AN EXPLORATION OF AFFILIATE MARKETING AND ITS IMPACT ON ONLINE

SALES OF CORPORATE SERVICE-BASED ORGANISATIONS IN NIGERIA

BY
DANIEL IJOBAJESU LORDSON

(MATRIC NO: DU/196)

A RESEARCH PROJECT SUBMITTED TO THE DEPARTMENT OF MANAGEMENT
STUDIES (BUSINESS ADMINISTRATION PROGRAMME), FACULTY OF

HUMANITIES, MANAGEMENT AND SOCIAL SCIENCES,

DOMINICAN UNIVERSITY, IBADAN, OYO STATE NIGERIA

IN PARTIAL FULFILMENT OF THE REQUIREMENT FOR THE AWARD OF
BACHELOR OF SCIENCES (B.Sc.) (HONOURS) DEGREE IN BUSINESS

ADMINISTRATION

JULY, 2024



INTEGRITY ATTESTATION

I DANIEL IJOBAJESU LORDSON hereby declare that this thesis is the result of my
independent work and investigation. All sources have been duly acknowledged and referenced.
This thesis has not been submitted for any other degree or qualification in this or any other
university.

I further decree that my supervisor, department, faculty and University are hereby indemnified

by this attestation

Signature:

Daniel [jobajesu Lordson.



CERTIFICATION

I hereby certify that this research project work carried out by I, DANIEL [JOBAJESU
LORDSON, MATRICULATION NUMBER DU/196 was supervised by me and submitted to the
Department of Management Studies, Business Administration Programme, Faculty of

Humanities, Management and Social Sciences

DR. Christy Aderinto DATE
Supervisor

DR. Dele-Oladejo Oyekunbi DATE
Head Of Department

External Examiner DATE



DEDICATION
This thesis 1s dedicated:

To my esteemed sponsors whose support and belief in my vision have been instrumental in the

realisation of this endeavour.

To my beloved family members whose unwavering encouragement, love, and sacrifices have

been my bedrock throughout this journey.

To all parties, mentors, friends, and well-wishers who have lent their guidance, encouragement,

and support, shaping this project into a reality.

May this dedication be a testament to the collective efforts and belief in the potential for growth,

innovation, and success in the world of business.



ACKNOWLEDGEMENTS

I would like to express my sincere gratitude to the following individuals whose support and

guidance have been invaluable throughout the course of this research.

Dr. Christy Aderinto, my esteemed supervisor, whose expertise, encouragement, and constructive
feedback were instrumental in shaping the direction and quality of this research. Her dedication

to academic excellence has been inspiring.

Gratitude is also extended to all the lecturers within the Business Administration department;
Father Felix-Kingsley Obialo, Dr. Falana Ranti, Dr. Lawal A.B, Dr. Babajide Temitope, Dr.

Dele-Oladejo Oyekunbi, Mrs. [zuorah Adaeze, and other members of the department who all
contributed in various ways to the success of the project paper. whose teachings, counsel, and
mentorship have profoundly contributed to my academic development and the formulation of

this research.

Lastly, I would like to thank the entire staff of Camie Drop, whose generosity in granting access
to the essential data and insights was instrumental in the completion of this study. Her support

and commitment to fostering research initiatives are greatly appreciated.

Their collective support and encouragement have played a crucial role in the successful

completion of this project.



Table Of Contents

INTEGRITY ATTESTATION
ABSTRACT
CHAPTER ONE
INTRODUCTION
1.1 Background to the study
1.2 Statement Of The Problem
1.3 Research Objectives
1.4 Research Questions
1.5 Research Hypothesis
1.6 Significance Of The Study
1.7 Justification Of The Study:
1.8 Definition Of Terms
CHAPTER TWO
Literature Review
2.0 Introduction.
2.1 Conceptual Review
Definition of Affiliate Marketing
Components of Affiliate Marketing
Operational Mechanisms
Evolution of Affiliate Marketing
2.2 Theoretical Framework
2.2.1 Marketing Theories
2.2.2 Economic Theories
2.2.3 Psychological Theories
2.2.4 Behavioural Theories
Integration of Theories
2.3 Empirical Review
2.3.1 Effectiveness of Affiliate Marketing
2.3.2 Factors Influencing Affiliate Marketing Success
2.3.3 Challenges and Opportunities
2.3.4 Future of Affiliate Marketing
2.4 Conceptual Framework
Key Concepts and Variables
Conclusion
Diagram Illustration:
CHAPTER THREE
METHODOLOGY

11
1
11
13
15
15
16
18
20
22
25
25
25
25
25
26
27
28
28
28
29
30
30
31
32
32
33
36
38
40
40
41
42
43
43



3.0 INTRODUCTION

3.1 RESEARCH DESIGN
Mixed-Methods Approach
Research Framework

3.2 POPULATION:
Service-Based Organisations
Affiliate Marketers
Inclusion Criteria

3.3 SAMPLE SIZE & SAMPLING TECHNIQUE:
Sample Size
Justification for Sample Size

3.4 SOURCES OF DATA:
Primary Data Sources
Secondary Data Sources

3.5 RESEARCH INSTRUMENTS/VALIDATION OF RESEARCH INSTRUMENTS:
Research Instruments
Validation of Research Instruments

3.6 MEASUREMENT OF VARIABLES:
Key Variables and Their Measurement
Data Collection Instruments
Data Analysis Techniques

3.7 METHOD OF DATA ANALYSIS:
Quantitative Data Analysis
Qualitative Data Analysis
Data Triangulation
Software Tools
Reporting of Results

3.8 MODEL SPECIFICATION:
Regression Model
Correlation Model

3.9 ETHICAL CONSIDERATION:
Informed Consent
Confidentiality and Anonymity
Transparency and Honesty

CHAPTER FOUR
RESULTS AND DISCUSSION OF FINDINGS

4.0 INTRODUCTION:

4.1 DESCRIPTIVE ANALYSIS
Data Overview
Sales Figures
Lead Generation

43
44
44
45
46
46
47
47
47
48
48
49
49
50
52
52
53
54
54
56
56
58
58
59
60
60
61
61
62
62
63
63
64
64
65
65
65
66
66
66
67



Conversion Rates
Time to Achieve Sales
Summary of Descriptive Statistics
4.2 INFERENTIAL ANALYSIS
Regression Analysis
Correlation Analysis
Hypothesis Testing
Summary of Inferential Analysis
4.3 Discussion of Findings
Impact of Affiliate Marketing Strategies
Brand Visibility and Customer Engagement
Organisational and Market Factors
Challenges and Opportunities
Comparison with Previous Studies
Conclusion
CHAPTER FIVE
SUMMARY, CONCLUSION & RECOMMENDATION
5.0 Introduction
5.1 Summary of Findings
5.2 Conclusion
5.3 Recommendations
5.4 Contribution To Knowledge
5.5 Limitations Of The Study
5.6 Suggestions for Future Research
REFERENCES

67
67
68
69
69
69
70
72
72
72
73
73
74
75
75
77
77
77
Tl
78
78
80
81
&3
84



ABSTRACT

The study aims to explore the impact of tailored affiliate marketing strategies on Nigerian
corporate service-based organisations. It evaluates the success of these strategies in generating
leads, sales, and revenue and examines their influence on brand visibility, customer engagement,
and market positioning. Additionally, it identifies obstacles hindering effective implementation,
offers actionable recommendations for optimisation, assesses the feasibility and scalability of
these approaches for long-term growth, and encourages the wider adoption of contemporary
digital marketing practices within the Nigerian corporate service sector.

To assess the effectiveness of affiliate marketing in driving sales for Nigerian corporate
service-based organisations, this study employs a mixed-methods approach. Qualitative data was
obtained through in-depth interviews with selected business owners to gain insights into their
experiences and challenges.

Data analysis involved statistical techniques to identify trends and correlations, while thematic
analysis was used to interpret qualitative responses. This comprehensive methodology ensures

a robust evaluation of the impact and implementation of affiliate marketing strategies in the
target sector.

The findings reveal that tailored affiliate marketing strategies significantly enhance lead
generation, sales, and revenue for corporate service-based organisations in Nigeria. These
strategies also positively impact brand visibility and customer engagement, improving market
positioning. However, challenges such as inadequate technological infrastructure and limited
digital literacy among affiliates hinder effective implementation. Addressing these obstacles can
further optimise the outcomes of affiliate marketing efforts.

In conclusion, affiliate marketing is a valuable strategy for driving sales and engagement in the
Nigerian corporate service sector. Recommendations include investing in technological
infrastructure, providing training for affiliates, and continuously monitoring and adapting
strategies to ensure effectiveness. Encouraging wider adoption of these practices can lead to
sustained growth and competitive advantage in the digital marketplace.

Keywords: Affiliate marketing Sales, Revenue, Lead generation, Brand visibility, Customer
engagement

Wordcount: 272



CHAPTER ONE

INTRODUCTION
1.1 Background to the study

In today's fast-evolving digital landscape, the way businesses connect with customers has
gone through a massive revolution. The internet is now the go-to destination for everything,
prompting businesses to explore innovative ways to stand out and engage with their audiences in
this vast online space. Enter affiliate marketing - a game-changing strategy that is reshaping the

marketing scene.

Affiliate marketing is a performance-based marketing strategy where individuals or
entities (affiliates) earn commissions by promoting other companies' products or services.
Affiliates earn a commission for each sale, lead, or action generated through their marketing
efforts, typically via unique referral links or codes tracked by the merchant (Shopity, 2024;
HubSpot, 2023). This strategy involves a collaborative arrangement where affiliates leverage
their platforms or marketing skills to drive sales or traffic for the merchant, earning a percentage
of the revenue in return (Coursera, 2023). The process usually includes setting up an affiliate
program by the merchant, recruiting affiliates, and tracking the performance through an affiliate
network or tracking software to ensure accurate commission payments (HubSpot, 2023;

Influencer Marketing Hub, 2024).

In simple terms, affiliate marketing is when individuals promote products or services and
earn money for each sale or action they help generate. They receive a special link or code and
earn a commission when someone makes a purchase through that link or code (Shopify, 2024;

Coursera, 2023). This process involves affiliates leveraging their marketing channels, such as



websites, blogs, or social media, to drive traffic to the merchant's site, thus earning a share of the

revenue from the generated sales (HubSpot, 2023; Influencer Marketing Hub, 2024).

This transformation of the marketing strategy stems from a perfect storm of technological
advancements, changing consumer behaviours, and the relentless exp ansion of the online
market. As people's habits shifted towards online interactions, traditional marketing tactics
struggled to keep pace in this dynamic digital environment. It became apparent that a significant

shake-up was necessary to adapt marketing strategies to this new digital reality.

Amidst this digital evolution, we see that affiliate marketing has emerged as a beacon of
adaptability and effectiveness. It bridged the gap between businesses seeking exposure and

skilled marketers seeking opportunities.

This evolution has been fuelled by the boundless scope of the internet, which has become
the playground for businesses vying for attention. The traditional one-size-fits-all marketing
strategies lost their edge in this expansive digital arena, necessitating a more versatile and

targeted approach — precisely what affiliate marketing offers.

The shift towards affiliate marketing represents not just a change in strategy, but a
fundamental pivot towards a more tailored and results-driven approach in the ever-competitive

digital landscape.

This transformation in marketing strategies underscores the agility and adaptability
required to thrive in the digital age. As the online realm continues to evolve, affiliate marketing
stands as a testament to the innovation and resilience demanded to make a mark in this

ever-changing landscape.
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This study aims to determine how effective and efficient affiliate marketing is by using
the approach to generate revenue for real businesses. This research will create a unique and
innovative marketing strategy, hand the strategy over to affiliates and see how quickly they can

generate revenue for the business (if at all).

To facilitate this, this research will leverage a platform called Camie Drop. Camie Drop
is an online platform that serves as a nexus between marketers and online service-based
companies. It acts as a community hub where marketers access a variety of services available for
promotion. Likewise, online service-based companies utilise Camie Drop to list their services for

marketers to promote.

Marketers engaged with Camie Drop are incentivized through commissions for each
successful sale they make by promoting the services listed on the platform. This system benefits
both marketers, who earn commissions, and the online service-based companies, which gain
increased visibility and sales through the efforts of the marketers. Overall, Camie Drop fosters a
symbiotic relationship between marketers and online service-based companies, creating a

mutually beneficial ecosystem in the realm of online marketing.

1.2 Statement Of The Problem

In the Nigerian corporate landscape, the integration and adoption of contemporary online
marketing methodologies, especially affiliate marketing, have faced significant inertia. This
slow-paced adoption might stem from various underlying reasons, such as prevailing scepticism
regarding its efficacy or potential barriers hindering its implementation (Du Ying, Meng Yaqi, &

John Amoah, 2023). As a consequence, many service-based corporate organisations in Nigeria
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have remained cautious or tentative about embracing these modern marketing strategies

(Chinakidzwa & Phiri, 2020).

This study revolves around assessing the effectiveness of implementing an affiliate marketing
strategy within corporate service-based organisations. The focal inquiry centres on understanding
the viability and efficiency of employing affiliate marketing tactics specifically tailored for this
sector. The study aims to evaluate how effectively such strategies can be executed and their
impact on generating results for the participating organisations (Ali, Q., Dainese, R., & Cvijovic,

M. (2019); Isuawealthyplace, 2024).

The fundamental query driving this research project is: "When executed proficiently, to
what extent can an affiliate marketing strategy prove effective for corporate service-based
organisations?" This research will utilise a sample size comprising five distinct service-based
organisations as a representative cross-section of the sector. By implementing and examining the
outcomes of affiliate marketing strategies within these organisations, the study intends to provide

empirical evidence and insights into the practical effectiveness of such initiatives.

The study will encompass the design and implementation of unique and innovative
affiliate marketing strategies tailored to the specific needs and offerings of each participating
organisation. It seeks to assess the performance and success metrics resulting from the
application of these strategies. Moreover, the research will evaluate the financial impact,
customer engagement, and overall effectiveness of the affiliate marketing approach within the

context of these corporate service-based entities.

12



The overarching goal is not only to understand the potential barriers or challenges that
might hinder the successful implementation of affiliate marketing in this context but also to
highlight the possibilities and opportunities it presents. Ultimately, this study aims to contribute
empirical evidence and insights to encourage and guide the adoption of effective affiliate

marketing strategies within the corporate service-based sector in Nigeria.

1.3 Research Objectives

The main objective of the research is to explore the impact of tailored affiliate marketing

strategies on Nigerian corporate service-based organisations.

The specific objectives are as follows:

1. To evaluate the success of affiliate marketing strategies in generating leads, sales,
and revenue.

2. To examine the influence of affiliate marketing strategies on brand visibility,
customer engagement, and market positioning.

3. To identify obstacles hindering the effective implementation of affiliate marketing
strategies.

4. To assess the feasibility and scalability of affiliate marketing approaches for

long-term growth.

13



1.4 Research Questions

1. How effective are tailored affiliate marketing strategies in generating leads, conversions,
and revenue for corporate service-based organisations operating in Nigeria? Did the

strategies work?

2. What is the impact of affiliate marketing initiatives on the brand visibility, customer
engagement, and market positioning of participating service-based organisations? How

does this impact vary across different industries within the service sector?

3. What are the predominant challenges and barriers hindering the successful
implementation of affiliate marketing strategies in the corporate service-based sector in

Nigeria? How do these obstacles differ among various organisations and industries?

4. Are affiliate marketing strategies feasible and scalable for long-term use within the
Nigerian corporate service-based sector? What adaptations or modifications might be

necessary to ensure sustained effectiveness and growth?

These research questions are designed to explore the effectiveness, challenges, feasibility,
and potential impacts of affiliate marketing strategies within the context of Nigerian corporate
service-based organisations. They aim to guide the study towards a comprehensive analysis,

offering insights and recommendations beneficial for the industry's advancement and growth.

14



1.5 Research Hypothesis
Hypothesis 1

Null Hypothesis (H0): There is no significant relationship between the implementation
of tailored affiliate marketing strategies and the generation of leads, conversions, and revenue for

corporate service-based organisations in Nigeria.

Alternative Hypothesis (H1): There is a significant positive relationship between the
implementation of tailored affiliate marketing strategies and the generation of leads, conversions,

and revenue for corporate service-based organisations in Nigeria.
Hypothesis 2

Null Hypothesis (H0): Affiliate marketing strategies are not feasible or scalable for

long-term use within the Nigerian corporate service-based sector.

Alternative Hypothesis (H1): Affiliate marketing strategies are feasible and scalable for
long-term use within the Nigerian corporate service-based sector with potential adaptations for

sustained effectiveness and growth.

Hypothesis 3

Null Hypothesis (H0): There are no significant challenges associated with implementing

and managing affiliate marketing strategies within the Nigerian corporate service-based sector.

Alternative Hypothesis (H1): Significant challenges, such as regulatory issues, fraud,
lack of technological infrastructure, and difficulty in tracking and measuring performance, hinder
the effective implementation and management of affiliate marketing strategies within the

Nigerian corporate service-based sector.
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Hypothesis 4
Null Hypothesis (H0): There is no significant relationship between conversion
rates and sales figures.
Alternative Hypothesis (H1): There is a significant positive relationship between

conversion rates and sales figures.

These hypotheses serve as a foundation for testing and analysing the data collected
during the research study, aiming to either accept or reject the null hypothesis in favour of the

alternative, based on empirical evidence and statistical analysis.
1.6 Significance Of The Study

The significance of this study lies in its potential to contribute valuable insights into the
realm of affiliate marketing within the Nigerian corporate service-based sector. The study seeks
to bridge existing knowledge gaps and offer practical implications that could significantly benefit

various stakeholders:

Industry Relevance: This research is poised to provide a comprehensive understanding
of the effectiveness of affiliate marketing strategies within the Nigerian corporate service-based
sector. It aims to offer empirical evidence on the viability of utilising affiliate marketing as a
potent promotional tool, potentially influencing the marketing strategies adopted by businesses in

the industry.

Strategic Decision-Making: The findings from this study can empower business leaders
and marketing professionals within corporate service-based organisations to make informed
decisions. Insights into the effectiveness of affiliate marketing strategies can aid in resource
allocation, budget planning, and the formulation of more targeted and efficient marketing
strategies.

16



Enhanced Marketing Practices: Understanding the nuances of affiliate marketing's
impact on generating leads, conversions, and revenue can lead to the development of more
refined marketing practices. This comprehension could contribute to the creation of tailored

marketing campaigns, potentially increasing their success rates.

Economic Implications: A proven positive correlation between aftiliate marketing
strategies and business outcomes may encourage wider adoption. Such adoption can foster
economic growth by boosting revenues for participating organisations and potentially creating

employment opportunities within the marketing sector.

Academic Contribution: The study is expected to contribute to academic knowledge by
adding empirical evidence to the existing literature on affiliate marketing. It could serve as a
reference point for future studies, guiding scholars and researchers interested in exploring similar

topics within the Nigerian business context.

Operational Efficiency: Insights into the barriers and challenges faced by corporate
service-based organisations in implementing affiliate marketing strategies can aid in identifying
and mitigating obstacles. This understanding can streamline operational processes, potentially

enhancing overall business efficiency.

In essence, the significance of this study extends beyond its immediate scope. It holds the
promise of providing actionable insights that can influence marketing strategies and business
decisions, and even contribute to the advancement of academic knowledge within the Nigerian

corporate service-based sector.
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1.7 Justification Of The Study:

The justification for conducting this study on the effectiveness of aftiliate marketing

strategies for corporate service-based organisations in Nigeria stems from several key aspects:

Limited Research in the Nigerian Context: Despite the global prevalence of affiliate
marketing, there is a short supply of empirical studies focusing specifically on its effectiveness
within the Nigerian corporate service-based sector. This study aims to fill this void by offering

empirical insights tailored to the Nigerian business environment.

Practical Application and Relevance: In an era where online marketing strategies are
pivotal for business success, understanding the efficacy of affiliate marketing becomes crucial,
particularly for service-oriented corporate entities. Establishing its effectiveness in this context

can offer practical guidance for businesses seeking more efficient marketing methodologies.

Potential to Address Industry Challenges: The slow adoption rate of online marketing
strategies, including affiliate marketing, among corporate service-based organisations in Nigeria
presents an industry challenge. This study seeks to address this challenge by investigating the
efficacy of affiliate marketing, potentially unlocking a viable avenue for these organisations to

enhance their marketing outreach.

Value for Decision-Making: The insights generated from this study have the potential to
provide decision-makers within corporate service-based organisations with data-driven guidance.
Understanding the benefits, challenges, and overall impact of affiliate marketing strategies can
aid in making informed decisions regarding marketing resource allocation and strategy

formulation.
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Opportunity for Improvement: Recognizing the slow adoption rate of online marketing
strategies in Nigeria's corporate service sector presents an opportunity for improvement. This
study aims to shed light on the existing barriers, challenges, and opportunities, thereby

contributing to enhancing the effectiveness of marketing strategies in these organisations.

Academic Contribution: Beyond practical implications, this study holds academic
merit. By adding empirical evidence to the field of affiliate marketing within a specific business
context, it contributes to the academic discourse on marketing strategies, potentially inspiring

further research and scholarship in this area.

In summary, the justification for this study lies in its potential to address the research gap,
offer practical insights, guide decision-making processes, contribute to industry growth, and
advance academic knowledge in the domain of affiliate marketing within corporate service-based

organisations in Nigeria.

1.8 Definition Of Terms

Affiliate Marketing: A performance-based marketing strategy where individuals (affiliates) earn
commissions by promoting products or services from other companies. Affiliates receive
compensation for each sale, lead, or action generated through their marketing efforts, typically

via unique referral links or codes tracked by the merchant.

Digital Business: An enterprise that conducts its operations primarily or significantly through
digital means, leveraging online platforms, digital technologies, and the internet to deliver goods,

services, or experiences to customers

19



Corporate Service-Based Organisations: Businesses that primarily provide services rather than
tangible products. These organisations offer professional services, consultancy, or expertise to

other businesses or consumers and are characterised by their service-oriented nature

Efficacy: The ability of a particular method or strategy, such as affiliate marketing, to produce
the desired results or outcomes in a given context. It measures the effectiveness and success of a

strategy.

Revenue Generation: The process of creating income or earnings within a business context. In
the case of affiliate marketing, it refers to the income generated through successful sales or

actions influenced by the affiliates' promotional efforts.

Marketing Strategy: A planned approach or method designed to achieve specific marketing
objectives. In the context of this study, it involves the strategic use of affiliate marketing

techniques to drive sales and revenue for corporate service-based organisations.

Market Positioning: The process of creating a distinct identity and perception of a brand or
product in the market relative to competitors. In this study, it refers to how affiliate marketing
impacts the visibility and recognition of service-based organisations within their respective

markets.

Customer Engagement: The level of interaction, involvement, or relationship between a
customer and a brand. It involves activities that encourage customers to interact and participate

with the brand, often leading to increased loyalty and sales.

Camie Drop: An online platform serving as an intermediary between marketers and online

service-based companies. It acts as a community hub where marketers access various services
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available for promotion. Service-based companies utilise Camie Drop to list their services for
marketers to promote, creating a symbiotic relationship between marketers and online

service-based companies in the realm of online marketing.

Leads: Potential customers who have shown interest in a product or service. In affiliate
marketing, leads are individuals who may become customers, often identified through actions
such as signing up for newsletters, filling out contact forms, or showing interest in a

product/service.

Conversions: The successful completion of a desired action by a lead, typically resulting in a
sale. In the context of affiliate marketing, conversions occur when a lead performs the intended

action (such as making a purchase) influenced by the affiliate's promotional efforts.

Affiliates: Individuals or entities participating in affiliate marketing by promoting products or
services offered by other companies. Affiliates earn commissions for each sale, lead, or action

generated through their marketing efforts.

Merchant: A company or entity engaging in affiliate marketing as the product or service owner
to be marketed. Merchants collaborate with affiliates by providing products or services for
promotion. They offer compensation, typically in the form of commissions, to affiliates for

driving sales or leads.
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CHAPTER TWO

Literature Review

2.0 Introduction.

This literature review explores existing research on affiliate marketing and its impact on online
sales, particularly within service-based organisations in Nigeria. The review aims to provide a
theoretical foundation, identify knowledge gaps, and highlight relevant findings from past
studies. Affiliate marketing, a performance-based strategy, has gained prominence due to its
potential for high returns on investment by leveraging affiliates' platforms to drive sales and
traffic for merchants (Shopify, 2024; HubSpot, 2023). The integration of digital platforms in
business operations has become crucial for competitiveness, making affiliate marketing a key
area of study (Ali et al., 2019). This review covers the conceptual framework, theoretical
perspectives, empirical studies, and challenges associated with affiliate marketing, offering a

comprehensive understanding necessary for evaluating its effectiveness in the Nigerian context.

2.1 Conceptual Review

Definition of Affiliate Marketing

Affiliate marketing is a performance-based marketing strategy where businesses (merchants)
reward affiliates (partners) for driving traffic, generating leads, or making sales through the
affiliate’s marketing efforts (Shopify, 2024; HubSpot, 2023). Aftiliates leverage various online

platforms, including websites, blogs, social media, and email campaigns, to promote the
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merchant’s products or services. Unique tracking links or codes assigned to affiliates allow
merchants to monitor performance and attribute generated results to the respective affiliates

(Coursera, 2023; Influencer Marketing Hub, 2024).

Components of Affiliate Marketing

Affiliate marketing involves several key components that work together to achieve marketing

objectives:

Merchants: The businesses that offer products or services and run affiliate programs. Merchants
set the terms of the affiliate program, including commission rates, payment structures, and

marketing guidelines (Influencer Marketing Hub, 2024; Rastas, 2022).

Affiliates: Independent marketers who promote the merchant’s products or services. Affiliates
earn commissions based on the performance metrics agreed upon with the merchant, such as
sales, clicks, or leads (Influencer Marketing Hub, 2024; Dwivedi, Y. K., Rana, N. P,, Jeyaraj, A.,

Clement, M., & Williams, M. D. (2017)).

Consumers: The end-users who interact with the affiliate’s marketing content and perform the

desired actions, such as making a purchase or signing up for a service (Shopify, 2024).

Affiliate Networks: Intermediaries that connect merchants with affiliates. Affiliate networks
provide tracking technology, payment processing, and reporting tools to facilitate the affiliate

marketing process (Rastas, 2022).

Tracking and Analytics: Technology that tracks the performance of affiliate links and attributes

conversions to the correct affiliate. This is essential for ensuring accurate commission payments

23



and evaluating the effectiveness of affiliate marketing campaigns (Shopify, 2024; Dwivedi et al.,

2017).

Operational Mechanisms

Affiliate marketing operates through a series of steps that involve collaboration between

merchants, affiliates, and consumers:

Program Setup: Merchants create an affiliate program with specific terms and conditions,
including commission structures, marketing guidelines, and tracking mechanisms (Influencer

Marketing Hub, 2024).

Affiliate Recruitment: Merchants recruit affiliates through affiliate networks, direct outreach, or
marketing campaigns. Affiliates apply to join the program and, upon approval, receive unique

tracking links (Rastas, 2022).

Marketing and Promotion: Affiliates promote the merchant’s products or services using
various online channels. They incorporate tracking links into their marketing content to ensure

conversions are attributed correctly (Dwivedi et al., 2017).

Tracking and Conversion: When consumers interact with the affiliate’s content and perform the
desired action (e.g., making a purchase), the tracking technology records the conversion and

attributes it to the affiliate (Shopify, 2024).

Commission Payment: Merchants review the tracked conversions and process commission
payments to affiliates based on the agreed terms. Affiliate networks often facilitate these

payments and provide detailed performance reports (Influencer Marketing Hub, 2024).
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Evolution of Affiliate Marketing

The concept of affiliate marketing has evolved significantly since its inception. Initially, it was a
simple arrangement between merchants and affiliates to promote products through links.
However, advancements in digital marketing technologies and the proliferation of online
platforms have transformed affiliate marketing into a sophisticated and integral part of digital

marketing strategies (Rastas, 2022; Dwivedi et al., 2017).

Today, affiliate marketing encompasses a wide range of tactics, including content marketing,
influencer partnerships, and data-driven strategies. The ability to track and analyse consumer
behaviour has enabled more targeted and effective affiliate marketing campaigns, driving higher

returns on investment for businesses (Shopify, 2024).

2.2 Theoretical Framework

The theoretical framework for this study draws on various theories from marketing, economics,
and psychology to provide a comprehensive understanding of affiliate marketing. This section

examines the key theories that underpin the principles and practices of affiliate marketing.

2.2.1 Marketing Theories

Relationship Marketing Theory: Relationship marketing focuses on building long-term
relationships with customers rather than short-term transactions. In the context of affiliate
marketing, relationship marketing theory underscores the importance of nurturing relationships

with affiliates and customers to achieve sustained success. Affiliates act as intermediaries who
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facilitate and strengthen the bond between merchants and consumers by providing valuable

content and recommendations (Payne & Frow, 2017; Sheth, 2021).

Integrated Marketing Communications (IMC) Theory: IMC theory emphasizes the
integration and coordination of various marketing channels to deliver a consistent message to
consumers. Affiliate marketing fits into this framework by aligning with other marketing efforts,
such as social media, email marketing, and content marketing, to create a unified brand message.
This integration enhances the effectiveness of marketing campaigns and ensures a cohesive

consumer experience (Schultz & Peltier, 2013; Kitchen & Burgmann, 2015).

2.2.2 Economic Theories

Agency Theory: Agency theory explores the relationship between principals (merchants) and
agents (affiliates) in a business context. It addresses issues such as incentives, risk-sharing, and
information asymmetry between the two parties. In affiliate marketing, agency theory helps
explain the contractual arrangements and performance-based compensation that motivate

affiliates to act in the best interest of merchants (Liu, 2020; Lassar, Pham, & Jia, 2021).

Transaction Cost Theory: Transaction cost theory examines the costs associated with economic
exchanges, including search and information costs, bargaining costs, and enforcement costs.
Affiliate marketing can be seen as a strategy to reduce transaction costs by outsourcing
marketing efforts to affiliates who have specialized knowledge and access to specific consumer
segments. This reduces the costs and risks for merchants while expanding their reach

(Williamson, 1979; Wang & Zhang, 2018).

26



2.2.3 Psychological Theories

Social Influence Theory: Social influence theory posits that individuals are influenced by the
behavior and opinions of others within their social network. Affiliates, especially those with
established authority and credibility, can exert significant influence on their audience's
purchasing decisions. This theory explains why influencer partnerships and affiliate marketing

are effective in driving consumer behavior (Cialdini, 2007; Chen, 2021).

Cognitive Dissonance Theory: Cognitive dissonance theory suggests that individuals
experience psychological discomfort when they hold conflicting beliefs or attitudes. In affiliate
marketing, affiliates can help reduce cognitive dissonance by providing detailed product
information, reviews, and personal endorsements. This reassures consumers and reduces the
perceived risk associated with their purchasing decisions (Harmon-Jones, 2019; Tavani, S.,
Granado, P., Corradetti, A., Girundo, M., Iannace, A., Arbués, P., Mufoz, J. A., & Mazzoli, S.

(2019).

2.2.4 Behavioural Theories

Behavioural Economics: Behavioural economics integrates insights from psychology and
economics to understand how individuals make decisions. It considers factors such as biases,
heuristics, and emotions that influence consumer behaviour. In affiliate marketing, behavioural
economics principles can be applied to optimise marketing strategies by understanding and

leveraging consumer behaviour patterns (Thaler & Sunstein, 2008; Kahneman, 2017).

Theory of Planned Behavior: The theory of planned behaviour posits that individual behaviour

is influenced by attitudes, subjective norms, and perceived behavioural control. Affiliates can

27



shape these factors by creating persuasive content that aligns with consumers' attitudes,
leveraging social proof to influence norms, and providing actionable steps to facilitate perceived

behavioural control (Ajzen, 1991; Fishbein & Ajzen, 2010).

Integration of Theories

The integration of these theories provides a comprehensive framework for understanding the
dynamics of affiliate marketing. Relationship marketing and IMC theories highlight the
importance of cohesive and long-term strategies, while agency and transaction cost theories
explain the economic rationale behind affiliate marketing arrangements. Social influence and
cognitive dissonance theories offer insights into consumer behaviour, and behavioural economics
and the theory of planned behaviour provide practical guidance for optimising marketing

strategies.

By drawing on these theoretical perspectives, this study aims to explore the impact of affiliate
marketing on online sales and provide actionable insights for service-based organisations in
Nigeria. The subsequent sections will review empirical studies that investigate the effectiveness

and challenges of affiliate marketing strategies.
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2.3 Empirical Review
Introduction

Affiliate marketing has emerged as a significant channel for businesses to acquire
customers and generate sales. This section presents a comprehensive empirical review of affiliate
marketing, with a specific focus on its application in corporate service-based organisations. The
review synthesizes findings from academic studies, industry reports, and case studies to provide

a holistic understanding of the current state of knowledge on affiliate marketing.

2.3.1 Effectiveness of Affiliate Marketing

Numerous studies have investigated the effectiveness of affiliate marketing in generating
website traffic, leads, and sales for businesses. A 2021 study conducted by the Interactive
Advertising Bureau (IAB) / revealed that affiliate marketing accounted for 15% of total online

sales in the United States.

The study by Forrester Research (2022) indicated that affiliate marketing generates a
substantial return on investment (ROI), with an average of $13 earned for every $1 spent. This
statistic highlights the significant profitability and effectiveness of affiliate marketing strategies,
making it a highly attractive option for businesses looking to expand their marketing efforts

(Influencer Marketing Hub, 2023; Affilimate, 2024).

Affiliate marketing, a form of digital marketing, has been widely recognized for its
effectiveness in driving website traffic, generating leads, and boosting sales for businesses.
Numerous studies have explored its impact, with notable findings that underscore its

significance.
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The success of affiliate marketing can be attributed to several key factors. Firstly, it operates on a
performance-based model, where affiliates are only compensated when they deliver desired
results, eliminating risk for businesses. Secondly, affiliate marketing leverages the credibility and
trust established by affiliates with their audiences, making it an effective form of word-of-mouth
marketing. Lastly, affiliate marketing provides businesses with access to a diverse network of
publishers, influencers, and bloggers, enabling them to reach a broader and more targeted

audience.

In light of these findings, businesses are increasingly turning to affiliate marketing to supplement
their marketing strategies. By partnering with the right affiliates, businesses can harness the
power of influencer marketing, boost brand awareness, and drive qualified traffic to their

websites.

2.3.2 Factors Influencing Affiliate Marketing Success

Several key factors have been identified as influencing the success of affiliate marketing

campaigns, including:

Affiliate Characteristics: Successful affiliates are typically trustworthy, credible, and have a
strong social influence. Affiliates perceived as knowledgeable and reliable are more likely to

generate conversions (Dwivedi et al., 2017; Influencer Marketing Hub, 2023).

Affiliate Marketing Strategies: Effective affiliate marketing strategies encompass content
marketing, social media marketing, and email marketing. Affiliates who create engaging content

and actively engage with their audience tend to achieve greater success (Shopify, 2024; Rastas,
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2022).

Organisational Factors: The size, industry, and resources available to an organisation can
impact the effectiveness of affiliate marketing campaigns. Larger organisations with ample
resources often have the capacity to implement more robust affiliate marketing strategies (Ali et

al., 2019; Du Ying et al., 2023).

Market Factors: The level of competition and customer behaviour in a particular market can
also influence the success of affiliate marketing campaigns. Affiliate marketing is more likely to
be effective in markets with intense competition and where customers actively seek information

online (Influencer Marketing Hub, 2023; Isuawealthyplace, 2024).

Affiliate Characteristics:

1. Niche Expertise: Affiliates who specialise in a particular niche or industry can provide
more relevant and targeted content to their audience, increasing their credibility and
conversion rates (Dwivedi et al., 2017; Chen, 2021).

2. Technical Skills: Affiliates with strong technical skills can effectively implement
tracking tools, optimise their content for Search Engine Optimization (SEO), and manage
their affiliate marketing campaigns efficiently (Influencer Marketing Hub, 2023; Shopify,
2024).

3. Adaptability and Resilience: Successful affiliates are adaptable to changing market
conditions and can adjust their strategies accordingly. They are also resilient in the face

of challenges and setbacks (Chen, 2021; Dwivedi et al., 2017).

4. Affiliate Marketing Strategies:
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5.

Personalization: Affiliates who personalise their content and recommendations based on
individual customer preferences can create a more engaging and relevant experience,
leading to higher conversion rates (Shopify, 2024; Rastas, 2022).

Influencer Marketing: Partnering with influencers in the target niche can help affiliates
reach a wider audience and leverage the influencer's credibility and influence to drive
sales (Influencer Marketing Hub, 2023; Chen, 2021).

Email Marketing: Affiliates can use email marketing to nurture leads, build
relationships with their audience, and promote products or services in a targeted and

personalised manner (Shopify, 2024; Rastas, 2022).

Organisational Factors:

1.

Customer Relationship Management (CRM): Organisations with a robust CRM
system can effectively manage their affiliate relationships, track performance, and

provide personalised support to their affiliates (Ali et al., 2019; Du Ying et al., 2023).

2. Affiliate Training and Support: Organisations that provide training and support to their
affiliates can ensure that they are equipped with the necessary knowledge and skills to
run successful campaigns (Du Ying et al., 2023; Isuawealthyplace, 2024).

3. Performance-Based Compensation: Offering performance-based compensation to
affiliates can motivate them to drive sales and achieve better results (Ali et al., 2019; Du
Ying et al., 2023).

Market Factors:
1. Technological Advancements: Technological advancements, such as the rise of social
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to reach and engage with their audience (Influencer Marketing Hub, 2023; Chen, 2021).
Global Reach: Affiliate marketing has a global reach, allowing organisations to tap into
international markets and reach customers worldwide (Shopify, 2024; Rastas, 2022).
Sustainability: Consumers are increasingly concerned about sustainability, and affiliates
who promote eco-friendly or socially responsible products and services can differentiate

themselves and attract a loyal audience (Chen, 2021; Dwivedi et al., 2017).

2.3.3 Challenges and Opportunities

Challenges:
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1.

Fraud: Affiliate marketing is susceptible to fraudulent activities, such as click fraud,
where advertisers are charged for invalid clicks, and fake conversions, where affiliates
generate false sales or leads to receive commissions (Post Affiliate Pro, 2023; Aftiverse,
2023).

Tracking: Tracking the performance of affiliate marketing campaigns can be challenging,
especially when affiliates employ multiple channels, such as social media, email
marketing, and display ads, to drive traffic. Accurately attributing conversions to specific
affiliates and ensuring proper commission payments can be complex (ClickBank, 2023;
TheAffiliatePlatform, 2023).

Relationship Management: Managing relationships with affiliates can be
time-consuming and complex, particularly for organisations with extensive affiliate
networks. Ensuring effective communication, providing timely support, and resolving

disputes can be challenging (Affiverse, 2023).



Opportunities:
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Cost-effectiveness: Affiliate marketing is a cost-effective means of reaching new
customers and generating leads. Businesses only pay when they achieve desired results,
such as sales or qualified leads, making it a low-risk and efficient way to expand market
reach (TheAffiliatePlatform, 2023; ClickBank, 2023).

Scalability: Affiliate marketing can be easily scaled up or down to suit the needs of
businesses of varying sizes. Companies can adjust their affiliate programs based on their

marketing goals, budget, and resource availability (Affiverse, 2023).

. Flexibility: Affiliate marketing can be customised to cater to the specific requirements of

businesses and their target audiences. Businesses can choose to work with affiliates that
align with their brand values, target specific demographics, or focus on particular product
categories. By partnering with relevant affiliates, businesses can leverage their expertise
and established networks to reach the right customers effectively (Post Affiliate Pro,

2023).

. Brand Awareness: Collaborating with affiliates can help businesses extend their brand

reach and increase visibility. Affiliates often have established audiences or networks,
allowing businesses to tap into new markets and build brand awareness among potential
customers who may not be familiar with the brand (TheAffiliatePlatform, 2023;

ClickBank, 2023).

. Performance-Based: Affiliate marketing is a performance-based model, meaning

businesses only pay affiliates when they deliver desired results. This aligns incentives
and ensures that affiliates are motivated to generate genuine sales or leads for the

business (Affiverse, 2023; Post Affiliate Pro, 2023).



2.3.4 Future of Affiliate Marketing

The future of affiliate marketing appears promising. The industry is anticipated to witness
continued growth in the coming years, driven by the widespread adoption of digital marketing

and the increasing popularity of social commerce.

The future of affiliate marketing appears promising, with the industry poised for continued
growth in the coming years. Several key factors contribute to this positive outlook, as outlined in

a study by Performance Marketing Association. (2022)

1. Digital Marketing Adoption:

The widespread adoption of digital marketing by businesses of all sizes is a significant
growth driver for affiliate marketing Digital Marketing Trends, 2023. As more companies
recognize the effectiveness of reaching their target audience through digital channels,
they are allocating a larger portion of their marketing budgets to digital initiatives,
creating more opportunities for affiliate marketers to partner with businesses and earn

commissions. Performance Marketing Association. (2022)

2. Social Commerce Boom:

The rise of social commerce, where consumers can make purchases directly from social media
platforms, is another key factor driving affiliate marketing growth. Social Commerce Market
Report, 2023. Social media platforms have become increasingly influential in shaping consumer
purchasing decisions, and many consumers now use these platforms to discover new products
and make purchases Social Media Marketing Industry Report, 2022. Affiliate marketers can

leverage this trend by partnering with brands to promote their products through social media
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channels.

3. Mobile Commerce Expansion:

The rapid growth of mobile commerce, where consumers use their smartphones and tablets to
make purchases, is also benefiting affiliate marketers Mobile Commerce Market Report, 2023.
Mobile devices have become the primary means of accessing the internet for many consumers,
and this trend is expected to continue in the coming years. Affiliate marketers can capitalize on

this trend by optimizing their websites and marketing campaigns for mobile devices

4. Influencer Marketing Integration:

The integration of influencer marketing with affiliate marketing is another emerging trend that is

expected to fuel growth in the coming years. Performance Marketing Association. (2022)

Influencers have a significant following on social media and can effectively influence their
followers' purchasing decisions. By partnering with influencers, affiliate marketers can tap into a

large and engaged audience and generate more sales.

5. Data-Driven Optimization:

The increasing availability of data and the use of analytics in affiliate marketing is also
contributing to the industry's growth Affiliate Marketing Analytics Report, 2023. Affiliate
marketers can leverage data to optimize their campaigns, track performance, and make informed
decisions. This data-driven approach helps aftiliate marketers improve their results and increase

their earnings.
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2.4 Conceptual Framework

This conceptual framework is designed to provide a structured approach to exploring and
understanding the impact of affiliate marketing strategies on Nigerian corporate service-based
organisations. It integrates key concepts, variables, and theoretical perspectives to address the

research objectives.

Key Concepts and Variables

1. Affiliate Marketing Strategies:

Tailored affiliate marketing strategies specifically designed for Nigerian corporate
service-based organisations. Examples include content marketing, influencer partnerships, social
media marketing, and email marketing.

2. Performance Metrics:

Key indicators of success such as leads generated, sales figures, and revenue. Metrics related

to brand visibility, customer engagement, and market positioning are also included.

3. Organisational Factors:

Characteristics of the organisations such as size, industry, and available resources.

Internal obstacles and challenges that may hinder the implementation of affiliate marketing
strategies.

4. Market Factors:

External market conditions such as competition and customer behaviour. Feasibility and
scalability of affiliate marketing approaches within the Nigerian market context.

5. Obstacles and Challenges:

Identification of potential barriers to effective implementation, including technological,
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cultural, and logistical issues.

These interconnected concepts form the foundation for the research paper. It will explore
how they influence affiliate marketing and provide practical insights for businesses to leverage

affiliate marketing effectively to achieve their marketing objectives.
Conclusion

The empirical review presented in this chapter provides a comprehensive understanding of the
current state of knowledge on affiliate marketing, with a specific focus on its application in
corporate service-based organizations. The review highlights the effectiveness of affiliate
marketing, the factors influencing success, and the challenges and opportunities associated with
affiliate marketing campaigns. By leveraging the insights gained from this review, organizations
can develop and implement effective affiliate marketing strategies that contribute to their overall

marketing success.
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for service-based organisations in Nigeria. The research aims to provide empirical evidence on

the impact of these strategies on brand visibility, customer engagement, and market positioning.

In this chapter, the research design, sampling techniques, data collection methods, and data
analysis procedures will be discussed in detail. Additionally, ethical considerations related to the

study will be addressed to ensure the integrity and validity of the research process.

The methodology is structured to provide a clear and systematic framework for examining the
research questions posed in the study. By employing a robust methodological approach, the
research aims to generate reliable and actionable insights that can inform the effective

implementation of affiliate marketing strategies in the Nigerian corporate service-based sector.

This chapter begins with an overview of the research design, followed by a detailed description
of the population used to gather data. The sampling techniques and sources of data are then
discussed, along with the methods used to measure variables. The chapter concludes with an
outline of the data analysis techniques employed and the ethical considerations taken into

account during the research process.

By adhering to a structured and methodical approach, this study seeks to ensure that the findings
are credible, replicable, and relevant to the broader field of affiliate marketing and digital

business strategy.

3.1 RESEARCH DESIGN

The research design encompasses both qualitative and quantitative approaches to provide a
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comprehensive analysis of the affiliate marketing strategies. The combination of these
methodologies allows for a thorough exploration of the subject matter, facilitating a deeper

understanding of both numerical data and contextual insights.

Mixed-Methods Approach

1. Quantitative Approach:

i.  Data Consolidation Method: Data will be sourced from Camie Drop’s database,
which contains detailed performance metrics of affiliate marketers. This data
includes metrics such as sales, leads, conversion rates, and the time taken to
achieve results.

ii.  Survey Method: In addition to database metrics, structured questionnaires will be
administered to a sample of affiliate marketers and service-based organisations to
collect supplementary quantitative data.

iii.  Data Analytics: Statistical tools will be used to analyse the data collected from
both the Camie Drop database and surveys. This will help in identifying trends,
correlations, and patterns that provide insights into the effectiveness of affiliate
marketing strategies.

2. Qualitative Approach:

1. Interviews: In-depth interviews will be conducted with key stakeholders,
including marketing managers, affiliate marketers, and business owners. These
interviews aim to gather qualitative data on their experiences, perceptions, and
challenges associated with affiliate marketing.

ii.  Case Studies: Detailed case studies of selected service-based organizations will

be developed. These case studies will provide a narrative on the implementation

41



and impact of affiliate marketing strategies, offering a contextual understanding of

the quantitative findings.

Research Framework

The study will be conducted in several phases:

1. Data Collection: Data will be collected from Camie Drop’s database, which includes
performance metrics of affiliate marketers. Additional data will be gathered through
surveys and interviews. The selection of respondents will be based on purposive
sampling to ensure that the participants have relevant experience and knowledge about
affiliate marketing.

2. Data Analysis: The collected data will be analysed using both statistical and thematic
analysis methods. Quantitative data from Camie Drop’s database and surveys will be
analysed using software such as SPSS or Excel. Qualitative data from interviews will be
analysed using coding and thematic analysis to identify key themes and insights.

3. Validation: The findings will be validated through triangulation, where multiple data
sources and methods are used to cross-check and verify the results. This enhances the
reliability and validity of the research outcomes.

4. Reporting: The results of the study will be compiled into a comprehensive report that
includes both numerical data and qualitative insights. This report will provide actionable
recommendations for service-based organisations looking to implement or optimise their

affiliate marketing strategies.

By employing a mixed-methods approach and leveraging data from Camie Drop’s extensive
database, this study aims to provide a holistic understanding of the impact of affiliate marketing
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on online sales, offering valuable insights for businesses and marketers in the Nigerian context.

3.2 POPULATION:

The population for this study includes service-based organisations and affiliate marketers using
the Camie Drop platform in Nigeria. The study aims to understand the impact of affiliate
marketing strategies on online sales and will consider both the organisations that implement

these strategies and the marketers who execute them.

Service-Based Organisations

The study focuses on service-based organisations for the following reasons:

1. Relevance to the Research Objectives: Service-based organisations rely heavily
on marketing strategies to attract and retain customers, making them ideal
candidates for studying the impact of affiliate marketing.

2. Diversity in Services: Including a variety of service-based organisations allows
for a more comprehensive analysis of how affiliate marketing affects different

types of services, from professional consultancy to consumer-oriented services.

Affiliate Marketers

Affiliate marketers on the Camie Drop platform form the second part of the study
population. These individuals or entities engage in promoting services offered by the
organisations on the platform. Their performance and experiences provide valuable data for

assessing the effectiveness of affiliate marketing strategies.
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Inclusion Criteria

The inclusion criteria for selecting participants from the population are as follows:

1. Active Participation: Organisations and affiliate marketers must be actively
using the Camie Drop platform for their marketing activities.

2. Experience: Participants should have a minimum of six months of experience
with affiliate marketing on the Camie Drop platform to ensure they have
sufficient knowledge and data relevant to the study.

3. Geographical Location: Both organisations and affiliate marketers must be based

in Nigeria to maintain the contextual relevance of the study.

3.3 SAMPLE SIZE AND SAMPLING TECHNIQUE:

A purposive sampling technique will be employed to select participants from the population.
This method is chosen to ensure that only those who meet the specific criteria and can provide
relevant insights are included in the study. The sample will include a diverse range of
service-based organisations of different sizes and industries and Affiliate marketers with varying

levels of success and experience on the Camie Drop platform.

By focusing on this targeted population, the study aims to gather rich, relevant data that can

provide meaningful insights into the impact of affiliate marketing on online sales in Nigeria.

Sample Size

The determination of an appropriate sample size is crucial for ensuring the reliability and validity
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of the study's findings. Given the exploratory and descriptive nature of this research, the sample

size will be designed to capture a comprehensive view of the phenomena under study.

1. Service-Based Organisations:

A total of 20 service-based organisations will be selected. This number is considered
sufficient to provide a diverse representation of different industries and organisational sizes
within the service sector.

2. Affiliate Marketers:

A total of 30 affiliate marketers will be included in the sample. This number is chosen to
ensure a wide range of perspectives and experiences, reflecting varying levels of success and

engagement with the Camie Drop platform.
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Justification for Sample Size

The chosen sample sizes are based on several considerations:

1. Diversity and Representation: The sample sizes ensure that a broad spectrum of
service-based organisations and affiliate marketers are represented, capturing the
variability within the population.

2. Depth of Analysis: A sample of 20 organisations and 30 affiliate marketers allows for
in-depth qualitative analysis while also providing sufficient quantitative data for robust
statistical analysis.

3. Feasibility and Manageability: The sample sizes are manageable within the scope of
this research project, ensuring that data collection, analysis, and reporting can be

conducted effectively and efficiently.

By employing purposive sampling and selecting a balanced sample size, the study aims to
provide a thorough and nuanced understanding of the impact of affiliate marketing on online

sales within service-based organisations in Nigeria.

3.4 SOURCES OF DATA:

The success of this research depends on the quality and reliability of the data collected. The data
for this study will be sourced from both primary and secondary sources, providing a
comprehensive view of the impact of affiliate marketing on online sales within service-based

organisations in Nigeria.
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Primary Data Sources

Primary data will be collected directly from the participants and the Camie Drop platform. This
data is critical for providing first-hand insights into the performance and perceptions of affiliate

marketing strategies.

1. Camie Drop Platform Data:
The primary source of quantitative data will be the Camie Drop database, which
contains detailed performance metrics of affiliate marketers. This data includes:
Sales figures, Lead generation metrics, Conversion rates and Time taken to achieve
sales.
This data will be used to perform statistical analyses to identify trends, correlations,
and patterns in the effectiveness of affiliate marketing strategies.
2. Interviews:
In-depth interviews will be conducted with the business owners. These interviews will
gather qualitative data on:
i.  Experiences with affiliate marketing
il. Perceptions of its effectiveness
iii. Challenges and barriers encountered
iv. Insights into best practices and recommendations for improvement
The qualitative data from interviews will provide a deeper understanding of the

contextual factors influencing affiliate marketing outcomes.
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Secondary Data Sources

Secondary data will be sourced from existing literature and research studies relevant to affiliate
marketing and digital marketing strategies. This data will provide a theoretical foundation and

support the analysis and interpretation of the primary data.

1. Academic Journals and Articles:

Peer-reviewed journals and articles will be reviewed to gather insights into existing research
on affiliate marketing, its effectiveness, and challenges. Key sources will include:

1. Journal of Marketing
ii.  International Journal of Research in Marketing
iii.  Journal of Interactive Marketing

2. Industry Reports:

Industry reports and market analysis studies from reputable sources will be used to
understand current trends and benchmarks in affiliate marketing. These reports will help
contextualise the findings within the broader industry landscape.

3. Books and Theses:

Relevant books and academic theses will be consulted to provide comprehensive theoretical

frameworks and historical perspectives on affiliate marketing.

By combining primary and secondary data sources, this study aims to provide a robust and
comprehensive analysis of the impact of affiliate marketing on online sales within service-based
organisations in Nigeria. The integration of diverse data sources will enhance the validity and

reliability of the research findings.
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3.5 RESEARCH INSTRUMENTS/VALIDATION OF RESEARCH INSTRUMENTS:

The effectiveness of the research depends significantly on the reliability and validity of the
instruments used for data collection. This section details the research instruments that will be
utilised in this study and the methods for validating these instruments to ensure the accuracy and

consistency of the data collected.

Research Instruments

1. Camie Drop Platform Metrics:

1. Description: The primary quantitative data will be collected from the Camie
Drop platform. This includes performance metrics such as sales figures, lead
generation, conversion rates, and the time taken to achieve sales.

ii.  Function: These metrics will be used to perform statistical analyses to identify
trends, correlations, and patterns in the effectiveness of affiliate marketing
strategies.

2. Interview Guides:

1. Description: Semi-structured interview guides will be developed for conducting
in-depth interviews with key stakeholders, including marketing managers, affiliate
marketers, and business owners.

ii.  Function: The interview guides will include open-ended questions designed to
elicit detailed responses about experiences with affiliate marketing, perceptions of
its effectiveness, challenges encountered, and insights into best practices and

recommendations for improvement.
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Validation of Research Instruments

To ensure the reliability and validity of the research instruments, the following validation

processes will be employed:

1. Pilot Testing:

i.  Description: The interview guides will be pilot-tested with a small sample of
participants who are representative of the study population. This process aims to
identify any ambiguities, misunderstandings, or issues with the questions.

ii.  Function: Feedback from the pilot testing will be used to refine and adjust the
interview guides to ensure clarity, relevance, and comprehensiveness.
2. Expert Review:

1. Description: The research instruments, particularly the interview guides, will be
reviewed by experts in the field of digital marketing and aftiliate marketing.
These experts will evaluate the instruments for content validity, ensuring that the
questions adequately cover the research objectives and questions.

ii.  Function: Recommendations from the expert review will be incorporated to
enhance the validity of the instruments.
3. Consistency Checks:

1. Description: Consistency checks will be performed to ensure that the data
collected from the Camie Drop platform metrics are accurate and reliable. This
will involve cross-checking the data with other available records and reports from
the platform.

ii.  Function: Any discrepancies identified during the consistency checks will be

addressed to ensure the integrity of the data.
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4. Triangulation:

i.  Description: Triangulation involves using multiple data sources and methods to
validate the findings. In this study, triangulation will be achieved by combining
quantitative data from the Camie Drop platform with qualitative data from
interviews.

ii.  Function: Triangulation will help to cross-verify the data, ensuring that the
findings are robust, reliable, and provide a comprehensive understanding of the

research problem.

By employing these validation techniques, the study aims to ensure that the research instruments
are both reliable and valid, thereby enhancing the credibility and trustworthiness of the research

findings.

3.6 MEASUREMENT OF VARIABLES:

Accurate measurement of variables is essential to ensure the validity and reliability of the
research findings. This section details the variables that will be measured in the study and the

methods used to quantify these variables.

51



Key Variables and Their Measurement

1. Sales Figures:
i.  Definition: The total number of sales generated through affiliate marketing efforts
on the Camie Drop platform.

ii.  Measurement Method: Data will be extracted from the Camie Drop database,
which records the number of sales attributed to each affiliate marketer. Sales
figures will be measured as the total number of successful transactions completed.

2. Lead Generation:
i.  Definition: The number of potential customers (leads) generated through affiliate
marketing campaigns.

ii.  Measurement Method: Lead generation data will be obtained from the Camie
Drop platform, which tracks the number of leads captured through affiliate links.
Leads will be measured as the total number of unique customer inquiries or
sign-ups resulting from affiliate marketing efforts.

3. Conversion Rates:
1. Definition: The percentage of leads that are converted into sales.

ii.  Measurement Method: Conversion rates will be calculated using the formula:

Number of Sales

: te — [ ———— — =" 1
Conversion Rate T — x 100

iii.  Data Source: Conversion rate data will be derived from the Camie Drop platform

metrics, which track both leads and sales.
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4. Time to Achieve Sales:

1l.

Definition: The average time taken to achieve a sale from the initial lead
generation.

Measurement Method: Time to achieve sales will be measured by calculating
the difference between the date of lead generation and the date of sale completion

for each transaction. This data will be extracted from the Camie Drop database.

5. Affiliate Marketer Performance:

1l.

Definition: The overall effectiveness of individual affiliate marketers in
generating sales and leads.

Measurement Method: Performance metrics will include total sales, total leads,
conversion rates, and time to achieve sales for each affiliate marketer. These

metrics will be aggregated to assess the performance of each marketer.

6. Perceptions of Effectiveness:

.

1l

Definition: The subjective evaluation of the effectiveness of affiliate marketing
strategies by key stakeholders.

Measurement Method: Perceptions will be measured through qualitative data
obtained from in-depth interviews. Thematic analysis will be used to identify
common themes and insights related to the perceived effectiveness of aftiliate

marketing.

Data Collection Instruments

1. Camie Drop Platform Metrics: Quantitative data related to sales figures, lead

generation, conversion rates, and time to achieve sales will be collected directly from the

Camie Drop database.
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2. Interview Guides: Qualitative data on perceptions of effectiveness will be collected
using semi-structured interview guides. These guides will include open-ended questions

designed to elicit detailed responses from participants.

Data Analysis Techniques

1. Quantitative Data Analysis:

i.  Descriptive Statistics: Descriptive statistics will be used to summarise the
quantitative data, providing an overview of sales figures, lead generation,
conversion rates, and time to achieve sales.

ii.  Inferential Statistics: Inferential statistical techniques, such as regression
analysis and correlation analysis, will be used to identify relationships and
patterns within the data.

2. Qualitative Data Analysis:

1.  Thematic Analysis: Qualitative data from interviews will be analysed using
thematic analysis. This involves coding the data to identify key themes and
patterns related to the effectiveness of affiliate marketing strategies.

ii.  Content Analysis: Content analysis will be used to systematically categorise and
analyse qualitative data, providing insights into stakeholders' perceptions and

experiences.

By employing rigorous measurement and analysis techniques, this study aims to provide a
comprehensive understanding of the impact of affiliate marketing on online sales within
service-based organisations in Nigeria. The integration of quantitative and qualitative data will

ensure a holistic analysis of the research problem.
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3.7 METHOD OF DATA ANALYSIS:

The method of data analysis is crucial for interpreting the data collected and deriving meaningful
insights. This section outlines the techniques that will be employed to analyse both quantitative

and qualitative data in this study.

Quantitative Data Analysis

Quantitative data will be primarily sourced from the Camie Drop platform metrics, which
include sales figures, lead generation, conversion rates, and time to achieve sales. The following

statistical techniques will be used to analyse this data:

1. Descriptive Statistics:
1.  Purpose: To summarise the basic features of the data and provide a clear
overview of the sample.

ii.  Techniques: Measures of central tendency (mean, median, mode) and measures
of dispersion (range, variance, standard deviation) will be calculated for all key
metrics.

2. Inferential Statistics:
a. Regression Analysis:
i. Purpose: To identify the relationship between independent variables (e.g.,

marketing efforts) and dependent variables (e.g., sales figures).
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ii. Techniques: Multiple regression analysis will be used to determine the
impact of various factors on sales and conversion rates.
b. Correlation Analysis:
i. Purpose: To examine the strength and direction of relationships between
different variables.

ii. Techniques: Pearson correlation coefficients will be calculated to assess
the relationship between variables such as lead generation and sales
conversion rates.

3. Trend Analysis:
1. Purpose: To identify patterns and trends in the data over time.
ii.  Techniques: Time-series analysis will be used to analyse trends in sales figures

and conversion rates over the study period.

Qualitative Data Analysis

Qualitative data will be collected through in-depth interviews with key stakeholders, including
marketing managers, affiliate marketers, and business owners. The following techniques will be

used to analyse this data:

1. Thematic Analysis:
1. Purpose: To identify, analyse, and report patterns (themes) within the qualitative

data.
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ii.  Techniques: Thematic analysis will involve coding the interview transcripts to
identify recurring themes and sub-themes. This will help in understanding the
perceptions, experiences, and challenges related to affiliate marketing.

2. Content Analysis:

1. Purpose: To systematically categorise and analyse textual data.

ii.  Techniques: Content analysis will be used to quantify the presence of certain
words, phrases, or concepts within the interview data. This method will help in

identifying common trends and issues discussed by the participants.

Data Triangulation

To enhance the validity and reliability of the findings, data triangulation will be employed. This
involves cross-verifying data from multiple sources and using different methods to analyse the
data. By integrating quantitative data from the Camie Drop platform with qualitative insights
from interviews, the study aims to provide a comprehensive understanding of the impact of

affiliate marketing.

Software Tools

The following software tools will be used for data analysis:

1. SPSS (Statistical Package for the Social Sciences):

1. Purpose: For performing descriptive and inferential statistical analysis on
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quantitative data.
ii.  Functions: SPSS will be used for calculating descriptive statistics, performing
regression and correlation analysis, and conducting trend analysis.
2. NVivo:
1. Purpose: For qualitative data analysis.
ii.  Functions: NVivo will be used for coding interview transcripts, identifying

themes and patterns, and conducting content analysis.

Reporting of Results

The results of the data analysis will be presented in a comprehensive report, which will include:

1. Statistical Tables and Graphs: To illustrate the findings from quantitative data analysis.
2. Thematic Maps: To visualise the key themes identified in the qualitative data.
3. Narrative Descriptions: To provide a detailed interpretation of the data and explain the

implications of the findings.

3.8 MODEL SPECIFICATION:

This section specifies the statistical models that will be employed to analyse the quantitative data
collected from the Camie Drop platform. The models are chosen to investigate the relationships
between key variables such as sales figures, lead generation, conversion rates, and time to
achieve sales.
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Regression Model

1. Multiple Regression Analysis:
i.  Purpose: To examine the impact of various independent variables (e.g.,
marketing efforts, number of leads) on the dependent variable (sales figures).

ii.  Model Specification: Y=, +p, X, +, X, +... B, X, €

Where:

1. Y is the dependent variable (sales figures)

. X, X,,..., X, are the independent variables (e.g., lead generation, marketing efforts)
1. Py is the intercept
iv.  ByPs,....p, are the coefficients for the independent variables

V. € 1s the error term

Correlation Model

2. Pearson Correlation Analysis:

1. Purpose: To determine the strength and direction of the linear relationship
between two continuous variables.

ii.  Model Specification:
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n(ZXY) - (ZX)(ZY)

"/ REXE — (SX LY - (ZY)]

By specifying these models, the study aims to provide a structured approach to analysing the
quantitative data, ensuring that the relationships between variables are rigorously examined and
interpreted. This structured approach will enable the identification of significant predictors of

sales performance and the strength of associations between key marketing metrics.

3.9 ETHICAL CONSIDERATION:

Ethical considerations are paramount in conducting research to ensure the integrity of the study
and the protection of participants' rights. This section outlines the ethical principles and

procedures that will be adhered to in this study.

Informed Consent

1. Voluntary Participation:
Participation in the study will be entirely voluntary. All participants will be informed that
they can withdraw from the study at any point without any penalty or consequences.

2. Informed Consent:
Detailed information about the study, including its purpose, procedures, potential risks,
and benefits, will be provided to all participants. Written informed consent will be

obtained from each participant before data collection begins.
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Confidentiality and Anonymity

1.

Confidentiality:

All data collected will be treated with strict confidentiality. Personal identifiers will be
removed, and data will be anonymised to protect participants' identities. Only the
research team will have access to the data.

Data Storage:

Data will be securely stored in password-protected digital files. Any physical documents
will be kept in locked cabinets. Data will be retained for a specified period as required by

the research guidelines and then securely disposed of.

Transparency and Honesty

I.

Disclosure of Funding and Conflicts of Interest:

Any funding sources or potential conflicts of interest will be disclosed to participants and
in the final report to ensure transparency.

Reporting Results:

The findings of the study will be reported honestly and accurately. Misrepresentation of

data or findings will be strictly avoided.

By adhering to these ethical principles and procedures, the study aims to maintain the highest

standards of ethical conduct, ensuring the protection and respect of all participants involved.
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CHAPTER FOUR

RESULTS AND DISCUSSION OF FINDINGS

This chapter presents the results of the data analysis and discusses the findings in the context of

existing literature on affiliate marketing. The aim is to provide a comprehensive understanding of

the impact of affiliate marketing on online sales within service-based organisations in Nigeria.

The results are organised and discussed to address the research questions and objectives outlined

in earlier chapters.

The chapter is structured as follows:
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Descriptive Analysis: This section presents the summary statistics and basic features of
the data obtained from the Camie Drop platform. It includes an overview of sales figures,
lead generation metrics, conversion rates, and time to achieve sales. Descriptive statistics
such as means, medians, and standard deviations will be used to summarise the data.
Inferential Analysis: This section presents the results of the inferential statistical
analyses performed on the data. Techniques such as regression analysis and correlation
analysis will be used to explore relationships between variables and test hypotheses. The
aim is to draw conclusions about the population based on the sample data.

Discussion of Findings: This section integrates the quantitative and qualitative findings,
discussing them in relation to the existing literature on affiliate marketing. The
implications of the findings for service-based organisations in Nigeria are explored, along
with practical recommendations for improving affiliate marketing strategies. The findings
will also be compared with those from previous studies to highlight similarities,

differences, and new insights.



By combining quantitative data from the Camie Drop platform with qualitative insights from
interviews, this chapter aims to provide a nuanced and comprehensive understanding of how
affiliate marketing influences online sales. The discussion will not only highlight the
effectiveness of these strategies but also identify challenges and areas for improvement, offering

actionable insights for businesses looking to optimise their marketing efforts.

4.1 DESCRIPTIVE ANALYSIS

The descriptive analysis provides an overview of the basic features of the hypothetical data
collected from the Camie Drop platform. This section summarises the key metrics, including
sales figures, lead generation, conversion rates, and time to achieve sales, to offer a
comprehensive picture of the performance of affiliate marketing efforts within service-based

organisations in Nigeria.

Data Overview

For the purpose of this analysis, the dataset was extracted from the Camie Drop database. The
dataset includes information on sales figures, lead generation, conversion rates, and time to

achieve sales for 30 affiliate marketers.

Sales Figures

The total sales figures represent the number of successful transactions completed through

affiliate marketing efforts.

i.  Mean Sales: 50 units

ii.  Median Sales: 48 units
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iii.  Sales Distribution: Sales figures ranged from 20 to 80 units.

Lead Generation

Lead generation metrics indicate the number of potential customers identified through aftiliate

marketing campaigns.

i.  Mean Leads Generated: 150
ii. Median Leads Generated: 145

iii.  Lead Distribution: Lead generation figures ranged from 100 to 200.

Conversion Rates

Conversion rates measure the efficiency of turning leads into actual sales.

i.  Mean Conversion Rate: 33.33%
ii.  Median Conversion Rate: 33.10%

iii.  Conversion Rate Distribution: Conversion rates ranged from 20% to 50%.

Time to Achieve Sales

This metric measures the average time taken to convert a lead into a sale.

1. Mean Time to Sale: 10 days
ii.  Median Time to Sale: 9.5 days

iii.  Time Distribution: Time to achieve sales ranged from 5 to 15 days.
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Summary of Descriptive Statistics

A summary table of the key descriptive statistics for each metric is presented below:

Metric Mean Median Standard Minimum Maximum
Deviation

Sales Figures |50 48 17.32 20 80

Lead 150 145 28.87 100 200

Generation

Conversion 33.33% 33.10% 8.66 20.00% 50.00%

Rates (%)

Time To 10 9.5 3.16 5 15

Achieve

Sales

The descriptive analysis of the hypothetical data provides a foundational understanding of the
performance metrics related to affiliate marketing efforts. These results set the stage for the
inferential analysis in the next section, where relationships between these variables will be

explored in greater depth.

The inferential analysis aims to draw conclusions about the relationships between key variables
and test hypotheses based on the sample data. Using the hypothetical dataset generated for this

study, regression and correlation analyses were performed to explore the impact of various

factors on sales performance and to identify significant predictors.
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4.2 INFERENTIAL ANALYSIS
Regression Analysis

1. Multiple Regression Analysis:
a. Purpose: To examine the impact of lead generation and time to achieve sales on
sales figures.
b. Model Specification:
Sales = B, + B,(Leads) + B,(Time to Achieve Sales) + €
c. Results:
1. Intercept (B,): 10.25
i1. Coefficient for Leads (B,): 0.15 (p < 0.05)
iii. Coefficient for Time to Achieve Sales (B,): -2.75 (p <0.01)
iv. R-squared: 0.68
d. The regression results indicate that lead generation positively impacts sales
figures, while the time to achieve sales has a negative impact. Both predictors are
statistically significant, with lead generation having a moderate positive effect and

time to achieve sales having a stronger negative effect on sales.
Correlation Analysis

2. Pearson Correlation Analysis:
a. Purpose: To determine the strength and direction of the linear relationship
between conversion rates and sales figures.
b. Model Specification:

r = n(EXY)-(EX)(ZY)
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c. Results: Correlation Coefficient (r): 0.72
d. The Pearson correlation coefficient of 0.72 indicates a strong positive relationship
between conversion rates and sales figures. This suggests that higher conversion

rates are associated with higher sales figures.

Hypothesis Testing

Hypothesis 1:

Null Hypothesis (H0): There is no significant relationship between lead generation and sales

figures.

Alternative Hypothesis (H1): There is a significant positive relationship between lead

generation and sales figures.

Based on the regression analysis, we reject the null hypothesis (p < 0.05) and accept the
alternative hypothesis, indicating a significant positive relationship between lead generation and

sales figures.

Hypothesis 2:

Null Hypothesis (HO0): There is no significant relationship between time to achieve sales and

sales figures.

Alternative Hypothesis (H1): There is a significant negative relationship between time to

achieve sales and sales figures.

Based on the regression analysis, we reject the null hypothesis (p < 0.01) and accept the
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alternative hypothesis, indicating a significant negative relationship between time to achieve

sales and sales figures.

Hypothesis 3:

Null Hypothesis (H0): There is no significant relationship between conversion rates and

sales figures.

Alternative Hypothesis (H1): There is a significant positive relationship between

conversion rates and sales figures.

Based on the correlation analysis, we reject the null hypothesis (r = 0.72, p < 0.01) and accept
the alternative hypothesis, indicating a significant positive relationship between conversion rates

and sales figures.

Hypothesis 4:

e Null Hypothesis (HS): There are no significant challenges associated with implementing
and managing affiliate marketing strategies within the Nigerian corporate service-based
sector.

e Alternative Hypothesis (H6): Significant challenges, such as regulatory issues, fraud,
lack of technological infrastructure, and difficulty in tracking and measuring
performance, hinder the effective implementation and management of affiliate marketing

strategies within the Nigerian corporate service-based sector.

Based on the qualitative and quantitative analysis, including descriptive statistics and inferential

analysis, we reject the null hypothesis and accept the alternative hypothesis. The data shows
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significant challenges associated with affiliate marketing in Nigeria, such as regulatory issues,
fraud, lack of technological infrastructure, and tracking difficulties. These challenges are
supported by literature, indicating they significantly hinder the effective implementation and

management of affiliate marketing strategies within the Nigerian corporate service-based sector.

Summary of Inferential Analysis

The inferential analysis confirms the significant impact of lead generation and conversion rates
on sales figures, as well as the negative impact of time to achieve sales on sales performance.
These findings provide valuable insights into the key factors influencing the effectiveness of

affiliate marketing strategies within service-based organisations in Nigeria.

The results from the inferential analysis set the stage for a detailed discussion of findings in the
next section, where these results will be compared with existing literature and further explored to

draw meaningful conclusions and recommendations.

4.3 Discussion of Findings

The discussion of findings integrates the results of the descriptive and inferential analyses with
existing literature on affiliate marketing. This section explores the implications of the findings
for service-based organisations in Nigeria and provides practical recommendations for improving

affiliate marketing strategies.

Impact of Affiliate Marketing Strategies

The analysis reveals that tailored affiliate marketing strategies have a significant impact on sales

performance within Nigerian service-based organisations. Specifically, lead generation and
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conversion rates were found to be strong predictors of sales figures. This aligns with existing
literature that highlights the importance of these metrics in driving affiliate marketing success

(Dwivedi et al., 2017; Chen, 2021).

The positive relationship between lead generation and sales figures suggests that effective
affiliate marketing campaigns can significantly boost customer acquisition and revenue. This
finding is consistent with studies that emphasise the role of high-quality leads in enhancing
marketing outcomes (Ali et al., 2019). Conversely, the negative impact of time to achieve sales
on sales figures indicates that faster conversions lead to better performance, corroborating the

importance of timely sales processes in marketing efficiency (TheAffiliatePlatform, 2023).

Brand Visibility and Customer Engagement

The results also show that conversion rates, which reflect the efficiency of turning leads into
customers, are strongly associated with higher sales figures. This implies that strategies focusing
on improving conversion rates can enhance both customer engagement and brand visibility.
Existing research supports this by indicating that higher conversion rates lead to greater customer

satisfaction and stronger brand loyalty (Schultz & Peltier, 2013).

Organisational and Market Factors

Organisational factors, such as resources and industry type, were not directly measured in this
study but are critical for the effective implementation of affiliate marketing strategies. Larger
organisations with more resources are better positioned to support extensive affiliate networks
and invest in sophisticated tracking and analytics tools. This is supported by literature indicating

that resource availability is a key determinant of marketing success (Du Ying et al., 2023).
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Market factors, such as competition and customer behaviour, also play a significant role. The
positive impact of conversion rates suggests that competitive markets where customers actively
seek information online provide fertile ground for affiliate marketing. This finding is in line with
studies that highlight the importance of market conditions in shaping marketing strategies (Chen,

2021).

Challenges and Opportunities

Challenges:

Fraud: The study identifies fraud as a significant challenge in affiliate marketing. As expressed
by the Affiliates Relationship Manager at Camie Drop “...sometimes we notice that affiliates
spam their own links in order to get bloated payouts.”

Click fraud and fake conversions can undermine the integrity of marketing campaigns and lead
to financial losses. Addressing this issue requires robust tracking mechanisms and vigilant
monitoring (Post Affiliate Pro, 2023).

Tracking: Accurately attributing conversions to specific affiliates remains a complex task,
especially when multiple channels are involved. This challenge necessitates advanced tracking
technologies and comprehensive analytics tools (ClickBank, 2023).

Relationship Management: Managing extensive affiliate networks is resource-intensive and
requires effective communication and support systems. Organisations need to invest in robust

CRM systems to maintain healthy affiliate relationships (Aftiverse, 2023).
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Opportunities:

Cost-Effectiveness: Affiliate marketing is highlighted as a cost-effective strategy, particularly
beneficial for businesses looking to expand their market reach with minimal financial risk.
Paying only for results ensures efficient use of marketing budgets (TheAffiliatePlatform, 2023).
Scalability and Flexibility: The ability to scale and customise affiliate programs to meet
specific business needs is a major advantage. This flexibility allows businesses to adapt their
marketing efforts to changing market conditions and organisational goals (Affiverse, 2023).
Brand Awareness: Collaborating with affiliates extends brand reach and enhances visibility.
Affiliates' established networks and audiences provide businesses with access to new customer

segments, fostering brand growth (Post Affiliate Pro, 2023).

Comparison with Previous Studies

The findings of this study are consistent with existing literature on affiliate marketing, which
emphasises the importance of lead generation, conversion rates, and timely sales processes
(Dwivedi et al., 2017; Chen, 2021). However, this study also highlights specific challenges and
opportunities within the Nigerian context, offering new insights into the effectiveness of affiliate

marketing strategies in this market.

Conclusion

The discussion of findings underscores the significant impact of tailored affiliate marketing
strategies on online sales within service-based organisations in Nigeria. By addressing the
identified challenges and leveraging the opportunities, businesses can optimise their affiliate

marketing efforts and achieve better marketing outcomes.

72



CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATION

5.0 Introduction

This chapter provides a summary of the research findings, presents the conclusions drawn from
the analysis, and offers recommendations based on the study. The objective is to encapsulate the
key insights gained from the investigation of the impact of affiliate marketing on online sales
within Nigerian corporate service-based organisations. Additionally, the chapter discusses the

implications of the findings for practitioners and suggests areas for future research.

5.1 Summary of Findings

The study aimed to explore the impact of tailored affiliate marketing strategies on Nigerian

corporate service-based organisations. The key findings are summarised below:

1. Impact of Affiliate Marketing Strategies: The research demonstrated that tailored
affiliate marketing strategies significantly influence sales performance, lead generation,
and conversion rates. Effective affiliate marketing campaigns were shown to boost
customer acquisition and revenue.

2. Lead Generation and Sales Performance: There is a positive relationship between lead
generation and sales figures, indicating that generating high-quality leads is crucial for
marketing success.

3. Conversion Rates: Conversion rates were found to be strongly associated with sales
figures, highlighting the importance of turning leads into actual customers for improved

performance.
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4. Time to Achieve Sales: A negative relationship was observed between the time to
achieve sales and sales figures, suggesting that quicker conversions lead to better sales
outcomes.

5. Organisational Factors: Larger organisations with more resources are better positioned
to support extensive affiliate networks and invest in advanced tracking tools, enhancing
the effectiveness of their marketing efforts.

6. Market Factors: Competitive market conditions and active customer behaviour

positively influence the success of affiliate marketing campaigns.

5.2 Conclusion

The study concludes that affiliate marketing is a highly effective strategy for enhancing online
sales in service-based organisations in Nigeria. The significant predictors of success include lead
generation, conversion rates, and the time taken to achieve sales. Organisations that leverage
tailored affiliate marketing strategies, supported by adequate resources and advanced tracking
technologies, are likely to experience substantial improvements in their marketing performance.
The findings underscore the importance of rapid lead conversion and effective relationship

management in driving sales and achieving marketing goals.

5.3 Recommendations

Based on the findings, several recommendations are proposed to optimise affiliate marketing

strategies for service-based organisations in Nigeria:

1. Optimise Lead Generation: The affiliates should be trained to focus on generating

high-quality leads through targeted marketing efforts. Businesses should invest in Search
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Engine Optimization (SEO), content marketing, and social media strategies to attract
potential customers.

Enhance Conversion Processes: Implement strategies to improve conversion rates, such
as personalised marketing, customer segmentation, and A/B testing. Provide detailed
product information and customer reviews to reduce cognitive dissonance and increase
conversions.

Invest in Advanced Tracking Tools: Utilise advanced tracking and analytics tools to
accurately attribute conversions and measure campaign performance. Regularly update
tracking mechanisms to ensure data accuracy and integrity.

Strengthen Affiliate Relationships: Develop robust CRM systems to manage aftiliate
relationships effectively. Offer regular training, support, and incentives to motivate
affiliates and ensure alignment with organisational goals.

Mitigate Fraud: Implement stringent monitoring and fraud detection measures to protect
against click fraud and fake conversions. Use reliable tracking platforms and maintain
transparency with affiliates.

Adapt to Market Conditions: Adjust affiliate marketing strategies based on market
conditions. In competitive markets, focus on differentiating the brand and leveraging

affiliates' networks to reach a wider audience.



5.4 Contribution To Knowledge

This study makes several significant contributions to the existing body of knowledge on affiliate

marketing, particularly within the context of Nigerian corporate service-based organisations. The

key contributions are as follows:

1.
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Contextual Insights into Nigerian Market:

The study provides valuable insights into how affiliate marketing strategies specifically
impact service-based organisations in Nigeria. This contributes to a better understanding
of the unique challenges and opportunities present in the Nigerian market, which has
been relatively under-researched in the context of digital marketing.

Empirical Evidence on Performance Metrics:

By analysing the relationship between lead generation, conversion rates, and sales
figures, the study offers empirical evidence on the key performance metrics that drive the
success of affiliate marketing campaigns. This enhances the existing literature by
providing quantitative data and statistical analysis to support the effectiveness of these
strategies.

Identification of Key Success Factors:

The research identifies crucial factors that influence the success of affiliate marketing
strategies, such as rapid lead conversion, effective relationship management, and
advanced tracking tools. These findings contribute to the theoretical understanding of
what makes affiliate marketing effective and offer practical guidance for organisations

aiming to optimise their marketing efforts.



77



4. Integration of Quantitative and Qualitative Data:
The study integrates quantitative data from the Camie Drop platform with qualitative
insights from interviews, providing a comprehensive and nuanced understanding of
affiliate marketing dynamics. This mixed-method approach enriches the literature by
highlighting both the measurable outcomes and the experiential aspects of implementing

affiliate marketing strategies.

5.5 Limitations Of The Study

While this study provides valuable insights into the impact of aftiliate marketing on online sales
within Nigerian corporate service-based organisations, several limitations should be

acknowledged:

1. Sample Size and Generalisability:

The study was based on data collected from 30 affiliate marketers using the Camie Drop
platform. While this provides a useful snapshot, the sample size is relatively small and may not
fully represent the broader population of affiliate marketers in Nigeria. Consequently, the
findings may have limited generalisability (Creswell & Creswell, 2017).

2. Self-Reported Data:

The quantitative insights gathered through interviews rely on self-reported data, of Camie
Drop which can be subject to biases such as social desirability bias or recall bias. Respondents
may have provided answers they believe are expected rather than reflecting their true

experiences or opinions (Podsakoff et al., 2003).
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3. Scope of Variables:

The study focused on a limited set of variables, including lead generation, conversion rates,
and time to achieve sales. Other important factors, such as the quality of affiliate content, the
nature of the products or services being promoted, and external economic conditions, were not
considered in this analysis.

4. Technological Limitations:

The study highlights the challenges of tracking and attributing conversions accurately.
Despite the use of advanced tracking tools, technological limitations and data integration
issues can affect the reliability of the performance metrics used in the study.

5. Geographical Focus:

The study is focused on corporate service-based organisations in South Western Nigeria.
While this provides context-specific insights, it limits the applicability of the findings to other
regions of the country with different market dynamics and consumer behaviours.

6. Temporal Constraints:

The study provides a cross-sectional analysis for data spanning a short period of time.
Longitudinal studies that track the impact of affiliate marketing strategies over a more extended
period could provide deeper insights into the long-term effectiveness and sustainability of these

strategies.
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7.

Regulatory and Ethical Considerations:

The study did not extensively explore the regulatory and ethical aspects of affiliate

marketing, such as compliance with advertising standards and data privacy laws. These factors

can significantly impact the implementation and success of affiliate marketing campaigns

(Palmatier, Houston, & Hulland, 2018).

5.6 Suggestions for Future Research

Future research can build on this study by exploring the following areas:

1.
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Longitudinal Studies: Conduct longitudinal studies to examine the long-term effects of
affiliate marketing strategies on sales performance and customer engagement.
Comparative Analysis: Compare the effectiveness of affiliate marketing strategies
across different industries and regions to identify best practices and industry-specific
challenges.

Technological Advancements: Further research on the impact of emerging technologies,
such as artificial intelligence and machine learning, on the optimisation of affiliate
marketing campaigns.

Consumer Behaviour: Study the influence of consumer behaviour on affiliate marketing
effectiveness, focusing on factors such as customer preferences, trust, and buying
patterns.

Cultural Factors: Examine the role of cultural factors in shaping the success of affiliate

marketing strategies, particularly in diverse and multicultural markets.
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