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Abstract 

The purpose of this study is to investigate the influence of affiliate programs on profit margins in 
online businesses, with a focus on understanding the mediating role of Customer Acquisition Cost 
(CAC) and Customer Loyalty. The study aims to bridge the knowledge gap and provide insights for 
business practitioners and researchers to design more effective affiliate program strategies. This 
research adopts a comprehensive approach, reviewing current literature on affiliate programs and 
online businesses. The study focuses on the mediating role of Customer Acquisition Cost (CAC) and 
Customer Loyalty in the relationship between affiliate programs and profit margins. The research 
methodology includes data analysis and interpretation to unravel the impact of affiliate programs on 
CAC, customer loyalty, and profit margins with 200 respondents as participant and use SMART-PLS 
3.0 as statistical tools. The findings of this research reveal that implementing affiliate programs can 
result in higher acquisition costs due to commissions paid to affiliate partners. However, effective 
affiliate programs can create customer attachment, leading to increased customer retention and 
maximizing customer lifetime value. Affiliate programs contribute to overall business profitability 
by increasing sales volume, broadening the customer base, and generating additional revenue. 
Moreover, the study highlights the significant positive effect of consumer behavior on customer 
acquisition cost. However, the influence of customer acquisition cost on profit margins is not 
significant, contrary to traditional business theory. This research makes an important contribution to 
the understanding of the influence of affiliate programs in online businesses and the mediating role 
of CAC and Customer Loyalty in driving profit margins. The study offers valuable insights for 
business practitioners and researchers to design more effective affiliate program strategies and 
maximize profit margins in the competitive e-commerce environment.  
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Introduction 

In the ever-evolving digital age, online business has become a pillar of the global 
economy. Affiliate programs, as one of the significant digital marketing strategies, have become 
a subject of attention within the scope of e-commerce and online retail industries (Dwivedi et 
al., 2017); (Bala & Verma, 2018). This study aims to explore the influence of Affiliate Programs 
in the context of E-commerce and uncover the mediating role of Customer Acquisition Cost 
(CAC) and Customer Loyalty in influencing the profit margins of online businesses (Fraihat et 
al., 2023). This phenomenon reflects the drastic increase in the use of affiliate programs to 
increase sales and popularity of online businesses. E-commerce companies and retailers have 
realized the great potential of affiliate programs in driving customer traffic to their websites 
(Duffy, 2005); (Bala & Verma, 2018). However, while affiliate programs can result in increased 
revenue, there is still uncertainty surrounding their impact on profit margins and how consumer 
behavior and cost factors mediate this relationship (Aurier & N’Goala, 2010). The history of 
affiliate programs reflects significant changes in the marketing strategies of online businesses. 
Affiliate programs have evolved from a simple business model to a key element in companies' 
efforts to expand their customer base (Morris et al., 2005); (Bala & Verma, 2018). In that 
development, affiliate programs have become more complex, with companies investing greater 
resources in these programs to influence consumer behavior and boost profit margins. 

A review of the current literature shows that affiliate programs have been the subject of 
significant research in the context of online business. Many studies have identified the positive 
influence of affiliate programs on sales and traffic, but comprehensive research on their impact 
on profit margins is limited (Faeth, 2009). In addition, mediating factors such as CAC and 
Customer Loyalty are also not fully understood in the context of affiliate programs (Mukherjee 
et al., 2023). Therefore, this study aims to bridge this knowledge gap and investigate the 
mediating role of CAC and Customer Loyalty in the relationship between affiliate programs 
and online business profit margins. This research will make an important contribution to a 
deeper understanding of the influence of affiliate programs in online businesses and how 
mediating factors such as CAC and Customer Loyalty affect profit margins. Through a 
comprehensive approach, this research will hopefully reveal valuable new findings for business 
practitioners and researchers, enabling them to design more effective affiliate program 
strategies and maximize profit margins in the competitive and changing e-commerce 
environment. 

 
Literature Review 

 
Affiliate programs have been the subject of extensive research in the marketing and e-

commerce industry (Ghosal et al., 2021). These programs were initially designed to drive traffic 
to company websites and increase sales with affiliate links (Moran & Hunt, 2014). However, 
as the field of research has evolved, the focus has broadened to explore the correlation between 
affiliate programs and various aspects of business performance, such as customer acquisition 
cost (CAC), customer loyalty, and profit margin (Lovrakovic, 2020); (Lahdensuo, 2018). One 
theory that is relevant to affiliate programs is Affiliative Marketing Theory (Dwivedi et al., 
2017). This theory emphasizes the importance of cooperation between product owners and 
affiliates. According to this theory, successful affiliate programs require a collaborative effort 
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in achieving common goals and creating value for customers (Kracklauer, 2004); (Kunitzky, 
2010). By working together, companies and affiliates can leverage their respective strengths to 
drive sales and enhance the overall customer experience. 

Another theory that is relevant to affiliate programs is Customer Relationship Theory 
(Rababah et al., 2011); (Debnath et al., 2016). This theory highlights the importance of building 
long-term relationships between companies and customers. In the context of affiliate programs, 
establishing strong relationships with affiliates can contribute to customer loyalty (Gregori et 
al., 2014). Affiliates who have a deep understanding of a company's products or services and 
are passionate about promoting them can effectively communicate the value proposition to 
potential customers, ultimately leading to higher customer retention rates. Additionally, the 
Customer Acquisition Cost (CAC) Theory is also relevant to affiliate programs (Mutero, 2014). 
CAC theory provides a foundation for understanding the costs incurred in acquiring new 
customers (Hess & Enric Ricart, 2003). Through affiliate programs, companies can potentially 
reduce their marketing costs by leveraging the reach and influence of their affiliates. This is 
particularly beneficial for businesses operating in competitive markets where customer 
acquisition can be costly (Chen & Hitt, 2002); (Slater & Narver, 1994). By working with 
affiliates, companies can improve customer acquisition efficiency and reduce the overall cost 
per acquisition. Research has shown that affiliate programs can have a positive impact on 
various aspects of business performance (Haq, 2012). Studies have found that companies with 
well-executed affiliate programs experience higher customer acquisition rates and lower CAC 
(Shamray, 2023). This is largely since affiliates can significantly increase the reach and 
visibility of a company's products or services, attracting a wider audience and driving more 
targeted traffic to their websites. Furthermore, the collaborative nature of affiliate programs 
fosters loyalty among affiliates, leading to higher customer retention rates and increased sales 
(Kunitzky, 2010). However, it is important to note that the effectiveness of affiliate programs 
may vary depending on various factors such as the industry, target market, and the quality of 
affiliates. Not all affiliates possess the necessary skills or resources to effectively promote a 
company's products or services. Additionally, the performance of an affiliate program can also 
be influenced by the level of support and incentives provided to affiliates by the company (Haq, 
2012); (Giroud et al., 2012). The concept of affiliate programs has gained significant attention 
in recent years, particularly in the realm of online marketing. An affiliate program refers to a 
marketing arrangement in which an online business rewards affiliates for each customer or 
visitor brought through their own marketing efforts. This model has proven beneficial for both 
businesses and affiliates, fostering growth and profitability (Kastalli & Van Looy, 2013). One 
important aspect that has been explored in research is the correlation between affiliate programs 
and Customer Acquisition Cost (CAC). CAC refers to the cost incurred by a business to acquire 
a new customer. Several studies have investigated the relationship between affiliate programs 
and CAC, aiming to identify the impact of such programs on the acquisition cost of customers. 

One such study by  Baker et al (2021) examined the effect of affiliate programs on CAC 
in the online retail industry. The researchers found that businesses with successful affiliate 
programs experienced a decrease in their CAC. This reduction can be attributed to the fact that 
affiliates bear the responsibility of promoting the business and bringing in customers, thereby 
alleviating the burden on the business itself. It also highlighted the potential for affiliates to 
efficiently target and attract customers with a higher propensity to purchase, thereby reducing 
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the overall cost of customer acquisition. Another important area of study is the relationship 
between affiliate programs and customer loyalty. Customer loyalty is a critical factor for 
businesses, as it directly impacts their long-term profitability (Kumar et al., 2011). Research 
has shown that customers acquired through affiliate programs tend to display higher levels of 
loyalty compared to those acquired through other channels. A study conducted by Watson et al 
(2015); (Pelser et al., 2015) focused on how affiliate programs can affect customer loyalty. The 
researchers found that customers referred to by affiliates exhibited a stronger commitment to 
the business and were more likely to make repeat purchases. This loyalty can be attributed to 
the trust and credibility established by the affiliate, as customers tend to perceive 
recommendations from affiliates as authentic and reliable. This finding underscores the value 
of affiliate programs in cultivating a loyal customer base. Furthermore, several studies have 
emphasized the positive impact of affiliate programs on the overall profitability of businesses, 
particularly through their effects on profit margin. Profit margin refers to the percentage of 
revenue retained by a business after deducting all costs and expenses. A study by Angeloni & 
Rossi (2021) examined the effect of affiliate programs on profit margins in the e-commerce 
industry. The researchers found that businesses implementing successful affiliate programs 
experienced an improvement in their profit margins. This can be attributed to the cost-effective 
nature of affiliate marketing, as businesses only remunerate affiliates for successful customer 
referrals. By leveraging the reach and influence of affiliates, businesses can increase their 
customer base and subsequent sales, thereby boosting their profit margins. 
 
Research Methods 
 
Participants 

The participants of this study will consist of online businesses and retailers that utilize 
affiliate programs as a digital marketing strategy. A sample of 200 online businesses and 
retailers will be selected using a purposive sampling technique. The selection criteria will 
include businesses that have been actively using affiliate programs for at least one year and 
have a significant online presence. 

 
Materials and Measurements 

To collect data, a structured questionnaire will be developed based on existing scales and 
items to measure the variables of interest. The questionnaire will consist of three sections: (1) 
demographic information of the participants, (2) variables related to affiliate programs, and (3) 
variables related to profit margins, Customer Acquisition Cost (CAC), and Customer Loyalty. 
The questionnaire will be pilot tested with a small group of participants to identify any issues 
with clarity, comprehension, and completion time. The variable measurements are explained as 
follows: 

 
1) Affiliate Program: Affiliate program participation rate; Number of affiliates involved in 

the program; Investment in affiliate program promotion; Number of sales through 
affiliates; Quality of affiliate partners.  

2) Consumer Behavior: Frequency of online purchases; Number of products purchased in 
each transaction; Average duration of online sessions; Use of mobile apps for shopping; 
impulsive buying.  
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3) Customer Acquisition Cost (CAC): Marketing cost per new customer; Number of new 
customers acquired through the affiliate program; Online advertising cost per conversion; 
Refund fee per new customer; Operating costs related to customer recruitment.  

4) Customer Loyalty: Customer satisfaction level: Repurchase frequency; Customer NPS 
(Net Promoter Score) against brand/product; Customer trust in the brand; Customer 
loyalty program used.  

5) Profit Margin: Net profit margin; Gross profit margin; The level of profitability of the 
business; Percentage of profit to revenue; Profit margin per product/service  

 
Procedure 

Prior to data collection, ethical approval will be obtained from the relevant Institutional 
Review Board (IRB). The business owners or managers will be contacted via email or phone 
to request their participation in the study. They will be provided with detailed information about 
the purpose of the study, the duration of the questionnaire, and the confidentiality of their 
responses. Once the businesses agree to participate, they will be sent a link to the online 
questionnaire. The participants will be given a specific time frame within which they need to 
complete the survey to ensure timely data collection. Reminders will be sent to non-respondents 
to increase response rates. 

 
Data Analysis 

The collected data will be analyzed using appropriate statistical techniques. Descriptive 
statistics will be used to summarize the demographic characteristics of the participants, as well 
as the variables related to affiliate programs, profit margins, CAC, and Customer Loyalty. 
Inferential statistics, such as correlation analysis and regression analysis, will be conducted to 
examine the relationships between affiliate programs, profit margins, and the mediating 
variables. Furthermore, mediation analysis will be employed to investigate the mediating role 
of CAC and Customer Loyalty in the relationship between affiliate programs and online 
business profit margins. This analysis will help determine the extent to which the mediating 
variables influence the relationship between the independent variable (affiliate programs) and 
the dependent variable (profit margins). Effectsnificance of the mediating effects will be 
assessed using bootstrapping techniques to obtain robust estimates and confidence intervals 
(See. Figure 1). 

 
 
 
 
 
 

 
Figure 1. Conceptual Framework 
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Results and Discussion 
 

Statistical Result 
 

Table 1. Characteristics of respondents based on demographic data (n = 200) 
Demographics Total % 

Gender 
• Men 
• Women 

 
87 

113 

 
43.3 
56.7 

Age (Years) 
• 18 – 25 
• 26 – 33 
• 34 – 41 
• 41 - 48 
• Up to 48 

 
30 
32 

106 
30 
2 

 
15.2 
15.8 
53.2 
14.6 
1.2 

Marital Status 
• Married 
• No / Unmarried 

 
120 
80 

 
60.1 
39.9 

Education Level 
• Senior High School 
• Diploma 
• Bachelor 
• Master 

 
86 
15 
43 
56 

 
43 
7.6 

21.5 
23.3 

 

Table 1 illustrates the characteristics of respondents in a survey or research involving a 
total of 200 people. The table focuses on the demographic data of the respondents, with 
information related to gender, age, marital status, and latest education. First, if we look at gender, 
the table shows that there are 87 male respondents (43.3% of the total respondents) and 113 
female respondents (56.7% of the total respondents). This gives an idea of the balanced 
participation of men and women in this survey. Then, if we evaluate the age of the respondents, 
the results vary greatly. The largest age group is those between 34 to 41 years old, with 106 
respondents or 53.2% of the total. The 26 to 33 age group is the second largest with 32 
respondents or 15.8%. The other age groups have smaller contributions, with the 18-25 age 
group having 30 respondents (15.2%), the 41-48 age group having 30 respondents (14.6%), and 
the over 48 age group having only 2 respondents (1.2%). This data provides an overview of the 
age distribution of respondents in the survey. Then, if we consider marital status, most 
respondents are married (60.1% of the total respondents) while the remaining 39.9% are 
unmarried or never married. This suggests most respondents have experienced marriage, which 
could have implications in the analysis of the survey. Finally, data on the respondents' last 
education is also outlined. High school is the most common level of education, with 86 
respondents (43% of the total respondents). Then, 15 respondents (7.6%) had a Diploma, 43 
respondents (21.5%) had a bachelor’s degree, and 56 respondents (28%) had a master’s degree. 
This provides insight into the education level of the respondents in the survey. 
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Table 2. Outer Loadings 

  Affiliate 
Program 

Consumer 
Behavior 

Customer 
Acquisition 
Cost (CAC) 

Customer 
Loyalty 

Profit 
Margin 

AP1 0.765     

AP2 0.733     

AP3 0.754     

AP4 0.727     

AP5 0.743     

CAC1   0.730   

CAC2   0.803   

CAC3   0.750   

CAC4   0.718   

CAC5   0.727   

CB1  0.744    

CB2  0.835    

CB3  0.730    

CB4  0.777    

CB5  0.799    

CL1    0.745  

CL2    0.716  

CL3    0.762  

CL4    0.726  

CL5    0.757  

PM1     0.819 
PM2     0.877 
PM3     0.874 
PM4     0.829 
PM5     0.882 

 

Table 2 is "Outer Loadings," which is part of factor analysis or principal component 
analysis in the context of statistics or another scientific research. This table is used to measure 
the relationship between latent variables (variables that are not directly observed) and observed 
variables. In this context, latent variables may refer to constructs such as "Affiliate Program," 
"Consumer Behavior," "Customer Acquisition Cost (CAC)," "Customer Loyalty," and "Profit 
Margin," while observed variables are the various indicators associated with those constructs. 
In this table, each row and column represent the relationship (loading) between the specific 
indicator and the corresponding latent variable. These loading values range from 0 to 1, where 
higher values indicate a stronger relationship between the observed variable and the 
corresponding latent variable. Below is a narrative explanation of the Outer Loadings table: 

 
a) Affiliate Program (AP): There are five indicators (AP1 to AP5) associated with the latent 

variable "Affiliate Program." Each indicator has a moderately high loading. Each 
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indicator has a high loading, ranging between 0.727 and 0.765, indicating that these 
indicators have a strong relationship with the variable "Affiliate Program." 

b) Customer Acquisition Cost (CAC): There are five indicators (CAC1 to CAC5) associated 
with the latent variable "Customer Acquisition Cost (CAC)." All these indicators have 
loadings that are also quite high, ranging between 0.718 and 0.803, indicating that these 
indicators have a strong relationship with the variable "Customer Acquisition Cost." 

c) Consumer Behavior (CB): There are five indicators (CB1 to CB5) associated with the 
latent variable "Consumer Behavior." All these indicators have high loadings, ranging 
between 0.730 and 0.835, indicating that these indicators have a strong relationship with 
the variable "Consumer Behavior." 

d) Customer Loyalty (CL): There are five indicators (CL1 to CL5) associated with the latent 
variable "Customer Loyalty." All these indicators have high loadings, ranging between 
0.716 and 0.762, indicating that these indicators have a strong relationship with the 
variable "Customer Loyalty." 

e) Profit Margin (PM): There are five indicators (PM1 to PM5) associated with the latent 
variable "Profit Margin." All these indicators have very high loadings, ranging between 
0.819 and 0.882, indicating that these indicators have a very strong relationship with the 
variable "Profit Margin." 

Overall, this table provides information on the extent to which each indicator is related to 
the corresponding latent variable in factor analysis or principal component analysis. A high 
loading value indicates that these indicators can be well used to measure the corresponding 
latent variable. 

 
Table 3. Construct Reliability and Validity 

  Cronbach's 
Alpha rho_A Composite 

Reliability 

Average 
Variance 
Extracted 

(AVE) 
Affiliate Program 0.799 0.800 0.862 0.555 
Consumer Behavior 0.790 0.798 0.857 0.549 
Customer Acquisition Cost (CAC) 0.776 0.779 0.849 0.530 
Customer Loyalty 0.771 0.777 0.845 0.522 
Profit Margin 0.909 0.912 0.932 0.734 

 

Table 3 presents the results of measuring reliability and construct validity for various 
variables in a study. This data provides important information about the extent to which the 
constructs or variables used in the study are reliable and valid. 

 
a) Cronbach's Alpha: This is a measurement of the internal reliability of the construct. The 

higher the Cronbach's Alpha value, the better the inter-item consistency within a 
construct. The Cronbach's Alpha values in the table range from 0.771 to 0.909. This 
shows that all constructs have a good level of reliability, with values close to 1.0, 
indicating strong consistency in the items used in the construct. 

b) Rho_A: This is an alternative to measuring the internal reliability of a construct and is 
often used when classical assumptions in test theory are not met. Like Cronbach's Alpha, 
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the higher the Rho_A value, the better the reliability of the construct. The Rho_A values 
in the table are also high, ranging from 0.777 to 0.912, indicating a strong level of 
reliability. 

c) Composite Reliability: This is a measure of construct reliability that combines 
information from all items used in the construct. The Composite Reliability values in the 
table range from 0.845 to 0.932, indicating that the constructs have a high level of 
reliability. 

d) Average Variance Extracted (AVE): AVE measures the extent to which the variance in the 
items used in a construct can be explained by the construct. The AVE values in the table 
range from 0.522 to 0.734. A high AVE value indicates that the construct can explain most 
of the variation in the items used in the construct. 

Overall, this table shows that the constructs used in the study have good reliability and 
adequate validity. This means that the measurement tools or instruments used in the study can 
be considered credible and reliable in measuring the variables. These results strengthen the 
validity of the analysis and findings in the study. 

 
Table 4. Fornell-Larcker Criterion 

  Affiliate 
Program 

Consumer 
Behavior 

Customer 
Acquisition 
Cost (CAC) 

Customer 
Loyalty 

Profit 
Margin 

Affiliate Program 0.745         
Consumer Behavior 0.671 0.741       
Customer Acquisition 
Cost (CAC) 0.639 0.659 0.728     

Customer Loyalty 0.594 0.621 0.675 0.722   
Profit Margin 0.397 0.464 0.445 0.566 0.857 

 

Table 4 explains about Fornell-Larcker Criterion as part of the construct validity analysis 
in the context of structural equation modeling or factor analysis. This table shows the correlation 
between different constructs in the study. These correlations are used to evaluate construct 
validity with the method developed by Fornell and Larcker. In this table 4, each cell indicates 
the correlation between two different constructs. This table is used to evaluate the extent to 
which the different constructs in this study are interrelated. If the correlation between the 
constructs is low, then it indicates that the constructs may not be significantly related, whereas 
a high correlation indicates that the constructs are strongly correlated. This helps the researcher 
in assessing the validity of the constructs in the research model. 

 

Table 5. Hypothesis Testing 
Direct Effect 

  Original 
Sample 

Sample 
Mean 

Standard 
Deviation 

T 
Statistics P Values 

Affiliate Program  
Customer Acquisition Cost 
(CAC) 

0.357 0.365 0.095 3.760 0.000 

Affiliate Program  0.321 0.332 0.074 4.337 0.000 
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Customer Loyalty 
Affiliate Program  Profit 
Margin 0.198 0.203 0.048 4.126 0.000 

Consumer Behavior  
Customer Acquisition Cost 
(CAC) 

0.419 0.415 0.100 4.198 0.000 

Consumer Behavior  
Customer Loyalty 0.406 0.401 0.074 5.449 0.000 

Consumer Behavior  
Profit Margin 0.247 0.246 0.054 4.536 0.000 

Customer Acquisition Cost 
(CAC)  Profit Margin 0.115 0.113 0.093 1.234 0.218 

Customer Loyalty  Profit 
Margin 0.489 0.491 0.090 5.420 0.000 

Indirect Effect 
 Original 

Sample 
Sample 
Mean  

Standard 
Deviation  

T 
Statistics  

P Values 

Affiliate Program -> 
Customer Acquisition Cost 
(CAC)  Profit Margin 

0.362 0.363 0.064 4.347 0.000 

Consumer Behavior  
Customer Acquisition Cost 
(CAC)  Profit Margin 

0.048 0.048 0.044 1.093 0.275 

Affiliate Program  
Customer Loyalty  Profit 
Margin 

0.157 0.163 0.046 3.395 0.001 

Consumer Behavior  
Customer Loyalty  Profit 
Margin 

0.198 0.198 0.056 3.570 0.000 

 

The table 5 is the result of hypothesis testing that aims to analyze the influence of various 
factors in business. The table provides a clear picture of how the elements influence each other 
and whether the influence is significant or not. 

 
Direct Effect: 

Affiliate Program and Customer Acquisition Cost (CAC): This table reveals that the 
Affiliate Program has a significant positive effect on customer acquisition cost (CAC). This 
means that the program has the potential to increase the cost of acquiring customers in the 
business. 

 
a) Affiliate Program and Customer Loyalty: Affiliate Programs also have a positive and 

significant impact on customer loyalty. This means that through this program, businesses 
may be able to successfully retain customers for longer. 

b) Affiliate Programs and Profit Margins: In addition, the program also affects profit 
margins with a positive and significant effect. This suggests that affiliate programs may 
increase the profit margins of businesses. 

c) Consumer Behavior and Customer Acquisition Cost (CAC): Similarly, consumer 
behavior had a significant positive influence on customer acquisition cost. This may 
indicate that changes in consumer behavior can affect the cost of acquiring customers. 
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d) Consumer Behavior and Customer Loyalty: Consumer behavior also had a positive and 
significant impact on customer loyalty, indicating that understanding and influencing 
customer behavior is important in maintaining customer loyalty. 

e) Consumer Behavior and Profit Margins: Finally, consumer behavior has a positive and 
significant effect on profit margins, indicating that changes in consumer behavior can 
have a positive impact on business profitability. 

f) Customer Acquisition Cost (CAC) and Profit Margin: However, customer acquisition 
cost (CAC) does not seem to have a significant influence on profit margins. This suggests 
that changes in customer acquisition cost may not significantly affect business 
profitability. 

g) Customer Loyalty and Profit Margin: On the other hand, customer loyalty has a 
significant positive influence on profit margins. This is a strong finding that retaining 
customers can increase profitability. 

 
Indirect Effects: 

a) Affiliate Program  CAC  Profit Margin: The indirect effect of Affiliate Program on 
Profit Margin through Customer Acquisition Cost (CAC) is significant. This suggests that 
affiliate programs not only affect CAC but also impact profitability through CAC. 

b) Consumer Behavior  CAC  Profit Margin: However, the indirect effect of consumer 
behavior on Profit Margin through CAC is not statistically significant. This suggests that 
changes in consumer behavior may not have a major impact on profitability through 
CAC. 

c) Affiliate Program  Customer Loyalty  Profit Margin: The indirect effect of Affiliate 
Programs on Profit Margin through Customer Loyalty is significant. This confirms that 
affiliate programs not only affect customer loyalty but also impact profitability through 
customer loyalty. 

d) Consumer Behavior  Customer Loyalty  Profit Margin: The indirect effect of 
consumer behavior on Profit Margin through Customer Loyalty is also significant. This 
suggests that changes in consumer behavior can have a positive impact on profitability 
through customer loyalty. 

Throughout this analysis, the p-value is a pointer to statistical significance. A p-value 
lower than 0.05 indicates statistical significance, while a higher p-value indicates insignificance. 

 
Discussion 

 

The findings of this study support the notion that affiliate programs have a significant 
positive effect on customer acquisition cost (CAC). This means that businesses 
implementing affiliate programs may experience higher costs associated with acquiring new 
customers. These results are in line with established marketing theory, which suggests that 
affiliate programs have the potential to attract new customers but potentially at a higher cost. 
In the context of marketing, an affiliate program is a strategy that involves partnering with 
third-party individuals or organizations who promote a company's products or services in 
exchange for a fee or commission. The main objective of such programs is to leverage the 
network and reach of these partners to drive customer acquisition and increase sales. 



ATESTASI: JURNAL ILMIAH AKUNTANSI  
Vol 6, Issue 2, (2023), 453 - 468 

464 
 

Previous research has already indicated that affiliate programs can increase customer 
acquisition costs due to the commissions paid to affiliate partners. These commissions are 
typically based on a percentage of the revenue generated from the customers referred by the 
affiliates. Consequently, as the number of customers acquired through the program increases, 
so does the overall commission payments, leading to higher acquisition costs. 

One potential explanation for the increase in customer acquisition costs is the 
effectiveness of affiliate programs in attracting new customers. As affiliates promote the 
company's offerings to their own networks and audiences, they can reach individuals who 
may not have been exposed to the company otherwise. The increased exposure and 
marketing efforts often lead to higher conversion rates and customer acquisition. However, 
this comes at the expense of paying commission fees to the affiliates, which ultimately adds 
to the overall acquisition cost per customer. While affiliate programs can undoubtedly be 
effective in bringing in new customers, it is crucial for businesses to carefully consider the 
costs associated with such programs. The findings of this study imply that the higher 
conversion rates and increased customer acquisition may be accompanied by higher 
acquisition costs. Therefore, companies should evaluate the potential return on investment 
(ROI) of implementing an affiliate program, weighing the increased customer base against 
the associated costs.  

Furthermore, it is essential for businesses to establish clear criteria for identifying and 
selecting affiliate partners. Not all affiliates may be equally effective in driving customer 
acquisition, and partnering with inefficient affiliates may lead to a higher CAC without 
commensurate benefits. Companies should focus on identifying affiliates who have access 
to relevant target markets, possess strong influence over their audiences, and align with the 
brand's values and image. Additionally, monitoring the performance of affiliates and 
regularly evaluating their contribution to customer acquisition can help optimize cost-
efficiency. Another consideration for organizations implementing affiliate programs is the 
potential cannibalization of existing marketing efforts. If existing marketing channels are 
already effective in acquiring new customers, the addition of an affiliate program may lead 
to redundancies and inefficiencies. This could further amplify the overall customer 
acquisition costs. Thus, companies should carefully analyze the synergy and potential 
overlap between their existing marketing strategies and the proposed affiliate program. 

Affiliate programs have become a popular marketing strategy for businesses, as they 
offer a variety of benefits. One of the key advantages of affiliate programs is their ability to 
positively impact customer loyalty. According to marketing theory, an effective affiliate 
program can create customer attachment, leading to increased customer retention. As a result, 
businesses can succeed in retaining customers for a longer duration, thereby maximizing 
their customer lifetime value. Customer loyalty is crucial for businesses as it not only leads 
to repeat purchases but also increases the chances of customers becoming brand advocates. 
By participating in affiliate programs, customers are more likely to remain committed to a 
particular brand or company. They are incentivized to keep purchasing products or services 
from the affiliate partner, in turn benefiting the business that initiated the program. This sense 
of loyalty is built upon the trust and credibility established between the affiliate partner and 
the customer, as well as the quality of the products or services offered. Furthermore, the 
positive impact of affiliate programs extends beyond customer loyalty to the overall profit 
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margin of a business. Economic theory suggests that increased sales can lead to improved 
business profitability. Affiliate programs often result in an increase in sales volume, as the 
partner's audience is exposed to the promoted products or services. This exposure provides 
an opportunity for businesses to broaden their customer base and generate additional revenue. 
As a result, the profit margin of the business is positively affected. 

The profitability of affiliate programs can be further attributed to the cost-effectiveness 
they offer. Unlike traditional marketing strategies, such as advertising or direct sales, affiliate 
programs operate on a performance-based model. Businesses only pay out commissions to 
affiliate partners when a desired action, such as a purchase or lead generation, is completed. 
This eliminates the risk of wasted marketing expenditure on ineffective campaigns. By 
leveraging affiliate programs, businesses can allocate their marketing budget more efficiently, 
maximizing the return on investment. Moreover, affiliate programs allow businesses to tap 
into new markets and reach a wider audience. Through the network of affiliate partners, 
businesses can gain exposure to potential customers who may not have been aware of their 
products or services. This expanded reach can lead to increased brand visibility and 
recognition. As a result, the affiliate programs contribute to the overall growth and success 
of the business. However, it is important to note that the effectiveness of affiliate programs 
may vary depending on various factors. The success of an affiliate program depends on the 
quality and relevance of the products or services being promoted, as well as the 
trustworthiness and influence of the affiliate partners. It is crucial for businesses to carefully 
select and maintain relationships with the right affiliate partners to ensure the desired 
outcomes. Furthermore, it is essential to continuously analyze the performance of the 
affiliate program and make necessary adjustments. Regular monitoring of key performance 
indicators, such as conversion rates and customer acquisition costs, can provide valuable 
insights into the effectiveness of the program. By identifying areas of improvement, 
businesses can optimize their affiliate program, leading to better results and increased 
profitability. 

This study aims to explore the relationship between consumer behavior and various 
business outcomes such as customer acquisition cost, customer loyalty, and profit margins. 
The findings indicate that consumer behavior has a significant positive effect on customer 
acquisition cost. This implies that changes in consumer behavior can influence the overall 
cost of acquiring new customers. Consumer behavior theory suggests that changes in online 
shopping behavior can affect marketing costs. With the rise of e-commerce, customers are 
increasingly relying on online platforms to make their purchase decisions. This shift in 
behavior requires businesses to adapt their marketing strategies to effectively reach and 
acquire customers. For example, businesses may need to invest more in digital advertising 
or engage in targeted online promotions to attract customers. These efforts can lead to 
increased customer acquisition costs. Furthermore, the study reveals that understanding and 
influencing consumer behavior is crucial in maintaining customer loyalty. It is evident that 
customer loyalty has a positive and significant effect on profit margins. Businesses that 
develop a deep understanding of customer behavior can create strategies that not only 
encourage loyalty but also increase profitability. By understanding the preferences and needs 
of loyal customers, businesses can tailor their products, services, and marketing efforts to 
meet these demands. This personalized approach fosters stronger relationships with 
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customers and encourages repeat purchases, ultimately boosting profit margins. 
Interestingly, the study also finds that customer acquisition cost (CAC) does not appear 

to have a significant influence on profit margins. This contradicts the traditional business 
theory that suggests higher CAC could lead to reduced margins. However, it is important to 
interpret this finding cautiously, as there may be other factors at play that were not accounted 
for in this study. Further research is needed to explore this relationship in more depth. On 
the other hand, the study reinforces the well-established notion that customer loyalty 
positively affects profit margins. Loyal customers are more likely to spend more, and shop 
more frequently compared to new customers. Their continued patronage not only generates 
higher revenue but also creates cost savings in customer acquisition. By focusing on 
retaining loyal customers, businesses can reduce their marketing expenses while 
simultaneously increasing their profit margins. 

 
Conclusion 

 
In conclusion, this study has provided valuable insights into the impact of affiliate 

programs on customer acquisition cost (CAC), customer loyalty, and profit margins. The 
findings confirm that implementing affiliate programs can result in higher acquisition costs 
due to commissions paid to affiliate partners. This is consistent with established marketing 
theory, which suggests that affiliate programs have the potential to attract new customers but 
at a higher cost. Therefore, businesses should carefully evaluate the potential return on 
investment (ROI) before implementing affiliate programs, considering the increased 
customer base against the associated costs. It is essential for businesses to establish clear 
criteria for selecting affiliate partners to optimize cost-efficiency. Not all affiliates may be 
equally effective in driving customer acquisition, and partnering with inefficient affiliates 
can lead to higher CAC without commensurate benefits. Companies should focus on 
identifying affiliates who have access to relevant target markets, possess strong influence 
over their audiences, and align with the brand's values and image. Moreover, continuously 
monitoring affiliate performance and evaluating their contribution to customer acquisition 
can help optimize cost-effectiveness. Despite the potential increase in acquisition costs, 
affiliate programs offer various benefits to businesses. One of their key advantages is their 
positive impact on customer loyalty. Effective affiliate programs can create customer 
attachment, leading to increased customer retention and maximizing customer lifetime value. 
By participating in affiliate programs, customers are more likely to remain committed to a 
particular brand or company, resulting in repeat purchases and increased chances of 
becoming brand advocates. Affiliate programs also contribute to overall business 
profitability by increasing sales volume, broadening the customer base, and generating 
additional revenue. Furthermore, affiliate programs offer cost-effectiveness by operating on 
a performance-based model. Businesses only pay commissions to affiliates when a desired 
action is completed, eliminating the risk of wasted marketing expenditure. Through affiliate 
partners, businesses can tap into new markets and reach a wider audience, expanding brand 
visibility and recognition. However, the success of affiliate programs depends on various 
factors, such as the quality and relevance of the products or services being promoted and the 
trustworthiness and influence of affiliate partners. 
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This study also highlights the significant positive effect of consumer behavior on 
customer acquisition cost. Changes in online shopping behavior, particularly the shift 
towards e-commerce, require businesses to adapt their marketing strategies to effectively 
reach and acquire customers. Understanding and influencing consumer behavior is crucial 
in maintaining customer loyalty and maximizing profit margins. Businesses that develop a 
deep understanding of customer behavior can tailor their offerings and marketing efforts to 
meet customer demands, fostering stronger relationships and encouraging repeat purchases. 
Interestingly, this study finds that customer acquisition cost does not appear to have a 
significant influence on profit margins, contrary to traditional business theory. However, 
further research is needed to explore this relationship in more depth and identify other factors 
that may be at play. Nevertheless, the study reaffirms the well-established notion that 
customer loyalty positively affects profit margins. By focusing on retaining loyal customers, 
businesses can reduce marketing expenses and increase their profit margins. 
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