


Welcome to the future
Kevin Edwards, Founder, the APMA

Without wanting to sound cliched, we’re living in
unprecedented times.

With my affiliate veteran’s hat on, I don’t remember
a time when so many external factors were colliding
with the affiliate and partner marketing industry.

For many, 2024 has been bruising. Google’s algorithm changes and manual
penalties have cut a swathe through content and voucher code sites.

Tracking remains a challenge for many with GA4 demonstrating that affiliate
marketing still has work to do fighting for equality of value attribution. There
remains a feeling that sales and revenue are under-reported and
under-rewarded.

As inflation returns to normal levels, the natural in-built growth it provided the
affiliate channel has faded. With less disposable income washing around,
affiliate marketers could be forgiven for feeling that 2025 offers few bright
spots on the horizon.

However, you’d be mistaken. The APMA asked our members for their thoughts
on next year. The twist? We focused on the tech that will help them do their jobs
better, the challenges no one is talking about and what the most outlandish
trend could be in 2025.

And what emerges is a huge variety of perspectives and views. Yes, AI emerges
as the biggest game-changer (no surprise there), but in our members’
responses, you’ll see a whole heap of opportunities. Nothing for the doom-
mongers to see here.

So here we present our 2025 trends with a twist.

Thank you to our members for their considered thoughts and wild suggestions.
You have our guarantee that whichever way the year pans out, the APMA will
track the channel’s progress and offer guidance and support along the way.
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Thank you to the following contributors…

Elliot Myers; The Affiliate Marketing Advisor (TAMA),
Lee-Ann Johnstone; Affiverse,
Anthony Clements; Connected Path,
Giles Hunt; Optimise,
Bryony Hatherley; Optimise,
James Miller; Valuedynamx,
Rosalyn Berrisford; Awin,
Stephanie Lester; Acceleration Partners,
Dave Ayre; Intent.ly.
James Maley; Tradedoubler,
Marthe Berlin; Impact.com,
Owen Hancock; Impact.com,
Gaurav Arora; Skimlinks,
Sophie Halley; Atolls,
Ben Smye; Atolls,
Nader Ghanem; financeAds
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https://affiliatemarketinghelp.co.uk/
https://www.affiversemedia.com/
https://www.connectedpath.com/whatwedo
https://optimisemedia.com/uk/
https://optimisemedia.com/uk/
https://www.valuedynamx.com/
https://www.awin.com/gb/
https://www.accelerationpartners.com/
https://intent.ly/
https://www.tradedoubler.com/
https://impact.com/
https://impact.com/
https://www.skimlinks.com/
https://atolls.com/
https://atolls.com/
https://www.financeads.com/
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Affiverse; Lee-Ann Johnstone (L-AJ): Where’s the value at?With
attribution hijacking and incrementally being the top topics on everyone’s
hit list, I think we need to start focusing on what the performance
marketing program objectives are for each company in the year ahead.
Get back to the WHY we are doing this, WHO we need to do it with and
create measurable outcomes with the partner that can bring us the value.

No more over-inflated bloated ROI numbers, rather show and tell where
the value is that the partnership programme is really delivering to the
business. Get back to basics. Do these right, the rest will follow.

Connected Path; Anthony Clements (AC): Hopefully it won’t be about
tracking! I reckon ‘Will shoppable AI help or hinder affiliate marketing?’
AI-powered search companies like Perplexity are already integrating
shoppable links into products. It will be interesting to see whether this
presents an opportunity for the affiliate channel, or threatens traditional
publisher methods like commerce content and Google Shopping.

Valuedynamx; James Miller (JM): Creators Dominate Affiliate Marketing
this Festive Season as Platforms Pivot to Creator-Led Commerce.

Awin; Roz Berrisford (RB): Labour’s new bill fixes Consent issues in the
Affiliate Channel for good.

Intent.ly; Dave Ayre (DA): AI-Driven Affiliate Campaigns Dominate the
Industry. Throughout 2024, there was significant discussion about AI,
highlighted by a key speaker at CJU this year. While historically, trends in
the affiliate industry—such as the “year of mobile”—have taken years to
implement fully, innovation has improved significantly over time. I am
optimistic that AI adoption will be much faster. It would be fantastic if the
affiliate industry could lead in this space, enabling brands to use it as a
platform for testing and learning.
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https://www.perplexity.ai/hub/faq/what-is-shop-like-a-pro
https://www.perplexity.ai/hub/faq/what-is-shop-like-a-pro


Acceleration Partner; Stephanie Lester (SL): Seamless Conversion
Tracking for Social Networks. In 2025, platforms like TikTok and Meta will
enhance creator tools by integrating affiliate network/SaaS tracking,
enabling effortless conversion measurement and boosting
performance-based collaborations.

financeAds; Nader Ghanem (NG): The implications of AI in affiliate
marketing, whether new tools to improve some technical aspects, or the
way it will transform the scene especially on the publishers’ side of the
business.

Atolls; Sophie Halley (SH): Fair publisher payments alongside Awin’s
announcement of the Conversion Protection initiative. i.e. we will see if
other networks follow suit or if there will be a trend of brands migrating to
SaaS networks to skip on override. I’m banking on the former!

Atolls, Ben Smye (BS): AI-driven offer personalisation helps increase
conversion rates in the affiliate channel.

Tradedoubler; James Maley (JM-TD): Partner Marketing Poised for
Record Investments Amid Growing Consumer Trust

Brands are increasingly directing record investments into partner
marketing, spurred by above-average GMV growth rates. This trend is
fuelled by consumers’ rising confidence in both classic affiliate models and
newer channels like influencer marketing.

As the product and brand landscape continues to expand locally and
globally, consumers are relying more heavily on publishers to navigate
their choices. Authentic recommendations from influencers, combined with
advancements in technology, are making partner marketing an
increasingly effective channel for brands to connect with their target
audiences and meet evolving consumer demands.
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Skimlinks; Gaurav Arora (GA): Strong YoY growth despite the headwinds

Impact.com; Owen Hancock (OH): By late 2025, the big story will be how
fully integrated partner ecosystems have outpaced traditional acquisition
channels. Instead of siloed affiliate networks or standalone influencer
deals, we’ll see a consolidated, data-rich environment where partners of
every stripe—affiliates, influencers, customer referrers, and B2B
allies—operate seamlessly under one global platform. The takeaway:
holistic orchestration across regions and verticals, all optimised toward
measurable, incremental growth.
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L-AJ: AI tools are already changing the way we get more efficient in the
jobs that we have to do.

I think affiliate managers that can harness new AI tools and learn to
prompt to get efficient outcomes from this tech. In doing so they can tell
better stories, see different insights and adapt their strategies faster to
effect positive change

Optimise; Giles Hunt (GH): AI & Large Language Models (LLM) continue to
evolve and gain a greater understanding and relevance alongside the
automation of manual processes. e.g. automated browsing/purchasing for
users like https://www.perplexity.ai/shopping/

TAMA; Elliot Myers (EM): Reinventing the channel as performance PR and
a compliment to organic SEO

AC: I asked AI…and it said AI… that feels so 2024. I think 2025 will be the year
of the office renaissance. I expect more in-person client meetings and
face-to-face professional interactions that will have me partying like
it’s…2019. But back to the office won’t mean a return to the 9-to-5. Next
year the idea of creating office spaces that cater for personalised
schedules and individual experiences will reach critical mass.

JM: Dynamic Offer Optimisation. AI will enable affiliate links to adjust offers
dynamically based on individual user behaviour, preferences, and browsing
history, creating a hyper-personalised and rewarding shopping experience.

RB: Using server-to-server integrations and APIs to work closer with clients
& technical teams to automate many of the current manual processes we
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have in place (such as amends & exchanges).

DA: AI and Big Data Capabilities AI will be transformative for both me
personally and our business. In a data-rich environment where billions of
data points are at play, the ability to analyse this data quickly and in
real-time will drive impactful decisions for clients. This shift has the
potential to revolutionise not only my role but the operations of our
company as a whole.

NG: AI will be more integrated in the day to day work, and reduce the time
spent on repetitive tasks. AI will also allow us to react to changes more
quickly.

SH: Boring answer but probably use of more AI tools in general.

BS: Echoing Sophie, I think it will be continued adoption of AI tools. I have
lots of ideas for ways to use it in my role – beyond the obvious one of idea
generation and content creation – and hope to explore some of those
ideas in more detail next year. I think for us as a company, the same could
be said, but I’d add that I can see it being used for more personalisation,
perhaps even segmenting users more effectively and giving them bespoke
deals. That’s partly also why I chose that headline for question one.

JM-TD: AI is becoming deeply embedded in digital business strategies and
will play a transformative role in Partner Marketing. In this
performance-driven ecosystem, where Brands pay Publishers based on
results, AI offers significant opportunities for efficiency and growth.
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Publishers can leverage AI to precisely target high-converting users,
enabling Brands to scale sales more effectively and efficiently. By
optimizing campaigns in real-time, AI fundamentally changes how paid
channel marketing operates—from deployment to targeting and content
generation. Campaign managers will benefit from AI-driven insights to
suggest new partnerships, tailor content delivery, and focus targeting with
hyper-personalization.

AI also enhances return on ad spend (ROAS) by dynamically adjusting
investments and refining campaign strategies in real-time. As AI continues
to evolve, it will revolutionize the affiliate industry with scalable,
hyper-optimized content creation, driving unparalleled consumer
engagement and growth.

GA: AI – Not only will it improve efficiency; whether it’s AI meeting
note-taking apps or being able to pull reports quickly, but also everyone in
the industry will have to be educated on new AI trends to be able to adopt
these within affiliate marketing

OH: Next year, expect advanced partner management solutions that unify
discovery, contracting, attribution, and payment into a single, transparent
workflow. Instead of wrangling disparate tools, you’ll refine your strategy
with real-time insights, optimised commission models, and proactive
compliance safeguards. The net effect? Less manual overhead and more
time to develop nuanced growth strategies built on true performance data.
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AC: The Government’s consultation on potential Buy Now, Pay Later
regulation. Regulation on how customers use BNPL may impact its
continuous availability for customers that need to offset purchases of
higher value purchases. But it may also affect the way these companies
use affiliate marketing as a monetisation method.

EM:Why aren’t we championing the brand awareness work we do, our
work is just as important as the John Lewis Christmas advert; where is our
equivalent? Who is collating exciting work to share with the masses?

L-AJ: Fraud – bigger numbers doesn’t mean better ROI or growth. Are we
doing anything as an industry to stamp this out by closing the variable
loopholes we’ve made and demanding better industry practices between
all stakeholders, or is it going to remain every man for themselves?

GH: If LLMs become more sophisticated and provide a greater volume of
searches, how do affiliates fit into this mix? At some point advertising will
need to be integrated into LLM results to continue the freemium model –
how will affiliates (and other advertising platforms that don’t belong to the
big players), be able to operate in this space?

Will the Competition and Markets Authority need to get involved to ensure
that competition in the ad space continues. If a publisher’s content is used
how are they remunerated for it? One way is licensing but could this also
include paid links which can reward that content provider?

Optimise; Bryony Smith: AI driven results on Google will become so
intelligent; when people come to search, they’ll get more than an AI answer.
They will get an entire AI-organised page custom-built for them,
personalised with audience, interests, demographic attributes. Some
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publishers already have dynamic pages that change based on the user’s
search, so this will become more commonplace & may well be replaced
with Google’s pages within the search results.

JM: Affiliate dependency on platform algorithms creates vulnerability to
sudden revenue drops. As affiliates rely heavily on platforms like Google,
Instagram, TikTok, or Amazon, third-party algorithm changes can
drastically affect visibility, traffic, and earnings. Many overlook the need to
diversify traffic sources and build resilient, direct audience connections.

RB:We aren’t trusted or valued enough at C-suite level when it comes to
some sectors. The challenge is how we educate and excite companies at a
senior level and make them feel like they want to spend more in our
channel

Are we at the end of free information funded by advertising? More and
more media is being put behind paywalls, which could mean that all media
is consumed through services that are designed to be highly controlled
and maybe without open advertising solutions like affiliate marketing. The
rise of super apps like TikTok that provide content, advertising, and
e-commerce in one place will likely grow this. App time growth will reduce
web browser usage and will change affiliate marketing mixes.
Answer-based search through AI will change how people rely on content to
find stuff online.

DA: Increasing Revenue Pressures on Publishers. A declining metric that
deserves more attention is ePC (earnings per click). Over time, publishers
in the affiliate space are facing multiple revenue challenges:

● Downward Adjustments in Commission Structures: These changes
are tied to advertisers’ budget constraints.
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● Declining Average Order Values (AOVs): Economic factors have
driven product prices down.

● Economic Pressures: Issues such as credit crunches have reduced
consumer demand.

At the same time, the rising costs of doing business continue to tighten
margins, leaving publishers with less capacity to innovate beyond their
core activities.

SH: I believe there’s still not enough attention on how some voucher sites
use invalid content to gain traffic then track via subnetworks so they can
operate under brands’ radar.

BS: I’m not too sure on this, as the things that come to mind are already
being discussed. So, a bit of a cop out, but I think it’s the fact that, despite
its size, affiliate is still seen by some people as a second-tier channel and
we still haven’t managed to change this. Like I say, a bit of a cop out as it’s
a topic we’ve talked about at APMA meetings this year and one that comes
up pretty regularly in conversations I’ve had.

JM-TD: AI presents both opportunities and challenges. On one hand, it risks
fostering over-reliance, potentially stifling human creativity in campaigns
and focusing solely on metrics like ROAS (Return on Ad Spend) at any cost.
However, realistically speaking a balanced and symbiotic relationship can
be developed with AI. By reflecting on and quickly learning from the
generative AI missteps anticipated in 2025, its deployment and
optimisation will enhance both creativity and performance.

GA: The consent issue and businesses (publishers) going bust; it’s not being
talked about as much as it should be. Marry this with losses and
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redundancies off the back of Google’s spam policy updates earlier this
year. This is very alarming.

OH: As brands scale across borders, the real sleeper issue is mastering
local relevance at a global scale. We’re talking beyond language
adaptations: marketers must align nuanced content strategies, product
mixes, payouts, and compliance standards across diverse markets.
Balancing brand consistency with hyper-local customisation—without
losing operational efficiency—is the next big frontier.

MB: Publisher business models such as loyalty/cashback, content, etc. are
becoming increasingly irrelevant. Most modern publishers now span
several promotional methods and aren’t neatly classified into existing
categories.

Insisting on trying to classify publishers into pre-existing business models
poses a limitation to the channel as these categories continue to mean
very little outside of channel lingo. We need to shift the conversation
towards how publishers and partners can help brands to reach specific
audiences rather than talking about what business model a publisher falls
into.

Shifting our focus towards audience alignment and reaching new
audiences will help the channel to overcome its prevalent perception
outside of affiliates and partnerships as a last-click niche channel and will
help partners to more meaningfully engage with stakeholders outside of
the channel. This poses a challenge for networks and platforms who
traditionally have focused on allocating partners to set categories, rather
than building tools and technologies to classify publishers according to
their audiences
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EM: AI doesn’t do anything significant

AC: Original Content Score: originality will be Google’s 2025 SEO
talking-point.

L-AJ: Micro-influencers drive niche growth through better AI-matched
partnerships.

JM: AI influencers become top-performing affiliates, bypassing human
creators entirely.

RB: ‘Top 20 UK brands all launch ‘publisher’ propositions…..’ (as part of the
unstoppable rise of performance-tracked Brand Partnerships)

DA: ‘Affiliate Marketing Adapts to Cookieless World with First-Party Data
Innovation’. This prediction may be controversial, as the industry has been
slow to respond to the longstanding warnings about third-party cookie
deprecation. While efforts like Awin’s fair tracking initiatives are steps in the
right direction, achieving industry-wide adaptation within 12 months would
be a major surprise. I hope to be proven wrong!

GH: AI and Blockchain to follow

SH: More networks adopt fairer publisher payment initiatives like Awin’s
CPI.
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BS: Using blockchain technology for tracking starts to gain traction.

GA: Amazon affiliate programs mean more brands will invest bigger
budgets.This should only grow the size of the pie – Amazon is testing their
(seller) kickback attribution in US for now, but it’s likely to be expanded to
other regions such as UK/EMEA.

JM-TD: Brands will realise that tracking transparency is vital for
partnerships.

OH: Holistic partner ecosystems outpace paid ads in fueling growth.

MB: I’ve got two: 1. Publishers use their collective voice to push for change,
and 2. Huge growth opportunities with SMBs.
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L-AJ: Virtual influencers sign exclusive affiliate deals, outperforming
human creators globally.

AC: By December 2025, 50% of all the channel’s sales will be tracked by a
new tracking technology that is: cookieless, ad-blocker proof,
cross-platform and accurate and reliable for both advertisers and
affiliates.

EM: Everyone and their dog launches an ‘AI-powered product’ that doesn’t
do anything significant.

JM: Affiliate marketing will start its journey to full autonomy — AI-powered
bots will create content, manage campaigns, optimise ads in real-time, and
even negotiate deals directly with brands, sidelining human affiliates
entirely.

RB: Kendrick Lamar writes a diss track about sub-networks rogue bidding.
(Note from editor: I had to look up who Kendrick Lamar is).

SL: Voice Search Optimization (VSO): In 2025, VSO will emerge as a pivotal
focus for brands. This marketing tactic will gain traction and brands will be
able to unlock new affiliate opportunities by optimising for voice-driven
search behaviours and engaging consumers through innovative,
hands-free interactions

DA: Explosive Growth of the Virtual Reality Affiliate Sector. The rapid
advancements in VR and XR have positioned these technologies as
game-changers for affiliate marketing. Affiliates are uniquely equipped to
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trial emerging technologies, offering solutions such as VR storefronts or
experiential malls. In these environments, affiliates could earn based on
engagement metrics like time spent, actions taken, or direct purchases.
This sector could set new standards for innovation within the affiliate
ecosystem.

NG: Content publishers might have to completely change their business
model to survive with the development of AI.

SH: Nothing “wild!”, but I think we’ll see Chinese advertisers continuing to
grow in dominance.

BS: Affiliate marketing takes off in the metaverse. I’d add that I don’t truly
believe this will happen yet, but I wouldn’t rule it out; adoption of VR
devices is quietly growing.

GA: See above!

JM-TD: Quantum computing being used for affiliate marketing (v.rogue)
but we have seen some incredible developments, most recently Google
releasing their Quantum computing chip Google unveils ‘mind-boggling’
quantum computing chip – BBC News), so who knows…

We are more likely to see generative AI deployed on an increasing number
of influencers from all sizes, generating adaptive dynamic content in
real-time, on a performance basis. Whilst the majority of traffic and
conversions are legitimate, it will also be misused, driving potential increase
in fraudulent and misleading traffic away from legitimate partners,
presenting both a challenge and an opportunity.
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OH:We’ll see brands, affiliates, and content creators co-developing
products and campaigns as co-innovation partners. This isn’t just about
distributing existing offers; it’s about generating entirely new product lines
and marketing initiatives fueled by real-time partner insights. In other
words, the lines between partner, publisher, and brand blur, forging a
creative growth engine that drives performance beyond anything we’ve
seen before.

MB:With the convergence of affiliate and influencer marketing, the
channel will finally become mainstream marketing

Thank you to all our contributors.

If you want to know how publishers, brands and agencies are feeling
about the affiliate and partner marketing channel in 2025, why not
download our ‘State of the Nation’ report. And while you’re there, try
one of our other 2024 guides… www.theapma.co.uk
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