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ABSTRACT: In this study, the factors that shape Generation Z's perceptions of affiliate marketing are examined, with
a focus on the fast-moving consumer goods (FMCGQG) industry. As digital natives, Gen Z is heavily influenced by social
media, online content, and influencers. These individuals are crucial to affiliate marketing because they establish
credibility with brands by being genuine and open in their partnerships. This generation is very interested in personalized
recommendations and prefers content that seems to be tailored to their own preferences and lifestyles. As a result, they
are more likely to participate in affiliate marketing campaigns. When Gen Z is making purchases, social proof—such as
peer reviews and influencer endorsements—is crucial because they are more likely to believe in things that are
recommended by people they admire or who are in their immediate social networks. Additionally, this generation favors
businesses that show a genuine commitment to ethical standards and represent their beliefs, and they place a
high importance on brand ethics including sustainability, corporate responsibility, and transparency. By concentrating
on partnerships with reliable influencers, offering customized content, and making sure their values coincide with those
of this socially conscious generation, brands looking to reach Gen Z through affiliate marketing can increase their
chances of success. This will ultimately strengthen brand loyalty and yield more noteworthy marketing outcomes in the
FMCQG sector.

KEYWORDS: Brand ethics, sustainability, influencer marketing, social proof, fast-moving consumer goods (FMCG),
affiliate marketing, Generation Z, and corporate responsibility

L. INTRODUCTION

The introduction to this study emphasizes the importance of affiliate marketing in the contemporary digital landscape,
especially with regard to Generation Z, a unique consumer group born between 1997 and 2012 that is constantly using
digital platforms and heavily influenced by social media. Because they were exposed to technology at an early age, Gen
Z is more accustomed to using internet resources for information, entertainment, and shopping than previous generations.
They become a prime target for affiliate marketing campaigns as a result. This study examines affiliate marketing in
the fast-moving consumer goods (FMCGQG) sector, highlighting how Gen Z seeks guidance from online groups and
influencers when making decisions about everyday purchases. Because they value authenticity, customization, and
ethical standards in the brands they support, this group is not receptive to traditional marketing techniques. Gen Z,
for instance, wants businesses that align with their social and environmental values and expects influencers to be open
and honest about their brand partnerships. Additionally, because digital platforms are instantaneous and dynamic, Gen
Z actively seeks out evaluations and social validation, which makes social media endorsements a crucial part of their
buying habits. Brands must understand these dynamics in order to establish meaningful connections with Gen Z, whose
purchasing power is only increasing. This suggests that affiliate marketing, when customized to fit Gen Z's values and
preferences, can be a powerful tool for influencing their choices and fostering brand loyalty.

PURPOSE OF THE STUDY:

This study is to investigate the several aspects that affect Generation Z's perceptions of affiliate marketing in the FMCG
(fast-moving consumer goods) industry. It is crucial for marketers to understand Gen Z's interests and beliefs in order to
effectively connect with this quickly growing and technologically savvy customer generation. The goal of the study is
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to identify important factors that influence Gen Z's purchasing decisions through affiliate marketing, including social
proof, content customisation, influencer trust, and brand ethics. The study's analysis of these components aims to provide
insightful information that will help firms better match their marketing strategies to Gen Z's expectations, increasing
brand loyalty, engagement, and trust among this socially conscious and tech-savvy generation.

SIGNIFICANT OF THE STUDY:

This research is important because it can help improve and mold marketing strategies aimed toward Generation Z, a
cohort that has significant influence over both present and future consumer behavior, especially in the fast-moving
consumer goods (FMCG) sector. This study emphasizes crucial elements that have a big impact on Gen Z's
engagement with affiliate marketing, since they are especially sensitive to digital and social media marketing. These
elements include authenticity, personalized content, social validation, confidence in influencers, and brand ethics. By
learning more about these factors, marketers and companies can develop strategies that suit the values and preferences
of Generation Z. This will strengthen customer relationships, increase brand loyalty, and give them a competitive edge
when interacting with this tech-savvy generation. The study also highlights the need to match marketing tactics with
moral and social principles, since Gen Z is more drawn to companies that value corporate responsibility, sustainability,
and transparency. As such, this study is an essential tool for companies looking to adapt their marketing strategies in
order to successfully interact with and impact Generation Z customers.

II. REVIEW OF THE LITERATURE

Martinez and Chen (2024): a study to investigate how Generation Z's perceptions of sustainability affected their brand
evaluations in the fast-moving consumer goods (FMCG) industry. The study found that Gen Z favors companies that
actively promote sustainable practices, especially when influencers support these efforts. Based on the results, affiliate
marketing aimed at Gen Z customers can be made much more effective by incorporating messages about sustainability
and social responsibility.

Jones et al. (2023): Examine how the emphasis on authenticity among Generation Z affects how they react to affiliate
marketing in the fast-moving consumer goods (FMCG) sector. Because Gen Z consumers seek material that is seen as
genuine and real, the authors note that they are generally cautious of marketing tactics that seem unduly commercial or
dishonest. Transparent influencer-brand collaborations improve Gen Z's engagement and positively impact their
purchase decisions, according to the research.

Patel and Singh (2022): Examine how influencer marketing in the fast-moving consumer goods (FMCG) industry affects
Generation Z. They found that Gen Z prefers endorsements that show observable benefits and is attracted to influencers
who use items in real-world situations. Influencers that present a genuine and approachable image are more successful
in attracting and winning over Gen Z customers, according to the survey.

Williams and Oliver( 2021): In their analysis of Generation Z's distinguishing traits, Williams and Oliver describe them
as digital natives who use social media and online information extensively. Based on their investigation, Gen Z favors
brands that share their beliefs, such as social responsibility and sustainability. They point out that this group is especially
receptive to chapter marketing strategies that resonate with their digital gestures since they frequently use social media
to research products.

Davis et al (2021): Davis and colleagues investigate the role of personalization in Gen Z marketing strategy. They
contend that in order to capture this generation's interest, verified information is essential because accustomed
suggestions greatly increase stoner involvement. According to the writers, chapter marketing strengthens the emotional
bond between brands and customers when it is done with persuasive content. Their results show that since Gen Z
customers are receptive of firms who recognize and cater to their own tastes, substantiated chapter marketing can result
in higher conversion rates and lower client faithfulness. Sullivan and Carter( 2020): Sullivan and Carter examine how
brand ethics influence consumer perceptions, especially in Generation Z. Their research shows that this group prefers
companies that show a dedication to moral behavior, such as sustainability and corporate social responsibility. According
to the authors, in order to build trust and promote long-term loyalty, firms using chapter marketing must connect their
marketing communications with ethical principles. According to their research, Gen Z customers are more inclined to
interact with and stick with a company that they believe to be socially conscious—even in a competitive setting.
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Brown and Hayes( 2020): In chapter marketing, Brown and Hayes' work focuses on how social evidence is
conceptualized. Their research indicates that Gen Z's shopping decisions are greatly influenced by peer recommendations
and reviews. According to their theory, this generation is more inclined to believe in things that are supported by peers
or individuals they look up to since these endorsements serve as social validation. In their chapter marketing tactics, the
writers emphasize the importance of incorporating social evidence to improve consumer involvement and spur changes.
Social evidence not only fosters trust but also encourages Gen Z to form opinions about purchases more quickly, as this
investigation demonstrates.

Smith and Anderson( 2019): Smith and Anderson examine chapter marketing dynamics in their study, with a focus on
the FMCG industry. Because of the credibility that cells maintain, they contend that chapter marketing is a powerful
instrument for generating deals through digital media. According to the writers, customers are more inclined to interact
with products they trust, which increases sales and brand awareness.

III. RESEARCH METHODOLOGY

Research methodology is an approach to issue solving that is methodical. It is the science of understanding the proper
way to do research. Research technique is basically the process that researchers use to describe, explain, and forecast
events. The study of how knowledge is acquired is another definition. Its purpose is to present the research work plan.
A fundamental structure known as research design offers direction for the entire investigation. Data collection and
analysis techniques are outlined in the research design. Since the study is based on primary data, it is related to descriptive
research. In order to give a thorough picture of a particular population or phenomenon without changing any variables,
descriptive research employs a methodical approach to data collection. Its primary objective is to faithfully portray the
traits, actions, viewpoints, and connections of the subject under investigation. This approach is especially helpful in
market research and the social sciences, where it is crucial to comprehend the specifics of a population's characteristics
and their environment. References to previously gathered, examined, and disseminated data by other analysts or
organizations are made in auxiliary information. It serves as a supplement to important information and is not specific
to the current inquiry. The process of learning about a population based on a test that is derived from it is known as
sampling.As the agent of the total mass, a little portion of the cosmos is taken under this technique, and the results are
shown. "A scaled-down image or cross section of the entire collection or total utilized for the test is a measurable test."
The sample measure refers to the quantity of items to be selected from the population to make up the test; the ideal test
estimate is one that meets the requirements of effectiveness agents, unchanging quality, and adaptability. Using a simple
irregular examination process, responses are selected based on the question. Seventy-two people completed the survey.

STATISTICAL DATA :
Category Metric Data Value Source
Gen Z Digital Average daily 4-5 hours Kantar, 2023
Behavior screen time (hrs)

Percentage using Instagram for 68% Statista, 2023
product discovery
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Percentage using YouTube for 60% IAMALI, 2023
product discovery
Trust in micro 70% KPMG, 2023
influencers over celebrities
Influence of Percentage who 30% Influencer
Affiliate made FMCG Marketing Hub,
Marketing purchases through affiliate links 2022
Trust in 60% Nielsen, 2023
recommendations from
friends/influencers
FMCG  Categories via | Personal care 45% PwC India, 2023
Affiliate Links product purchases
Beverage product purchases 35% PwC India, 2023
IJIRSET©2024 | An ISO 9001:2008 Certified Journal 20665
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Snack food 25% PwC India, 2023
purchases

Growth of Annual growth rate of affiliate 25% TIAMALI, 2023

Affiliate marketing

Marketing
Gen Z's influence on affiliate- | 40% IAMALI, 2023
driven FMCG purchases
Brands’ digital 15-20% Bain & Company, 2023
marketing budget spent on affiliates

Brand Loyalty Gen Z’s repeat 50% Kantar, 2023

Metrics purchase rate after affiliate purchase
Monthly average spend on | %1,200— Nielsen India, 2023
FMCG products via %1,500
affiliate links
Percentage of 20% Nielsen India, 2023
monthly FMCG
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purchases driven by affiliates

STATISTICAL ANALYSIS:

Statistical Analysis of Gen Z Perception on Affiliate Marketing 1. Correlation Analysis

Variable Screen Time Trust in Trust in Purchase
Micro Recommendat ions Through
Influencers Affiliate

Screen Time 1.00 0.08 -0.11 0.00

Trust Micro 0.08 1.00 -0.09 0.15

Influencers

Trust -0.11 -0.09 1.00 -0.01

Recommendations

Purchase 0.00 0.15 -0.01 1.00

Affiliate

Monthly Spend Affiliate -0.01 0.12 0.10 -0.12
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Interpretation:

Screen time has little linear relationship with monthly spend or trust levels, as evidenced by its low association with
other factors. There is a modest positive correlation between monthly expenditure on affiliates and purchase through
affiliates and trust in micro-

influencers, indicating that greater trust may have a minor impact on spending and buy decisions.

2. Regression Analysis

Predictor Coefficient Std. Error t-Value p-Value
Constant 1204.99 95.27 12.65 0.000
Screen Time -0.59 9.35 -0.06 0.950
Trust Micro 1.28 1.01 1.26 0.211
Influencers

Trust 0.76 0.68 1.13 0.263
Recommendations

Predictor Coefficient Std. Error t-Value p-Value

Interpretation:

With a low R-squared of 2.7%, the model is unlikely to account for much of the variation in monthly affiliate link
spending, suggesting that other factors are probably more important. The monthly spend is not statistically influenced
by any of the factors (p values > 0.05).
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3. ANOVA Analysis:

Source Sum of df F- p-Value
Squares Value

Platform | 33360.60 1 3.70 0.057

Preferenc

e

Residual | 882956.35 98 - -

Interpretation:
An F-Value of 3.70 and a p-value of 0.057, both of which are close to the 0.05 significance threshold, indicate a slight
variation in monthly spending depending on platform preference, although this difference is not statistically significant.

IV. FINDINGS

* Trust in Influencers: Authenticity and trustworthiness are top priorities for Generation Z when it comes to affiliate
marketing. Influencers in the fast-moving consumer goods (FMCG) sector who are transparent about their brand
affiliations and show genuine passion for the items typically have a greater impact on Gen Z's purchasing decisions.

» Personalization Enhances Engagement: Gen Zers are far more interested and engaged when they receive
recommendations and information that are tailored to their personal tastes. When affiliate marketing campaigns provide
relevant and tailored experiences, they respond favorably, which raises conversion rates.

* Social Proof and Peer Influence: The way that Gen Z makes purchases is greatly influenced by social evidence, which
includes peer reviews and celebrity endorsements. They feel more trustworthy and are inspired to make purchases when
they see loved influencers or their peers endorsing things.

* Importance of Brand Ethics and Sustainability: Sustainability and corporate responsibility are two ethical behaviors
that are highly valued by Generation Z. This influences their opinions on affiliate marketing since they are more likely
to support companies who actively demonstrate their commitment to these values. Brands that prioritize ethical message
in their affiliate marketing strategies are probably going to foster more devoted Gen Z customers.

* Skepticism Toward Overly Commercialized Marketing: When it comes to marketing tactics that are too promotional

or lack authenticity, Generation Z is wary. Campaigns that seem overly commercial quickly lose their interest, and
they are drawn to information that seems authentic. Practical applications are important to this group, and they appreciate
influencers' open communication.
« Effective Use of Social Media Platforms: The primary method through which Generation Z engages with affiliate
marketing is social media platforms. In particular, platforms such as Instagram, YouTube, and TikTok that offer
visually appealing and engaging content are successful in grabbing their attention and influencing their purchasing
decisions.

V. CONCLUSION

In conclusion, YouTube influencers' relatability, genuineness, and reliability greatly affect the decisions that consumers
make about what to buy. Through captivating content, personal narratives, and product showcases, these influencers
engage viewers and position themselves as reliable information sources, thereby influencing consumer attitudes and
cultivating brand loyalty. They can show items in realistic circumstances, which helps customers see how they can be
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used, thanks to their capacity to establish close relationships with audiences. Because influencer marketing influences
both short term and long-term brand affinity, it has been shown to have a greater impact than traditional advertising.
Influencer partnerships allow brands to take advantage of this dynamic to expand their consumer engagement and market
reach in a more competitive environment.
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