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ABSTRACT

This study, titled “leveraging affiliate marketing to build sustainable customer patronage in Nigeria,”
explores critical affiliate marketing strategies that businesses can adopt to achieve enduring customer
loyalty in a developing economy like Nigeria. In a society where nearly all economic indicators
underscore the financial challenges faced by its citizens, it is clear that the average Nigerian must employ
innovative strategies to navigate these tough times. One notable solution lies in the potential of affiliate
marketing, which provides online marketing firms with a valuable opportunity to help bridge economic
gaps and foster sustainability. Through affiliate marketing, firms can cultivate lasting customer loyalty,
allowing businesses not only to survive but thrive, even amid widespread economic difficulties. This
research focuses on identifying the affiliate marketing strategies with the greatest potential to enhance
customer patronage, exploring methods that resonate most effectively with Nigerian consumers. By
understanding these strategies and tailoring them to meet local needs, patronage can increase
magnificently. Being an empirical study, five hypotheses were tested with the aid of primary data. Given
the infinite nature of the population elements (online customers in Nigeria), Cochran method was used to
determine the sample size of two hundred and forty-six. These customers were conveniently reached,
both physically and online. To test the hypotheses, the researchers adopted multiple regression analysis.
The insights generated from this study aim to provide actionable recommendations for strengthening
customer loyalty and, ultimately, cultivating customer equity—ensuring long-term stability and mutual
benefit for both businesses and their loyal customer base.
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1. INTRODUCTION

Statistics reeled out by NBS as cited by Emejo (2025) showed that the country’s unemployment rate rose
to 5.3 per cent in the first quarter of 2024 (Q1 2024) compared to 5 per cent in Q4 2023. Similarly,
Nigeria’s misery index - the sum of unemployment and inflation rates, according to NESG (2024), rose to
36.9 percent in 2024Q1 from 30.5 percent in 2023Q3. According to the report, Nigeria has one of the
world's highest misery indexes, with many Nigerians experiencing a cost-of-living crisis and weak
purchasing power due to rising inflation.

With these negative indices, Nigerians exploit different avenues through which these crises can be
mitigated. Affiliate marketing offers this opportunity. Kenneth (2019) defined affiliate marketing as a
cost-effective solution that allows one to earn an income by promoting other people’s products. This
process is usually done through an affiliate network. Most of the firms whose products are marketed using
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this avenue, package online contents that are so attractive that potential buyers hardly resist the temptation
of placing orders. Even in the absence of these ads, affiliate marketers, package their own customized ads,
which they use for attracting online buyers to the products they market online. Instead of these young
affiliate marketers expecting commissions from such firms (which is typical of affiliate marketers), they
simply increase their selling prices, thus availing themselves the opportunity of making profit, even in the
absence of brick-and-mortar offices that would have attracted storage costs. Most China made consumer
goods are marketed through this means with the aid of short Tiktok videos.
Undoubtedly, businesses thrive on customer patronage, hence most firms strive to increase their customer
patronage though diverse means. A customer that keeps patronising a seller is one who is happy with
their offerings and such customer does not hesitate to tell other potential customers of the products that
got them satisfied, thus doing a good job of marketing for the store (Egiana, 2011). Given that the cost of
acquiring new customers is high, most firms do everything within their reach to encourage affiliate
marketers to increase their customer base.
Although extensive research exists on how to increase customer patronage, studies on how affiliate
marketing increases customer patronage is somewhat limited, hence this work focuses on affiliate
marketing. Given that Nigeria is a consumption-based country, with a very high rate of unemployment,
and a noticeable skill gap among most of our graduates, affiliate marketers jostle for customer patronage
on social media. Most of these marketers keep devising strategies to outwit others and generate more
income to ameliorate the harsh economic situation of Nigeria. For appropriate guidance and benefit of
those who embark on affiliate marketing, it is expedient to measure the effect of some selected affiliate
marketing strategies, namely, product innovation, communication, content marketing, internet security
and timely delivery on customer patronage to be able to choose the strategy(ies) that have the highest
propensity of increasing customer patronage — that way, the chances of making active income will be
high.
Objectives of the Study
The purpose of this study is to determine the effect of affiliate marketing strategies on customer
patronage. The specific objectives are to:

i. assess the effect of product innovation on customer loyalty;

ii. examine the effect of communication on customer loyalty;

iii. assess the effect of content marketing on customer loyalty;

iv. determine the effect of internet security on customer loyalty;

v. examine the effect of timely delivery on customer loyalty;
Research Hypotheses
Based on the objectives, the researchers developed the following hypotheses:
Hol: Product innovation does not have a significant effect on customer loyalty.
Ho2:  Communication has no significant effect on customer loyalty.
Ho3:  Content marketing does not have a significant effect on customer loyalty.
Ho4: Internet security does not have any significant effect on customer loyalty.
Ho5: Timely delivery does not affect customer loyalty significantly.

2. Review of Related Literature

2.1 Conceptual Review

Affiliate Marketing Strategies

Affiliate marketing is a marketing approach where people market others’ products and receive

commission for each sale made as a result of their marketing efforts. Affiliate marketing strategies

abound, but for the purpose of this study, the following are considered: Product Innovation,

Communication, Content Marketing, Penetration Pricing and Timely Delivery.

Communication

Communication is a transactional process through which individuals create, interpret, and negotiate

shared meaning (West and Turner, 2019). Communication was derived from the Latin word, communis,
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which means to share, to make something common. It is the process of sharing or exchanging ideas, facts
or impressions between two or more people. The aim is for everyone to be on the same page by having a
common understanding of the meaning of a message, its intent and idea. Communicating with customers
is a key strategy of affiliate marketers. Customers are likely to remain loyal to companies with which they
have a personal relationship. This can be built through regular, consistent and targeted communications.
Product Innovation
Poly-Mba (2013) averred that there are four main types of innovation, namely, product innovation,
process innovation, organizational innovation and market innovation. Lyon and Keller (2014) defined
product innovation as the process of translating an idea or invention into a good or service that creates
value for which customers pay. It is the creation and subsequent introduction of a product that is either
new or improved upon.
Content Marketing
Content, in the real sense of it, is rooted in the publishing, where different graphics and write-ups have to
be sufficiently interesting for the target audience to seek out the publishing platform whether it is a
newspaper, magazine, TV or radio channel (Holliman and Rowley, 2014). Corroborating, Halvorson and
Rach (2012), averred that content is what a user visits a website to read, learn, see or experience. From
digital marketing perspective, Handley and Chapman (2011) opined that content counts as “anything
created and uploaded to a website: the words, images or other things that reside here.” According to
Content Marketing Institute (2024), content marketing is a strategic marketing approach focused on
creating and distributing valuable, relevant, and consistent content to attract and retain a clearly-defined
audience — and, ultimately, to drive profitable customer action.
Internet Security
Internet security refers to the technologies, protocols, and strategies aimed at protecting computer systems
and networks connected to the internet from unauthorized access, misuse, or harm (Garfinkel and
Spartford, 2002). It encompasses measures designed to protect information as it is transmitted over the
internet, focusing on confidentiality, integrity and availability (Pfleeger and Pfleeger, 2007).
Timely Delivery
Timely delivery is the act of delivering goods or services to the intended recipient within the intended or
promised time frame. This template is essential in logistics and supply chain management, as it directly
impacts customer satisfaction, trust in the provider, and overall operational efficiency (Simpl Fulfillment,
2024).
Measures of Patronage
Customer patronage refers to the consistent preference and purchasing behaviour exhibited by customers
towards a particular product, service, or brand, driven by satisfaction, perceived value, and loyalty (
Kotler and Keller, 2012). Oliver (1999) defined customer patronage as the degree to which a customer
remains committed to repurchasing a brand or product due to habitual loyalty and emotional connection.
Reichheld (1996) in his own view defined customer patronage as the act of repeated engagement and
transactional support a customer provides to a business, often reflecting a deeper sense of trust and
satisfaction. There are many measures of customer patronage, but for the purpose of this work, the
researchers adopted customer loyalty as the key variable for its measurement.
Customer Loyalty
Customer loyalty, in the words of Gremler and Brown (1996), is the degree to which a customer exhibits
repeat purchasing behaviour from a service provider, possesses a positive attitudinal disposition toward
the provider, and considers using only this provider when a need for this service arises. Customer loyalty
exists when people choose to use a particular shop or buy one particular product on a regular basis, rather
than use other shops or buy products made by other companies. Customers exhibit loyalty when they
consistently purchase a certain product or brand over an extended period of time. When a customer’s
patronage becomes consistent, it is seen as loyalty.
To corroborate our assertion, Lovelock and Wirtz (2011) averred that a customer’s willingness to
continue patronizing a firm over a long term, preferably on an exclusive basis, and recommending the
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firms products to friends and associates is termed customer loyalty. Customer loyalty is widely seen as a
key determinant of a firm’s profitability and patronage.

Operational Conceptual Framework

A

Dependent Variable

Independent Variable

Product Innovation

Communication

Content Marketing Customer Loyalty

Internet Security

Timely Delivery q

Figure 2.1 Operational Conceptual Framework
Source: Researchers (2024)

The above conceptual framework shows that affiliate marketing strategies, operationalized and
represented by product innovation, communication, content marketing, internet security and timely
delivery have effects on customer loyalty, which is a measure of customer patronage, but the extent of
these effects will be established in subsequent section.

2.2 Theoretical Review

There are many marketing theories that would seamlessly align with this work, but equity theory was
adjudged appropriate for this study:

Equity theory, developed by Adams (1963) posits that customers strive for fairness in exchanges, be it
social or economic. Customers, first of all, evaluate the fairness of their transactions by comparing their
inputs (time, effort, money) to the outcomes (e.g. benefits, reward) they receive. If they perceive an
imbalance, it can affect satisfaction and loyalty.

Customers take certain factors into consideration, knowing that online market space is frosted with high
level of insincerity, hence the need to consider factors like, product quality, security, timely delivery,
amid other factors. When customers perceive that they receive proportionate value, the tendency to
become loyal will be high. Knowing that customers seek better outcomes, affiliate marketers readily
devise strategies for increasing customer patronage.

2.3 Empirical Review

Mohamed, et al. (2020) carried out an empirical study on Impact of Affiliate Marketing on Customer
Loyalty. The research tried to find out which of these six factors (affiliate website promotion, price
comparison service, WOM in social media, quality web design, privacy, trust) influence customer loyalty
the most in the tourism industry. Questionnaires were sent out to travel affiliate website users
(booking.com) to collect relevant data. Statistical analysis was done to test the seven hypotheses
formulated. The result showed that the six factors in both core and supplementary services support
customer perspective towards loyalty, but privacy and security have stronger influence on customer
loyalty.
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Ritesh (2017) conducted an empirical study on the impact of Affiliate marketing on consumer behaviour
with respect to m-commerce in Delhi NCR. A sample size of one hundred and nineteen persons was
used and Chi Square was used to test the six hypotheses formulated. The research showed that trust,
attitude, indignity and price perception were dependent on the gender of the consumer. The research
further showed a positive, high and statistically significant relation between indignity and
advertisement utility and a positive, medium and statistically significant relation between attitude and
advertisement utility, price perception and advertisement  utility as well as Attitude and Price
perception.

In a study on “effects of innovation types on firm performance: an empirical study on Pakistan’s
manufacturing sector”, Hassan, et al. (2013) explored the effects of innovation types - including product,
process, marketing and organizational innovations on different aspects of firm performance in Pakistan’s
manufacturing sector. Data were collected through questionnaire from 150 respondents mainly from
production, research and development, and marketing departments of manufacturing companies. With the
help of SPSS, data were analyzed and the results revealed these innovation types positively influence
firm performance.

In a study on content marketing metrics: theoretical aspects and empirical evidence, Rancati, and Niccolo
(2015) conducted the research to study the evolution of the concept of content marketing and the main
metrics used for its measurement as well as to analyze the degree of use and effectiveness of content
marketing strategies and metrics by a sample of Italian firms. The researchers used online questionnaire in
the study. Percentages were used to analyze the data. Results showed a good use of content marketing
between Italian firms. It was concluded that content marketing had taken a leading role in the marketing
studies. It was recommended that content marketing managers should abandon the idea of the content
marketing as merely being a simple tactic to publish and share content, and they should begin to carefully
plan content marketing strategies, using human resources dedicated specially to this activity.

O’Toole (2003) in an online survey, tried to understand how online presence of banks in New Orleans
makes their customers addicted to a specific bank. The paired T-test sample analysis was adopted to
measure the relationship between content marketing and customer loyalty in New Orleans. The result of
the study shows that online presence and content developer tool has substantial effect on customer
loyalty. The study revealed that good content is the key to attracting customers to a website and retaining
their interest in achieving repeat visits.

3. METHODOLOGY

Given that this research work examined the effects of affiliate marketing strategies on customer
patronage, the researchers adopted the causal research design to weigh the effect of each of the
independent variables (product innovation, communication, content marketing, internet security and
timely delivery) on the dependent variable, customer patronage (customer loyalty). Presented with an
infinite population of online customers in Nigeria, the researchers conducted a pilot study on fifty online
customers in Nigeria to be able to use Cochran (1977) to determine the sample size. To that effect, a
sample size of two hundred and forty-six (246) customers was determined and ultimately used. A five-
point Likert scale, ranging from strongly agreed to strongly disagreed was used, and the scale had
statements that covered both independent and dependent variables. All respondents were successfully
reached using convenience sampling method and the data collected were analyzed using multiple
regression analysis, given the multiple independent variables and single dependent variable. The
reliability of the instrument used was tested using the Cronbach's Alpha.

4. DISCUSSION OF RESULTS

The results of the multiple regression analysis given in Tables 1-3 provide insights into the effects of five
predictors—Product Innovation (PI1), Communication (CO), Content Marketing (CM), Internet Security
(1S), and Timely Delivery (TD) on Customer loyalty (CL). The regression coefficients (Table 1), model
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summary (Table 2), ANOVA (Table 3) present the findings, allowing us to evaluate each of the
hypothesis formulated in this study
Table 1: Regression Coefficients

Variable Coefficient Standard Error Test statistic p-value
(Constant) 8.045 0.811 9.922 <0.001
Pl 0.133 0.052 2.541 0.012
CoO 0.104 0.045 2.337 0.020
CM 0.124 0.054 2.294 0.023
IS 0.111 0.050 2.231 0.027
TD 0.110 0.054 2.045 0.042

Dependent Variable: CL

(Source: Multiple regression analysis of field survey data).

The fitted multiple regression model from the study data using the abbreviations given above is:

CL =8.045+ 0.133P] 4+ 0.104C0 + 0.124CM + 0.111I5S + 0.110TD

The results of the hypothesis testing of the regression coefficient analysis (Table 1), each predictor’s
effect is examined individually using the regression coefficients results and the following findings were
made:

(1) On the first null hypothesis Hol that states that product innovation has no significant effect on
customer loyalty, the regression coefficient of product innovation is 0.133, with a t-value of 2.541 and a
p-value of 0.012. This p-value is below the 0.05 significance level, leading to the rejection of the null
hypothesis (Hol). This result indicates that product innovation has a statistically significant positive
effect on customer loyalty.

(2) On the second null hypothesis (Ho2) that states that communication has no significant effect of on
customer loyalty, communication has a regression coefficient of 0.104, with a t-value of 2.337 and a p-
value of 0.020. Since this p-value is less than 0.05, we reject the null hypothesis (Ho2), suggesting that
communication positively influences customer loyalty significantly.

(3) With respect to the third null hypothesis (Ho3) that states that content marketing has no significant
effect on customer loyalty, it was revealed that content marketing has a regression coefficient of 0.124,
with a t-value of 2.294 and a p-value of 0.023. The p-value is below 0.05, hence Ho3 was rejected.
Therefore, content marketing also has a significant positive effect on customer loyalty.

(4) Considering the fourth null hypothesis (Ho4) that states that internet security has no significant effect
on customer loyalty, regression coefficient of internet security is 0.111, with a t-value of 2.231 and a p-
value of 0.027. With a p-value below 0.05, we reject Ho4, indicating that internet security has a
significant positive effect on customer loyalty.

(5) On the fifth null hypothesis (Ho5) that states that timely delivery has no significant effect on
customer loyalty, timely delivery has a regression coefficient of 0.110, with a t-value of 2.045 and a p-
value of 0.042. Since the p-value is less than 0.05, we reject Ho5, showing that timely delivery has a
significant positive effect on customer loyalty.

Table 2: Model Summary

R R Square Adjusted R Square Std. Error of the Estimate Durbin-Watson

0.560 | 0.314 0.299 1.995 1.768

Predictors: (Constant), PI, CO, CM, IS, TD and dependent variable: CL

207




Ikechi & Udo-Orfji ..... Int. J. Innovative Finance and Econs Res. 14(1):202-211, 2026

The results of Table 2, model summary show that the combined predictors (Pl, CO, CM, IS, and TD)
explain approximately 31.4% of the variance in customer patronage, as indicated by the R-squared value
of 0.314. The adjusted R-squared value of 0.299, which slightly adjusts for the number of predictors,
suggests that the model moderately explains customer loyalty variability. The Durbin-Watson statistic of
1.768 is within the acceptable range (1.5 - 2.5), indicating no significant autocorrelation in the residuals.

Table 3: ANOVA

Source of variation Sum of Squares df Mean Square F p-value
Regression 436.416 5 87.283 21.937 <0.001
Residual 954.922 240 | 3.979

Total 1391.337 245

Predictors: (Constant), PI, CO, CM, IS, TD and dependent variable: CL

The ANOVA results (Table 3) demonstrate that the overall model is statistically significant with an F-
value of 21.937 and a p-value of < 0.001, indicating that at least one of the predictors has a statistically
significant effect on customer loyalty. This justifies the inclusion of the predictors in explaining variations
in customer loyalty.
Summary of Findings
1. All five predictors (product innovation, communication, content marketing, internet security,
and timely delivery) have a significant positive effect on customer loyalty.
2. The significance of each predictor underscores their role in building customer loyalty.
3. Product innovation had the highest effect on customer loyalty, followed by content
marketing. This is in consonance with the study of O’Toole (2003), which stressed the
relevance of content marketing, while promoting good content as the key to attracting
customers to a website and retaining their interests in achieving repeat visits.
4. In line with the findings of Mohamed, et al. (2020), security also has a strong effect on customer
loyalty.

RECOMMENDATIONS

Based on the findings above, the following recommendations are proposed:

1. Sustained Strategic Focus. Organizations should implement deliberate policies and sustained
efforts to ensure that none of the five key predictors experience a decline over time. These efforts
should be aligned with the product life cycle framework to maintain consistent performance.

2. Enhance Advertising and Stakeholder Relations. A combination of aggressive advertising and the
cultivation of strong positive relationships with all stakeholders is essential for building and
maintaining customer loyalty.

3. Drive Innovation and Trust through Packaging. Continuous product innovation and strategic
packaging — enhanced by visually appealing presentation (window dressing) can help to build
customer trust, instill confidence and reduce doubts about the credibility of organizations.

4. Safeguard Brand Integrity. Right application of patent rights, alongside other proactive measures
should be employed to prevent product adulteration. This will help curb the production of
counterfeit variants and protect the company’s reputation.

CONCLUSION

This study has demonstrated that affiliate marketing strategies significantly influence customer patronage.
By leveraging key elements such as product innovation, communication, content marketing, internet
security and timely delivery, businesses can enhance customer engagement and drive loyalty.
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Limitations of the Study

The predictor variables with respect to this study was not expanded beyond the variables expounded in
the conceptual framework, but the five captured variables were adequate to establish a significant effect
on customer patronage. This work was limited to affiliate marketing as predominantly practiced by
Nigerian youths.

Suggestions for Further Study

Beyond affiliate marketing strategies, further study on online marketing can be conducted to expand the
horizon of the study.  Similarly, further research can be conducted on other factors that affect customer
patronage since the R-squared value revealed a variability in customer loyalty. This simply means that
there are other explanatory variables that explain the changes in customer loyalty.
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Appendix 1

Reliability Statistics

Cronbach's Alpha | N of Items

0.816 6

The reliability coefficient using the Cronbach's Alpha is 0.816

Appendix 2
Product Innovation
SIN SA A U D SD
1 Changing features of a product increases customer loyalty
2 Repackaging old products increases customer loyalty.
3 Re-branding an existing product increases customer loyalty.
4 Enhancing the quality of an existing product increases
customer loyalty.

Communication

SIN SA A u D SD
5 Affiliate marketers communicate with their customers on a
regular basis.
6 Affiliate marketers locate their customers on any platform they
are, to ensure that they are carried along.
7 Affiliate marketers maintain customer database so as to reach
all their customers.
8 Affiliate marketers identify customers’ problems and resolve
them promptly.

Content Marketing

SIN SA A U D SD

11 Affiliate marketers have socio-media platforms where they display
their products.

12 Affiliate marketers sell their products via Facebook, WhattsApp, X,

etc.

13 Affiliate marketers conducts on-line customer satisfaction survey to
know if they are satisfied with the quality of services offered.

14 Affiliate marketers upload valuable and attractive contents online to

attract their potential customers and retain old ones.
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Internet Security

SIN SA | A U D SD
15 Affiliate marketers are not reliable.
16 It is quite easy for a customer to lose money while patronizing an
affiliate marketer.
17 Online buyers are always protected from internet fraud.
18 Through affiliate marketers, online buyers can lose their personal
data
Timely Deliver
SIN SA | A U D SD
19 Affiliate marketers make special provisions for timely
delivery of their products.
20 Affiliate marketers ensure that their customers’ contacts
are well captured.
21 Affiliate marketers ensure that customers’ products are not
switched at the point of delivery.
22 Affiliate marketers ensure timely delivery of their
products.
Customer Loyalty
SIN SA A U D SD
23 Online customers of affiliate marketers are always available and
interested in patronizing them at all times.
24 Online customers of affiliate marketers do not trust them no matter
their strategy.
25 When online customers of affiliate marketers are treated well, they
become loyal to them.
26 Online customers of affiliate marketers are always loyal to those

who satisfy their needs without complaints from them.
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