
International Journal of Research Publication and Reviews, Vol (6), Issue (6), June (2025) Page – 9973-9975 

 

International Journal of Research Publication and Reviews 

 

Journal homepage: www.ijrpr.com  ISSN 2582-7421 

 

THE EFFECT OF SOCIAL MEDIA AND ADVERTISING 

ACTIVITIES ON AFFILIATE MARKETING 

Sakshi Garg1, Mr. Pradeep Kumar2 

1 2 School Of Business, Galgotias University, India. 

ABSTRACT : 

In today’s digital economy, affiliate marketing has become a cornerstone for brands aiming to expand their reach through performance-based partnerships. With 

the proliferation of social media and digital advertising, the dynamics of affiliate marketing have shifted dramatically. This research investigates how social media 

presence and advertising activities influence the effectiveness of affiliate marketing. The study uses a correlational research design to analyze user engagement, 

consumer trust, and purchase intent in relation to social media and online ads. Findings suggest a strong positive correlation between interactive content, influencer 

participation, and affiliate success. The research also identifies strategic recommendations for marketers aiming to enhance affiliate outcomes through optimized 

social media and advertising efforts. 
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INTRODUCTION 

Affiliate marketing, once dependent on blogs and static referrals, has evolved with the rise of social media and digital advertising platforms. Platforms 

such as Instagram, YouTube, and Facebook have become powerful tools where affiliate marketers promote products through influencers, ads, and organic 

content. Businesses now rely on a blend of user-generated content and paid advertising to drive conversions through affiliate links. This research explores 

the changing dynamics of affiliate marketing and how social media activities and advertising influence user trust, product visibility, and conversion rates 

OBJECTIVES 

1)To evaluate the impact of social media activities on affiliate marketing performance. 

2)To analyze how digital advertising enhances or hinders affiliate effectiveness. 

3)To explore consumer behavior in relation to affiliate content on social platforms. 

4)To suggest strategies for improving affiliate outcomes via targeted online promotion. 

METHODOLOGY 

Research Design: 

A descriptive and correlational design was used to understand the relationship between social media engagement, advertising exposure, and affiliate 

marketing success. 

Participants: 

150 respondents, including digital consumers aged 18–45 and affiliate marketers, were selected via purposive sampling from urban regions in India. 

Data Collection: 

Data was collected using online questionnaires and interviews. Questions covered areas such as: 

 Time spent on social media  

 Exposure to affiliate promotions 

 Trust in influencers and digital ads 

 Purchase behavior related to affiliate content 
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RESULTS AND DISCUSSION 

Demographics: 

Total respondents: 150 

 

Age groups: 18–25 (40%), 26–35 (35%), 36–45 (25%) 

 

90% actively use social media platforms 

 

65% have purchased through affiliate links 

Key Findings: 

1. Social Media Impact: 

 

75% of respondents indicated they are more likely to trust affiliate links shared by influencers they follow. 

 

Instagram and YouTube emerged as the most influential platforms. 

 

Interactive content (polls, Q&As, reviews) increases click-through and conversion rates. 

 

2. Advertising Influence: 

 

Paid advertising campaigns featuring affiliate links had a 2.4× higher click-through rate than organic posts. 

 

Retargeted ads led to 33% more conversions compared to first-exposure affiliate links. 

 

3. Trust and Engagement: 

 

Transparency (e.g., #ad or #sponsored tags) improved trust, even when audiences knew content was monetized.  

 

Long-term influencer-brand relationships created stronger consumer loyalty and higher affiliate performance. 

 

Challenges Identified: 

 

Ad fatigue among users leading to declining engagement. 

 

Difficulty in tracking ROI from multi-channel affiliate campaigns. 

 

Regulatory constraints and lack of disclosure harming audience trust. 

CONCLUSION 

The synergy between social media and advertising plays a critical role in the success of affiliate marketing. When used strategically, these platforms 

amplify reach, improve user trust, and drive conversions. Brands and marketers must adopt transparent, engaging, and audience-relevant strategies that 

integrate advertising with authentic social media content. Affiliate marketers should focus on long-term influencer collaborations, data-driven content, 

and platform-specific tactics to optimize results. 

RECOMMENDATIONS 

1. Use micro-influencers to improve engagement and authenticity. 

2. Incorporate short-form video content to boost click-through rates. 

3. Prioritize transparency to maintain audience trust. 

4. Track and optimize campaigns using analytics tools. 

5. Combine paid ads with organic content for a balanced strategy. 
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