and budget constraints are limiting further 
investment from advertisers, while publishers face disruption from search 
algorithm changes and the increasing influence of AI on consumer 
journeys and click behaviour. These shifts are also challenging 
traditional attribution models, particularly last-click measurement that is 
highly relied on in affiliate marketing.

Looking ahead, the industry sees affiliate and partnership marketing 
playing a more important role in achieving business goals, with 64% of 
respondents expecting its importance to increase. To unlock further 
growth, there is a clear call for the channel to evolve to be more 
strategically integrated alongside brand and performance media. This 
will require improved measurement, stronger collaboration across 
stakeholders, and greater proof of incrementality and long-term value.
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experience and 
engagement



advertiser and agency experience 
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73% of advertiser/agency respondents using affiliate and partnership marketing have 4 or more years personal experience. The survey 
sample this year have more personal experience than those surveyed last year (last year 56% had 4 or more years experience). 
85% of advertiser/agency companies have 4 or more years involvement in affiliate marketing. Companies also have longer experience 
this year than those surveyed in the previous year (last year 65% had 4 or more years involvement in affiliate marketing). 

Q- How long have you personally been involved in affiliate and partnership marketing? How long has the company you currently work for been involved in affiliate and partnership marketing in Australia? Advertiser/Agency n=66

personal experience company experience

advertiser/agency experience with affiliate and partnership marketing

Under a year, 
9%

1 to 3 years, 
18%

4 to 5 years, 
23%

6 to 8 years, 
26%

Over 8 years, 
24%

Under a 
year, 6%

1 to 3 years, 
5%

4 to 5 years, 
35%

6 to 8 years, 
26%

Over 8 
years, 24%

Don't know, 
5%



publisher experience
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74% of publisher respondents have 4 or more years personal experience with affiliate marketing, this is higher than respondents in the 
previous survey (64% of respondents had 4 or more years personal experience last year). 79% of publisher companies have been 
involved in affiliate marketing for 4 or more years, this is a similar level of experience to respondents from last years survey. 

Q- How long have you personally been involved in affiliate and partnership marketing? How long has the company you currently work for been involved in affiliate and partnership marketing in Australia? Affiliate/Partner/Publisher = 57

personal experience company experience

affiliate/partner/publisher experience with affiliate and partnership marketing

Under a 
year, 5%

1 to 3 years, 
21%

4 to 5 years, 
28%

6 to 8 years, 
16%

Over 8 
years, 30%

1 to 3 years, 
18%

4 to 5 years, 
33%

6 to 8 years, 
18%

Over 8 years, 
28%

Don't know, 
4%



advertiser engagement 
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While 42% of advertisers operate their affiliate program in-
house, a greater proportion of this year's survey sample of 
advertisers are using networks (29%, compared to 19% in 
2025).

Q- Who is currently responsible for managing your affiliate program? What best describes the type of company that you work for? Advertiser n=45

responsibility for managing affiliate program

A small 
number use a 
combination 
of in-house 
and agency 

support

Advertisers engaging in affiliate marketing come from a range of 
company sizes, with 53% from large businesses. A greater 
proportion of this year's sample are from medium sized 
businesses (29%, compared to 17% in 2025). 

size of advertiser company

18%

29%

53%

Small business (less than
50 employees)

Medium business (50 to
250 employees)

Large business (More
than 250 employees)

42%

27%
29%

2%

In-house Agency Network Other



publisher engagement
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Q- What best describes the type of company that you work for? Affiliate/Partner/Publisher = 57

58% of publishers surveyed who are involved in 
affiliate and partnership marketing, are small sized 
publishers with less than 50 employees. There is a 
greater proportion of small publishers in the survey 
sample this year compared to last year where 49% 
were small). 

58%

12%

30%

Small business (less than
50 employees)

Medium business (50 to
250 employees)

Large business (More than
250 employees)

size of publisher company



industries of operation for affiliate programs 
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Q- Which of the following industry sectors does your company, or clients companies, operate affiliate programs? (select all that apply)? Affiliate/Partner/Publisher = 57; Advertiser/agency n=66

top 10 industries of operation for 
advertisers/agencies

top 10 industries of operation for 
publishers

Affiliate marketers and publishers operate across a range of industries. Retail and fashion continue to be the top advertiser categories operating 
affiliate programs. In this year's survey sample, travel has overtaken fashion and retail as the top industry that publishers are promoting.

39%

30%

26%

24%

23%

20%

18%

18%

18%

15%

Retail

Fashion

Cosmetics and Pharmaceuticals

Home Furnishings and Appliances

Entertainment

Food and Beverages

Technology

Travel

Finance

Insurance

69%

67%

63%

54%

54%

52%

44%

43%

39%

31%

Travel

Fashion

Retail

Home furnishings and Appliances

Cosmetics and Pharmaceuticals

Food and Beverages

Entertainment

Technology

Communications and Telco

Insurance
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04. 
investment and revenue



advertiser average monthly spend 
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Q- On average, what is your gross monthly spend on affiliate & partnership marketing? If you are an agency, please estimate the average monthly spend per client across all your clients. Advertiser/agency n=66 (2025 n=74; 2024 n=95; 2023 n=94)

Advertiser average monthly investment in affiliate marketing has gradually increased over the years, with the proportion of advertisers 
spending under $5k per month reducing. In 2026, 54% of advertisers surveyed indicated they are spending on average $50k+ per month.
This data is based on sample profile of advertiser types and sizes collected each year, it is not necessarily reflective of industry wide spend.  

5%

14% 13%

37%

20%

11%

5%

17%
14%

28%

16%

20%

5%

11%

20%

30%

14%

20%

3%

7%

16%

20%

23%

31%

Under $1,000 $1,000 to $4,999 $5,000 to $9,999 $10,000 to $49,999 $50,000 to $99,999 $100,000 or more

2023 2024 2025 2026

trending increase in higher gross monthly 
spend categories



payment models 
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Q- Which payment models are you or your clients actively using through the affiliate & partnership marketing channel? (select all that apply) Which forms of payment is your company actively using through affiliate partnerships? (select all that apply) . Historic data 
for publishers restated to exclude ‘don’t know’ responses. Advertiser/agency n=66 (2025 n=74); Affiliate/Partner/Publisher = 57 (2025 n=66)

advertisers/agencies publishers

CPA remains the predominant way to reward publishers within affiliate 
programs. It is also common to use a combination of payment models.

CPA continues to be the dominate form of payment to publishers. 
The usage of tenancy fees is the lowest in recent years as this year's 
survey sample has a high proportion of small publishers. Amongst larger 
publisher respondents the usage of tenancy fees is significantly higher.

96%

60%

36%

10%

4%

9%

88%

54%

40%

20%

14%

12%

CPA (cost per action, commission)

Tenancy Fees (fees for placements,
e.g. eDM inclusions)

CPC (Cost per click)

Bonuses to partners for reaching
certain goals

CPL (Cost per lead)

CPM (Cost per thousand
impressions)

2025

2026

84%

41%

53%

24%

33%

16%

86%

47%

39%

24%

20%

10%

CPA (Cost Per Action, commission)

CPC (Cost Per Click)

Tenancy Fees (fees for placements,
e.g. eDM inclusions)

CPM (Cost per thousand impressions)

CPL (Cost Per Lead)

Bonuses to partners for reaching
certain goals

2025

2026



contribution to advertiser online revenue
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Q- How much does affiliate & partnership marketing contribute to the online revenue of your business, or your clients business on average? Advertiser/agency n=66 (2025 n=74; 2024 n=95; 2023 n=94)

For nearly half of advertisers surveyed, affiliate and partnership marketing contributes 6% -15% of the online revenue of their business or 
clients' businesses on average. This data is based on sample profile of advertiser types and sizes collected each year, it is not necessarily 
reflective of industry wide share of advertiser online revenue. 

20%

52%

20%

8%

31%

46%

12% 12%

24%

53%

10%
13%

26%

48%

15%
11%

5% or less 6% to 15% More than 16% Don't know/not sure

2023 2024 2025 2026



contribution to publisher online revenue
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Q- How much does affiliate marketing contribute to the online revenue of your company? Affiliate/Partner/Publisher = 57 (2025 n=66; 2024 n=52; 2023 n=59)

There is a spread of contribution from affiliate marketing to the online revenue of publishers. This year, for a third of surveyed publishers, 
affiliate contributes up to 49% of online revenue and for 45% it represents 50% or more of their online revenue. This data is based on 
sample profile of publisher types and sizes collected each year, it is not necessarily reflective of industry wide share of publisher online 
revenue. 

12% 12%

4%

19%

33%

20%20%

9%

18%

11%

25%

17%
19%

22%
19%

17% 16%

7%

18%

8%
6%

16%

29%

22%

Up to 9% 10% to 24% 25% to 49% 50% to 74% 75% or more Don't know

2023 2024 2025 2026



advertiser investment changes 
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Q- Over the past year, how has your overall spend, or your clients overall spend, on affiliate and partnership marketing changed? Thinking about next year, how do you anticipate your affiliate & partnership marketing spend, or your clients affiliate & 
partnership marketing spend, to change? Advertiser/agency n=66

past year changes in investment anticipated changes in investment next year

42% of advertisers and agencies survey have increased their overall 
spend on affiliate and partnership marketing over the last year. In the 
survey last year, 59% of advertisers and agencies had intended to 
increase spend.

45% of advertisers and agencies intend to increase affiliate and 
partnership marketing spend over the next year.

Increased, 42%

Stayed the 
same, 36%

Decreased, 
19%

Don't know, 3%

Increase, 45%

Stay the same, 
39%

Decrease, 13%
Don't know, 3%



publisher revenue changes
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Q- Over the past 12 months, how did the affiliate & partnership marketing channel perform in terms of revenue? Has your company made changes to the cost of placements and inventory on your site in the last 12 months, that is available to your 
affiliate advertisers? Over the past 12 months, how did the number of advertisers you work with change? Affiliate/Partner/Publisher = 57

past year changes in revenue change in the number of advertisers in past year

Two-thirds (66%) of publishers have seen increased revenue from the 
affiliate and partnership marketing channel over the last year. Amongst 
those offering tenancy fees, 41% indicated they had increased fees 
over the last 12 months.

7 in 10 (72%) publishers increased the number of advertisers they work with 
on affiliate and partnership marketing over the last year. 

Increase 
significantly, 

39%

Increase 
slightly, 27%

Stay the same, 
20%

Decrease , 
14% Increase 

significantly, 
29%

Increase 
slightly, 43%

Stay the same, 
19%

Decrease, 9%
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05. 
features and value



key drivers for advertisers 
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Q-Which of the following are key drivers for using or recommending affiliate and partnership marketing? (Select all that apply). Advertiser/agency n=66

key drivers for using and recommending affiliate and partnership marketing
Advertisers see advantage in 
affiliate marketing as a 
performance-based channel 
where advertisers only pay for 
actual, measurable outcomes 
like sales or leads, making it 
highly cost-efficient.

57%

55%

54%

40%

38%

37%

31%

28%

25%

17%

Cost effectiveness

Performance-based ROI

Incremental sales or customers

Complimentary to other paid advertising

Scalability

Audience reach

Actionable analytics and tracking

Access to niche audiences

Brand building capabilities

Enhanced SEO



advertiser value of affiliate models
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Q- How valuable do you rate the following affiliate partner types? Please rate these options 1 to 10, with 1 being least valuable, and 10 being most valuable. Advertiser/agency n=66

value of affiliate models (% rating 8+/10)On a scale of 1 to 10, 
with 10 being most 
valuable, Reward 
Models (incl. Cashback 
Websites, and 
Loyalty/Points Programs) 
are rated most valuable 
to advertisers, with 70% 
of advertisers giving a 
rating or 8 or more out of 
10 for value.

Greater than 15% were 
unable to give a rating to 
Subnetwork, AI agent, 
Closed user group, media 
buyers, buy now/pay 
later, as they are not 
familiar with this type of 
activity.

more valuable

less valuable

70%

55%

53%

50%

48%

46%

40%

35%

35%

34%

34%

34%

31%

30%

Reward (incl. Cashback Websites, and Loyalty Programs)

Content

Closed user group (eg employee benefits, student discount)

Social (e.g. Influencers)

Card linking offers

Comparison Shopping Engines

Buy now, pay later

AI Shopping Agent

Brand to brand

Media buyers (e.g. buying space in apps)

Website technology providers (e.g. retargeting)

Subnetwork

Browser Extensions

Coupon & deal

26% don’t know



objectives for publishers

22
What are the main key performance indicators for your company’s affiliate and marketing practices in 2026? (select all that apply) . Affiliate/Partner/Publisher = 57  (2025 n=66)

business KPIs for affiliate activities this year
Publishers have a range of 
objectives for their company’s 
affiliate practices, with revenue 
or volume of sales continuing to 
be most common, along with 
website traffic, diversifying 
revenue and ROI making up the 
main KPIs. 

Largest increases are in tracking 
average order value, the number 
of advertiser partnerships and 
ROI.

Visibility in AI-driven discovery 
has been added to the survey for 
the first time this year and 24% of 
publishers have this as a KPI for 
their affiliate practices. 

70%

55%

50%

33%

25%

30%

32%

15%

17%

25%

20%

75%

56%

44%

42%

36%

33%

31%

27%

24%

22%

16%

16%

Revenue or volume of sales

Website traffic

Diversifying revenue streams

Return on Investment (ROI)

Number of advertiser partnerships

New customer acquisition

Incremental sales

Average order value

Visibility in AI-driven discovery (LLM’s)

Customer lifetime value

Followers or member-base

Cost-efficiencies

2025

2026



primary promotional methods used by publishers
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Q- Which is the primary promotional method your company uses to work with advertisers through affiliate & partnership marketing?. Affiliate/Partner/Publisher = 57

primary promotion methods used to work with advertisersContent remains the primary 
promotional method used by 
publishers surveyed this year for 
working with advertisers through 
affiliate and partnership marketing. 

Card linking offers (a rewards-based 
partnership) has been included in the 
survey for the first time this year and is 
the second most popular primary 
promotional method used by 
publishers.

This is reflective of the types of 
publishers responding to the survey 
(fewer cashback and loyalty 
publishers compared to content 
publishers).

46%

13%

10%

8%

6%

4%

2%

2%

2%

2%

2%

Content

Card linking offers

Reward (incl. Cashback Websites, and Loyalty Programs)

Social (e.g. Influencers)

Coupon & deal

Comparison Shopping Engine

Website technology provider (e.g. retargeting)

E-mail

Media buyer (e.g. buying space in apps)

Subnetwork

AI shopping agent



important features for publishers 
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Q- Please rate each of the following aspects based on the level of importance when working with advertisers in your affiliate program, where 1 is least important and 10 is most important. Affiliate/Partner/Publisher = 57

importance of features when working with advertisers on affiliate programs (% rating 8+/10)On a scale of 1 to 10, 
with 10 being most 
important, 
competitiveness of 
commission rate and 
communication with 
affiliate partners were 
rated as the most 
important features by 
publishers when working 
with advertisers on 
affiliate programs, with 
67% of publishers 
surveyed giving a rating 
of 8 or more for 
importance of these two 
features.

more important

less important

67%

67%

64%

61%

52%

48%

39%

36%

29%

24%

Competitiveness of default commission rate

Communication with affiliate partners

Commission validation & payment times

Tracking and compliance practices

Availability of commission increases

Affiliate resources: banners, content, imagery, product feed

Availability of tenancy spend

Briefing and set up timeliness

Availability of exclusive offers

Availability of coupon codes
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06. 
success measurement



importance of affiliate in achieving business goals

26
Q- In light of the current economic climate, do you think the affiliate and partnership marketing channel will be more or less important in helping you to achieve your business goals? All = 123

importance of the affiliate channel in achieving business goals, 
considering the current economic climate

Considering the current economic climate, 
6 in 10 (63%) respondents across 
advertisers, agencies and publishers think 
that the affiliate and partnership marketing 
channel will be more important in helping 
them achieve their business goals. 

25%

38%

27%

9%

Much more important More important No change in
importance

Less important



advertiser measures of success 
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Q- How important are the following success metrics when assessing affiliate & partnership marketing? Please rate these options 1 to 10, with 1 being least important, and 10 being most important. Advertiser/agency n=66

importance of success metrics (% rating 8+/10)On a scale of 1 to 10, with 10 being most 
important, revenue is the most important 
success metric when advertisers are assessing 
affiliate marketing. 92% of advertisers gave a 
rating of 8 or more out of 10 for the  
importance of revenue as a success metric. 

Volume of sales, new customer acquisition 
and ROI are also important metrics.

45% of advertisers gave visibility in AI driven 
discovery a rating of 8 or more out of 10 for 
importance as a success metric. Added for the 
first time this year, it has greater importance 
than other key effectiveness metrics such as 
brand and CLV.

more important

less important

92%

75%

75%

71%

45%

44%

40%

39%

Revenue

Volume of sales

New customer acquisition

Return on Investment (ROI)

Visibility in AI-driven discovery (LLM’s)

Average Order Value

Brand awareness

Customer Lifetime Value



advertiser satisfaction in delivering ROI

28
Q- How satisfied have you been with affiliate marketing in delivering a return on your advertising investment over the last year? Advertiser/agency n=66

95% of advertisers using affiliate marketing 
are satisfied with the channel in delivering 
return on investment over the last year. 

Satisfaction has been reinforced over recent 
years with an increase in overall satisfaction 
from 87% in 2025.

38%

51%

5% 5%

30%

57%

8%
5%

39%

56%

3% 2%

Highly satisfied Somewhat satisfied Somewhat dissatisfied Highly dissatisfied

2024 2025 2026



attribution methods used by advertisers 
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Q- How often do you use the following attribution rules or settings to pay your partners for your affiliate campaigns? Advertiser/agency n=66

Last click is the most used attribution rule for 
paying partners for affiliate campaigns. 

AI is likely to reduce and reshape click 
behaviour, which makes last-click 
attribution in affiliate marketing less reliable 
because fewer journeys will end in 
trackable clicks when AI-assisted 
recommendations or summaries influence 
more consumer decision making.

attribution rules used to pay partners

95%

29% 36%

2%

20% 17%

Last Click (pay
commission out entirely on
the last referring affiliate

partner)

First Click (pay the first
referring affiliate partner)

Custom (pay multiple
affiliate partners

throughout the purchase
journey)

Sometimes

Always/often



analytics and tracking used by advertisers

30
Q- What is your main analytics platform that you use as the source of truth for overall performance reporting? Which methods do you use to monitor affiliate partner compliance to brand specify rules when promoting products? Advertiser/agency n=66

main analytics platform used as source of truth methods used to monitor compliance to brand specify rules

Most agencies and advertisers are using either an affiliate tracking 
platform or GA as their main platform for performance reporting.

Search monitoring tools are the most population method used to 
monitor affiliate partner compliance to brand specify rules when 
promoting products.

38%

33%

15%

7% 7%

Affiliate tracking
platform

Google
Analytics

Adobe Analytics MMA Other

others include 
Triple Whale
Rockerbox 

45%

30% 28% 28%

13%

Search
monitoring tools

(e.g.
Brandverity)

Attribution tool
(e.g. Google

Analytics)

Spot checking
search engines

Site
management

tools (e.g.
Shopify)

None of the
above/Don't

know



familiarity with privacy legislation

31
Q- How familiar are you with Australian privacy laws and principles including the steps your business may need to take to ensure consent is obtained for data collection? All= 123

familiarity with Australian privacy laws and principles

8 in 10 (81%) respondents across 
advertisers, agencies and publishers have 
some familiarity with Australian privacy 
laws and principles, with 32% very familiar 
including the steps businesses may need to 
take to ensure consent is obtained for data 
collection. 

Very familiar, 
32%

Somewhat 
familiar, 49%

Not very 
familiar, 19%
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07. 
promoting a stronger role



promoting a larger proportion of advertiser 
affiliate marketing investment

33
Q- What are the three biggest issues stopping affiliate and partnership marketing advertising from being a larger proportion of your marketing investment? (Select top 3) n=66

biggest issues preventing affiliate and partnership marketing from being a larger proportion 
of overall marketing investment

Higher fees, rising costs, and budget 
constraints are key barriers preventing 
affiliate and partnership marketing from 
being a larger proportion of overall 
marketing investment. 

These barriers can slow affiliate investment 
because they erode the channel’s core 
advantage—efficient, performance-based 
ROI—making cost per acquisition less 
competitive.

39%

33%

31%

28%

26%

25%

20%

20%

16%

Higher fees and rising costs

Finding suitable affiliate partners

Budget constraints

Understanding incrementality (eg revenue or customers)

Increased competition

Fraudulent activity

Changing consumer behaviour and spending

Impact of AI on search and clicks

Brand safety



challenges for affiliate partners and publishers

34
Q- What have been the main challenges for your company’s affiliate and marketing practices over the last year? (select all that apply) Affiliate/Partner/Publisher = 57

challenges for partners and publishers affiliate marketing practices
Google search algorithm updates and AI 
impact on search and clicks are the top 
two challenges for publisher's affiliate 
practices. 

Google algorithm updates can change the 
visibility and traffic of content that affiliate 
revenue depends on, especially organic 
search traffic.

AI-driven search and answer experiences 
will reduce the number of direct clicks and 
compress the research journey that 
affiliates rely on to generate monetisable 
traffic.

38%

36%

33%

29%

29%

29%

27%

24%

Google search algorithm updates

Impact of AI on search and clicks

Tracking and proving the impact of campaigns
(incl ROI)

Changing consumer behaviour and spending

Increased competition

Capturing consumer attention and engagement

Data discrepancies between affiliate platforms
and analytics tools

Economic impacts on marketing budgets



promoting a stronger role for affiliate marketing

35

Improve measurement, attribution, and 
proof of incrementality

• move beyond last-click attribution and better demonstrate true incremental sales impact
• clearer, standardised, and more transparent measurement frameworks, including stronger ability to measure ROI 

consistently

Position affiliate as a full-funnel, 
strategic channel

• reframe affiliate marketing from a discount or bottom-funnel tactic to a full-funnel growth driver
• campaigns should be embedded early in planning alongside brand and performance media to unlock stronger 

outcomes and better partner collaboration

Strengthen trust, quality, and 
governance in the ecosystem

• a clear need for better fraud control, clearer rules, improved transparency, and higher content quality standards, 
especially as AI increases content volume and raises concerns about trust and relevance

Improve collaboration, education, and 
industry maturity

• respondents highlight the importance of better education, stronger collaboration between brands and partners, and 
clearer understanding of affiliate’s strategic value beyond tactical sales

• there is also a common call for growing and broadening the affiliate ecosystem, including supporting smaller 
publishers and businesses, increasing participation, and expanding market opportunities and investment

Evolve data, targeting, and technology 
capabilities

• there is interest in improving audience targeting, first-party data collaboration, privacy-safe performance tools, and 
better communication systems between brands and partners, particularly to stay competitive with large platforms

Q - what would be the most useful thing the industry could do to promote a stronger role for Affiliate and Partnership Marketing? Please type in your response. (advertisers and agencies)

To promote a stronger role for affiliate and partnership marketing, advertisers and agency respondents have highlighted that the 
industry needs to shift affiliate marketing from a last-click, transactional channel to a strategically integrated, fully measurable, and 
trusted full-funnel growth driver supported by better standards, collaboration, and incrementality proof.



needs for industry information and training

36
Q- Which of the following areas of affiliate marketing would you find it valuable for the industry to provide more information, educational materials or training? (select all that apply) All= 123

areas the industry would value information, education and training
6 in 10 (63%) respondents across 
advertisers, agencies and publishers would 
find it valuable to have more information, 
educational materials or training on the 
impact of AI on the affiliate channel.  

63%

46%

42%

39%

35%

33%

29%

29%

28%

27%

Impact of AI on the affiliate channel

Commission strategies

Partner and publisher best practices

Attribution

Advertiser and agency best practices

Tracking compliance

De-duplication policies
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Maintaining a high-quality affiliate program requires a fair, transparent 
environment supported by ongoing checks and clear processes. By prioritising 

compliance and quality control, advertisers can protect their brand, reward 
partners fairly, and ensure reliable performance—building consistency and long-

term trust across the affiliate channel.

DOWNLOAD

This guide has been developed to help affiliates and online publishers make 
informed, ethical, and effective use of downloadable software in affiliate 

marketing. It outlines best practices for using such software to direct traffic to 
online merchants and advertisers through affiliate marketing programs operated 

by participating platforms.

DOWNLOAD

https://www.iabaustralia.com.au/resource/affiliate-program-compliance-guide/
https://www.iabaustralia.com.au/resource/best-practice-guide-for-downloadable-software-in-affiliate-marketing/

