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Abstract. 

The goal of this article is to identify the specifics of 

the impact of affiliate marketing activities on the 

company's business performance in the FMCG 

sector. Based on the use of some analytical 

techniques (polling and in-depth interviews, 

economic and mathematical simulation based on 

linear regression), the following main conclusions 

have been obtained:a regression model has been 

identified that reflects the relationship between 

the company’s business performance in the FMCG 

sector and the aspects of the organization of affiliate 

marketing programs. 

Keywords: relationship marketing, economic 

and mathematical simulation, Russian 

FMCG sector. 

 

1 Introduction 
Amid global competition, companies are 

constantly searching for efficient solutions that can 

intensify marketing activities in order to obtain 

market advantages. If the company is large, there is a 

great need for intensive marketing support of 

distribution channels, and more and more firms resort 

to the concept of "affiliate marketing" in this context. 

This concept is an open, "elastic" architecture that 

easily absorbs new ideas and methods, tools for 

efficient building of partner relationships.  

It is advisable to focus on a separate market, 

which will allow to analyze key tools and mechanisms 

in more detail, identify typical problems, and suggest 

ways to solve them. For practical purposes and taking 

into account the specifics of the organization that is 

the object of practice, the Russian FMCG sector has 

been chosen as an object of research. 

 

2 Materials and methods 
The basis of the research is specially developed 

forms of recording the initial data, including 

information on affiliate marketing programs, affiliate 

marketing strategies in the format of joint 

participation of affiliates in implementation. Source 

information was collected through polling and in-depth 

interviews. 

Theoretical base of the research is concepts 

and models, mainly of foreign authors, including the 

concept of partnership marketing [1-3], customer 

transaction orientations [4], and Supply Chain 

Management [5]. 

An empirical study was conducted in order to 

clarify the impact of affiliate marketing programs on 

the efficiency of FMCG enterprises. 

The author developed a survey questionnaire 

to conduct the research, questions of which revealed 

aspects and problems of affiliate marketing, and a list 

of questions for in-depth interviews was drawn up. 

Since the empirical studies earlier consistently 

upheld the idea of a limited number of dominant types 

of affiliate marketing programs [6-12], the sample was 

formed as follows: 

- 4 "typical" FMCG segments were selected for 

the study (applicable to Russian conditions): tobacco, 

alcohol, clothing market, food market; 

- based on the set criteria (market leaders with 

a share of at least 5% of the volume), not less than 2 

typical representatives of each market were selected: 

producers (monobrands, producers, regional 

distributors). The total number of producers involved 

in the research was 16, 4 for each market; 

- based on the analysis of affiliate marketing 

programs, 3-5 suppliers participating in the program 

of each producer were involved in the research. The 

total number of suppliers participating in the research 

was 52; 

- a total of 14 companies representing 

producers and suppliers were involved in in-depth 

interviews. 

Data were processed using regression analysis 

toolkit in the package of automated statistical 

information processing SPSS. The efficiency model 

(expressed as a regression equation) was supposed to 

be composed with inclusion of an independent variable 

for each identified case of close relationships – in other 

words, a set of independent variables was expected 

reflecting the additional intensity of the 

implementation of one or another aspect of affiliate 

marketing, which would increase the affiliates’ 

business performance. 

 

3 Results and discussion 
The authors have identified the most typical 

models of affiliate marketing programs in various 

FMCG sectors and various conditions of the 
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partnership relations functioning. General approaches  

to their design were then evaluated with an indicator 

of business performance of the enterprise – producer 

or affiliate (supplier). In the opinion of the authors, the 

universal business indicator of both a producer and 

intermediary in supply chains was the increase in 

revenue (turnover) over the period (a three-year 

period, 2014-2016, was analyzed on the basis of 

accounts or survey data). For this reason, the 

dynamics of sales revenue (gross revenue) of the 

survey participants for the period from 2014 to 2016 as 

a ratio of 2016 revenue to 2014 revenue, presented in 

the form coefficient, were taken as the basis for 

comparison (and the dependent variable for 

econometric modeling). More reliable conclusions could 

be obtained through an analysis of the average 

revenue for the period, but its calculation was a more 

laborious procedure, the receipt of the accounts of 

many enterprises whose representatives participated 

in the survey was difficult due to information 

closeness. 

It was revealed that the growth rate of gross 

revenue for three years amounted to 1.37 for all 

enterprises; 1.348 for the tobacco market, 1.46 for the 

alcohol market, 1.19 for the clothing market, and 1.49 

for the food market (Figure 1). 

 

 
Figure 1. Efficiency of the activities of enterprises depending on the territorial characteristics of the target 

market (value of coefficient k is along the x-axis, along the y-axis there are: 1) Moscow and St. Petersburg; 2) 

Million-plus cities; 3) Cities with a population of 100 thous. – 1 mln and regional centers; 4) Other cities; 5) 

Countryside 

 

The most efficiency has been demonstrated by 

enterprises focused on the markets of "average" cities, 

which is not surprising, because these settlements are 

the current drivers of growth in the FMCG market. 

For the same reason, higher growth rates of gross 

revenues were observed on average in "million-plus" 

cities. In terms of success, they were followed by 

enterprises focused on the capital with their 

sufficiently saturated market (where strong 

competition held back the potential for rapid growth). 

As for small towns and countryside, the efficiency of 

the functioning of trade and intermediary enterprises 

focused on these areas was traditionally extremely 

low: none of the enterprises focused on distribution in 

countryside among the survey participants 

demonstrated an increase in revenue over the period. 

An economic and statistical analysis was 

conducted to identify the key factors of impact of 

affiliate marketing activities on the growth of the 

company's business performance in the FMCG sector, 

which examined the existence of a regression model 

reflecting the existence of statistically reliable links 

between the company's business performance in the 

FMCG market (a dependent variable that meant gross 

revenues of the enterprise under study for three 

completed years) and aspects of the affiliate marketing 

organization. 

Checking the regression links allowed to reveal 

that the affiliate marketing efficiency is most closely 

related to certain aspects of affiliate programs’ 

implementation. 

As a result, a model (1) was identified, which 

reflected the dependence of the company's business 

performance in the FMCG sector (variable Y reflecting 

the company's revenue growth over three years) on the 

specifics of the affiliate marketing model: 
𝑌 = −0,057 + 0,162𝑎1 + 0,208𝑎2 + 0,0038𝑎3 +

0,247𝑎4 + 0,168𝑎5 + 0,466𝑎6 + 0,172𝑎7 + 0,105𝑎8                                                                                                                                   
(1) 

where: 
- a1was the inclusion of placement of POS 

materials in the affiliate program; 

- a2was the inclusion of personal sales in the 

affiliate program;  

- a3was the inclusion of incentive promotions in 

the affiliate program; 

- a4was the outsourcing of BTL activities to the 

full competence of the affiliate; 

- a5was the outsourcing of field marketing 

research to the full competence of the affiliate; 

- a6was the formation of affiliate programs 

based on the logistics approach and taking it into 

account; 

- a7was the implementation of affiliate 

programs with a dedicated management system 

(preferably, a project structure with the participation 

of affiliates); 

- a8 was the positive stimulation of innovative 

activity of affiliates. 

Indicators of statistical reliability of the model: 

R = 0.94, R2 = 0.884. The Durbin-Watson statistic was 

1.81. 

The economic interpretation of factors before 

independent variables can be given in the following 

way: as additional costs for the implementation of 

certain activities and areas of affiliate marketing, 
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which lead to a greater gain in revenue determined by 

an independent coefficient. Thereby, the expected 

additional growth in the company's revenue is 5.7% 

over the period, subject to intensification in the 

following areas of affiliate marketing: 

- mandatory inclusion of incentive promotions 

in the affiliate program; 

- mandatory inclusion of personal sales in the 

affiliate program;  

- mandatory inclusion of placement of POS 

materials in the affiliate program; 

- outsourcing of BTL activities to the full 

competence of the affiliate; 

- outsourcing of field marketing research to the 

full competence of the affiliate; 

- formation of affiliate programs based on the 

logistics approach and taking it into account; 

- implementation of affiliate programs with a 

dedicated management system (preferably, a project 

structure with the participation of affiliates); 

- stimulation of innovative activity of affiliates. 

It seems that this model fully confirms (and 

supplements) the previously proposed research 

hypothesis, which is recalled as follows: 

1. Intensive implementation of affiliate 

programs, subject to choosing the proper combination 

of their elements, tools, methods of organization and 

management, allows to improve the company's 

business performance in the FMCG market. 

2. The most important factors in the affiliate 

program performance are the following: 

comprehensive marketing support for intermediaries 

based on information exchange within the distribution 

network; combination of marketing and logistics 

approaches in the design of supply chains; active 

management and knowledge sharing within the chain; 

formation of flexible organizational structures; 

intensive involvement of affiliates in program 

management and stimulation of their innovative 

initiatives. 

Affiliate programs with an active focus on 

these areas will likely have the greatest effect on the 

business of the FMCG company. 

This model is rather reliable (R = 0.94) and 

describes 88.4% of the sample. 

 

4 Conclusion 
The conducted research allows to determine 

the areas of affiliate program optimization, defining 

the most significant partnership aspects from the 

standpoint of business performance of participants. 

This research reveals only certain aspects of 

the impact of affiliate marketing on the enterprise 

performance in the FMCG sector. 

The research base can also be extended 

through the increase in the sample size, which will 

allow obtaining more reliable economic models 

reflecting the relationship between the affiliate 

marketing organization and the company's 

performance in the FMCG sector, through the 

inclusion of more FMCG markets, including market of 

drugs, drogerie, etc. It is possible to conduct separate 

regional studies on the affiliate marketing efficiency. 

The study of additional factors in the design of affiliate 

marketing programs and models of interaction in the 

market seem promising as well.  
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