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If you’ve got the feeling that competition for affiliate marketing is tight and getting tighter, 

trust your instincts. Word has spread that affiliate marketing is a cost-effective, big-impact 

way of getting your product or service in front of more people. Plus, most of your marketing 

spend in the affiliate channel is in the form of commissions—and they’re only payable when 

you make a sale. The challenge is that getting in front of affiliates that will ultimately become 

your selling partners requires investing upfront and designing attractive offers for them.

This aspect of program design can be the hardest part for many brands, especially when your 

competitors are offering higher commissions or perks that your budget just doesn’t allow.

How do you win when you can’t match your competitors’ spending? Let’s look at some 

options:

Get Clear on Your Value Proposition

Money has nothing to do with the value your product or service brings. All budgets and invest-

ments aside, think carefully about your value proposition and what makes your product unique. 

What problem does it solve for the target consumer?  Exactly who is the ideal consumer?  What 

about your product stands out compared to your competitors? How is the product perceived by 

potential buyers and influencers? 

As with any type of marketing, price is only one of many factors. Consumers know this, and so 

do affiliates. They know that a hot-selling item backed by a brand with a good reputation can 

bring in more clicks and sales despite a lower commission than a product with a high commis-

sion that nobody wants or trusts. 

Before price even becomes part of the conversation, take some time to get clear on what else 

you offer consumers. Hone your message in a vacuum so that it stands tall alone. Find your 

value and cast yourself in a way that’s different from your competition. You have your own story 

to tell.  That same logic holds true for how you engage affiliates.  Design an affiliate strategy 

based on your own consumer value proposition and where you sit in the competitive landscape.   

Avoid the reflex to copy the approach of your competitors.   They may face an entirely different 

set of challenges in trying to grow their businesses.  Clarity on what you are offering consumers 

and how to reinforce key messaging to drive conversion can go a long way in designing the right 

program and connecting with the right affiliates.

Find Overlooked Pockets of Opportunity

Did you ever leave a $5 bill in your jeans pocket as a kid, only to find it months later and feel like 

you hit the jackpot? From then on, your pants drawer probably became your first go-to every 

time you were scraping money together to buy a new comic. You left no stone unturned, check-

ing pants, the washing machine, the couch cushions—anywhere that spare money could hide 

(and be there for the grabbing!). 

Winning at affiliate marketing when you don’t have as much money as your competitors takes a 

similar approach. You know that you can’t compete with a fat wallet, so start looking for other 

“pockets” of opportunity with affiliates that others might have missed. 

For example, is your approach right sized to your budget or do you blow through your budget 

halfway through the month? There’s an opportunity there to rethink your program design and 

perhaps your commission model.  Do your affiliates have certain exclusions or terms and condi-

tions that prevent competitors from working with them but that you could work around? Have 

you explored all publications and types, some of which your competitors may be shying away 

from?  Be scrappy and look for differentiated approaches.

These small pockets of opportunity can help you seize pieces of the market and take your share. 

Know Your Real Competitors

Competitors can be easy to spot on the surface. Usually, your competitors sell similar products 

to the ones you do. But in affiliate marketing, competitors take on a new dimension. You’re no 

longer just competing with lookalike products and services but also with advertisers that partner 

with affiliates to market products and services in verticals that differ from your own.

We see this happen all the time at Gen3 Marketing. We’ll bring a new advertiser on board, and 

they’ll tell us their competitors are A, B, C, and D. But when we look at publisher sites—the guys 

who are driving sales in their space—we see completely different competitors based on our 

data and experience. We look at who has the most visibility, who has the most coverage, and 

who is providing incremental advertising opportunities such as emails, newsletters, and other 

placements to identify who’s really making moves in a given category. This is critical intel to have 

for any affiliate product or service, as it can uncover opportunities you may have never other-

wise known existed.

Build Strong Relationships with Publishers

When you can build better relationships with publishers, your budget becomes less of an issue. 

You need to know what the relationships look like between your competitors and publishers. 

You can then start finding ways to outmaneuver them. 

Building a good relationship with publishers is much like any other type of networking. Commu-

nicate well, listen, find areas of alignment, and get to know their model and audience. All of the 

above can help you collaborate on a strategy that serves both sides. Remember that you and 

your publishers both want real sales success for your program.

On the other hand, your competitor with deeper pockets might not have this advantage. If 

they’re just throwing money at the relationship, they’re missing out on all of the nuances that 

make up a real, valuable partnership. If you can enter the relationship and showcase how you’re 

going to bring more value to your affiliates, you’ve already won without spending more.

Start Small and Go Deep

When you have a small budget, it’s usually better to go deep in a niche area than try to do too 

much with too little. Spreading your efforts too thin makes it hard to dive beneath the surface of 

potential publishers and audiences. 

Instead, start with a segmentation and personalization exercise. Figure out the unique subsets 

of customers you want to reach, then look for the publishers that can help you reach them. Start 

building your brand in one channel and growing your relationships with publishers. Being 

deeply rooted in a small space can be more effective than being loosely connected in a larger 

one. Over time, you will prove that you’re not just dipping in a toe to test the water but rather 

are committed to the channel, the publishers, and the audiences they serve.

Final Thoughts: Budget Isn’t Everything

Money is an important part of the affiliate conversation, but it’s not the only way to win over 

publishers. When you have a partner that can go to bat for you in honing your value proposition 

and research audiences and channels with real data, you improve your chances of appealing to 

the right publishers with the right approach.

Discover how Gen3 Marketing advocates for your affiliate brand. Get in touch today! 

Gen3, headquartered in Blue Bell, PA, is a leading digital marketing agency that provides affiliate marketing services to 
customers (“advertisers”) by optimizing advertisers’ positioning of their products and services on third party websites 
(“publishers” or “affiliates”). The company also provides additional digital marketing services, including pay-per-click, search 
engine optimization, social media and other digital marketing campaigns. The Gen3 platform combines technology expertise, 
people and process to effectively manage online marketing spend for customers globally.
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You need to know what the relationships look like between your competitors and publishers. 

You can then start finding ways to outmaneuver them. 

Building a good relationship with publishers is much like any other type of networking. Commu-

nicate well, listen, find areas of alignment, and get to know their model and audience. All of the 

above can help you collaborate on a strategy that serves both sides. Remember that you and 

your publishers both want real sales success for your program.

On the other hand, your competitor with deeper pockets might not have this advantage. If 

they’re just throwing money at the relationship, they’re missing out on all of the nuances that 

make up a real, valuable partnership. If you can enter the relationship and showcase how you’re 

going to bring more value to your affiliates, you’ve already won without spending more.

Start Small and Go Deep

When you have a small budget, it’s usually better to go deep in a niche area than try to do too 

much with too little. Spreading your efforts too thin makes it hard to dive beneath the surface of 

potential publishers and audiences. 

Instead, start with a segmentation and personalization exercise. Figure out the unique subsets 

of customers you want to reach, then look for the publishers that can help you reach them. Start 

building your brand in one channel and growing your relationships with publishers. Being 

deeply rooted in a small space can be more effective than being loosely connected in a larger 

one. Over time, you will prove that you’re not just dipping in a toe to test the water but rather 

are committed to the channel, the publishers, and the audiences they serve.

Final Thoughts: Budget Isn’t Everything

Money is an important part of the affiliate conversation, but it’s not the only way to win over 

publishers. When you have a partner that can go to bat for you in honing your value proposition 

and research audiences and channels with real data, you improve your chances of appealing to 

the right publishers with the right approach.

Discover how Gen3 Marketing advocates for your affiliate brand. Get in touch today! 

Gen3, headquartered in Blue Bell, PA, is a leading digital marketing agency that provides affiliate marketing services to 
customers (“advertisers”) by optimizing advertisers’ positioning of their products and services on third party websites 
(“publishers” or “affiliates”). The company also provides additional digital marketing services, including pay-per-click, search 
engine optimization, social media and other digital marketing campaigns. The Gen3 platform combines technology expertise, 
people and process to effectively manage online marketing spend for customers globally.
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