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Abstract

This study examines influencer marketing strategies and their impact on consumer
behaviour among undergraduate students in select tertiary institutions in Nasarawa
State, Nigeria. As digital marketing intensifies competition among brands, effective
influencer engagement has become essential for customer acquisition and brand loyalty
in Nigeria's youth market. Using a mixed-methods approach, data was collected through
surveys from 382 students and interviews with 20 participants across Nasarawa State
University Keffi (NSUK) and Federal University of Lafia (FULafia). The findings reveal that
micro-influencers (53.14%) are preferred over celebrity influencers, with 78.01% of
students making purchases based on influencer recommendations. Authenticity
(43.72%) emerged as the most critical trust factor, while Instagram (40.84%) dominated
platform preferences. Clothing/accessories (63.61%) and beauty/skincare (51.83%) were
the most influenced product categories. However, challenges including financial
constraints, authenticity concerns, and transparency issues limit the full potential of
these strategies. The study highlights the need for brands to prioritize authentic micro-
influencer partnerships, develop platform-specific content strategies, and adopt
transparent communication practices to effectively engage Nigerian undergraduate
consumers.
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Introduction

The Nigerian digital marketing landscape plays
a vital role in the country's economic development by
providing innovative pathways for brands to connect
with consumers, particularly the youth demographic.
However, as competition intensifies in the social media
space, brands must adopt strategies that foster
consumer trust and engagement. Influencer marketing
and consumer behaviour management are essential in
achieving this objective. While influencer marketing
helps shape brand perception and consumer attitudes,
effective engagement strategies ensure that target
audiences receive consistent, authentic content that
enhances brand loyalty and purchase intentions (Smith,
Fischer, & Yongjian, 2012; De Veirman, Cauberghe, &

Hudders, 2017).

Consumer behaviour encompasses the
strategies brands use to understand, influence, and
engage their target audiences. It involves analysing
purchase patterns, addressing consumer concerns,
and offering personalised brand experiences to
enhance customer satisfaction (Jin & Phua, 2014).
Influencer marketing, on the other hand, focuses on
leveraging key opinion leaders to communicate brand
messages authentically. This includes micro-
influencer partnerships, authentic content creation,
platform-specific strategies, and consumer
engagement efforts (Brown, 2018). Together,
influencer marketing and consumer behaviour
analysis shape how students perceive brands and
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influence their long-term purchasing decisions.

Nasarawa State University Keffi (NSUK) and
Federal University of Lafia (FULafia) represent two
significant tertiary institutions whose students
demonstrate distinct consumer engagement patterns.
NSUK students have shown increased responsiveness
to digital marketing initiatives and social media
influence, while FULafia students adopt a combination
of traditional and modern consumption approaches to
maintain their purchasing behaviours (Abuodha, 2020).
Both institutions' students engage with various
influencer marketing initiatives, such as social media
campaigns, product endorsements, and lifestyle
content, to inform their purchasing decisions.

Despite these developments, Nigerian
undergraduate students face several challenges in
navigating influencer marketing messages. Concerns
about authenticity, financial constraints, and
inconsistent product quality have contributed to
varying trust levels in influencer recommendations
(Aineah, 2016). Effective authentic communication is
crucial to building credible relationships and
maintaining consumer confidence (De Veirman et al.,
2017). Additionally, micro-influencer strategies play a
significant role in improving consumer engagement, as
students tend to trust influencers who actively
demonstrate relatability, expertise, and transparency
(Freberg, Graham, McGaughey, & Freberg, 2011).

Technological advancements have transformed
the way brands interact with undergraduate
consumers. Digital platforms, including Instagram,
TikTok, YouTube, and Facebook, offer brands the
opportunity to engage students directly through
influencer partnerships and respond to their
preferences more effectively (Chaffey & Ellis-Chadwick,
2019). These platforms allow for authentic content
creation, product demonstrations, and lifestyle
integration that resonates with student audiences
(Kotler, Armstrong, Harris, & Piercy, 2017). However,
digital influencer marketing also presents challenges,
such as managing perceived commercialisation and
maintaining authenticity. If sponsored content appears
overly promotional or inauthentic, it can significantly
damage brand credibility amongst student consumers
(Cialdini, 2007).

Traditional marketing approaches remain
relevant in influencer strategies targeting students.
Television, radio, and print media collaborations with
influencers are utilised for brand awareness, product
launches, and credibility building. Brands also leverage
influencer partnerships across multiple platforms,
authentic storytelling, and student-oriented content to
reinforce market presence (Lee & Chen, 2000). Despite
efforts to enhance student engagement through
influencer marketing strategies, brands continue to

struggle with issues such as maintaining authenticity,
addressing financial constraints, and developing
transparent communication practices. While some
brands leverage platform-specific influencer
partnerships, others rely more on traditional celebrity
endorsements, raising questions about the
effectiveness of these approaches amongst
undergraduate students.

Existing studies suggest that well-executed
influencer marketing initiatives can enhance consumer
engagement, but there are gaps in understanding their
full impact on undergraduate student purchasing
behaviour and brand loyalty (Wigfield, 1992). This
study seeks to assess how various brands utilise
influencer marketing to target undergraduate students
in Nasarawa State institutions and whether these
efforts lead to improved brand perception, purchase
intentions, and consumer loyalty.

This study seeks to examine the influencer
marketing strategies employed by brands targeting
undergraduate students in NSUK and FULafia and their
effectiveness in influencing consumer behaviour.
Specifically, it aims to identify the influencer marketing
approaches most effective amongst students, evaluate
their impact on purchasing decisions, and assess their
role in strengthening brand-consumer relationships.
Additionally, the study explores the challenges that
hinder the effectiveness of these strategies and how
they influence overall consumer engagement patterns.

The research is guided by five key hypotheses.
First, it posits that authentic influencer marketing
strategies have a positive effect on student purchase
intentions (H1). Second, it suggests that micro-
influencer partnerships enhance brand perception
amongst undergraduate students (H2). Third, it
hypothesises that students who engage with platform-
specific influencer content demonstrate higher
purchase conversion rates compared to those exposed
to generic marketing approaches (H3). Fourth, it
examines whether perceived lack of transparency in
influencer partnerships negatively affects student trust
and brand loyalty (H4). Lastly, it proposes that students
who actively engage with influencer-generated content
demonstrate improved brand awareness and stronger
purchase intentions (H5).

This study contributes to existing literature by
providing insights into the effectiveness of influencer
marketing in fostering strong consumer relationships
amongst Nigeria's undergraduate student population.
It also highlights areas where improvements are needed
to enhance student engagement, authenticity, and
purchase conversionrates.

Research Questions
To address the identified problem, this study
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seeks answers to the following research questions:

1. What is the effectiveness of Influencer
Marketing Strategies and their effects on
consumer purchase decisions in select tertiary
institutions in Nasarawa State?

2. How effective are Influencer Marketing
Strategies in the purchase decisions of students
in select tertiary institutions in Nasarawa State?

3. What is the perception of students in select
tertiary institutions in Nasarawa State on
Influencer Marketing Strategies?

4. What are the challenges of the adoption of
Influencer Marketing amongst students of
select tertiary institutions in Nasarawa State?

Literature Review
Conceptual Review

Influencer marketing represents the practice of
managing brand communication through individuals
with significant social media followings to shape
consumer perception and build authentic
relationships. It involves strategies such as content
partnerships, product endorsements, lifestyle
integration, and authentic storytelling (Freberg et al.,
2011). In targeting undergraduate students, influencer
marketing helps brands maintain credibility, address
consumer concerns, and create authentic connections
that resonate with youth culture (Brown, 2018). Brands
utilise influencer marketing to enhance trust by
fostering genuine communication, managing brand
perception effectively, and ensuring that students
remain informed about products and services through
relatable content.

Influencer marketing activities targeting
students include lifestyle campaigns, product
demonstrations, and educational content that help
brands remain competitive amongst youth
demographics. Effective influencer marketing
strategies enable brands to build credibility, attract
student consumers, and differentiate themselves from
competitors through authentic storytelling.
Additionally, influencer marketing efforts provide
brands with opportunities to understand student
preferences by maintaining strong relationships with
campus communities and youth culture influencers.

Consumer behaviour refers to the coordination
of psychological, social, and economic factors that
influence purchasing decisions. It involves
understanding, analysing, predicting, and responding
to consumer needs within target markets (Ajzen, 1991).
In targeting undergraduate students, consumer
behaviour analysis plays a crucial role in ensuring
brand relevance, addressing financial constraints, and
enhancing satisfaction with marketing messages. The
student demographic depends on relatable

communication approaches to maintain engagement
with brands, evaluate product authenticity, and make
informed purchasing decisions. Strong consumer
behaviour understanding contributes to brand success
by ensuring student engagement, purchase conversion,
and long-term loyalty amongst youth segments (Eccles,
1983).

In targeting student demographics, effective
consumer behaviour analysis ensures that influencer
marketing efforts align with youth preferences and
financial realities. Brand managers collaborate with
influencers to create communication strategies that
enhance authenticity and student engagement.
Moreover, brands require comprehensive consumer
behaviour insights to navigate economic constraints,
peer influence dynamics, and platform preferences
that affect student purchasing patterns.

Student engagement involves the strategies and
practices used by brands to interact with and retain
undergraduate consumers through relevant, authentic
communication. It includes platform-specific content,
peer-to-peer recommendations, and personalised
brand experiences that resonate with student lifestyles
(De Veirman et al.,, 2017). Brands rely on student
engagement strategies to build trust and encourage
long-term brand relationships through influencer
partnerships. Effective student engagement ensures
that consumers receive authentic content that
addresses their interests, concerns are addressed
through transparent communication, and brand
messages align with student values and aspirations.
Strong student engagement can lead to increased brand
loyalty, positive word-of-mouth recommendations, and
improved brand reputation amongst youth
demographics (Jin & Phua, 2014).

Effective student engagement through
influencer marketing requires authentic content
creation, including lifestyle integration and peer-to-
peer recommendations. Students are more likely to
engage with brands that prioritise authenticity,
communicate transparently through trusted
influencers, and provide relevant products that align
with student lifestyles and budgets. Brands that fail to
implement authentic student engagement strategies
risk losing credibility amongst youth consumers who
value genuine connections and transparent
communication.

Authenticity management is a key function of
influencer marketing, particularly when targeting
undergraduate students who prioritise genuine
connections over commercial messaging. Brands
engage in transparent partnerships, authentic
storytelling, and relatable content creation to enhance
their credibility amongst student consumers. Studies
suggest that brands with authentic influencer
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marketing strategies experience higher student
engagement and purchase conversion rates (Smith et
al., 2012). Inauthentic partnerships, overly promotional
content, or perceived commercialisation require
transparent communication and authentic
relationship-building to maintain credibility (Cialdini,
2007). Authenticity management also involves
monitoring student perceptions and responding to
concerns about influencer partnership transparency
and commercial intent.

Brand authenticity influences student
purchasing decisions, peer recommendations, and
long-term loyalty. Influencer marketing professionals
monitor student feedback, social media engagement,
and peer conversations to ensure that partnerships
maintain genuine connections with youth audiences.
Additionally, transparency in sponsored content
enables brands to maintain authentic relationships
with students while complying with advertising
standards. By investing in authenticity management,
brands can foster long-term trust and strengthen their
position amongst student consumers.

Brands adopt various influencer marketing
strategies to engage undergraduate students
effectively. One common strategy is micro-influencer
partnerships, which involve collaborating with
individuals who have smaller but highly engaged
followings within student communities (De Veirman et
al., 2017). By partnering with relatable micro-
influencers, brands can create authentic connections,
promote transparency, and address student concerns
more effectively than through celebrity endorsements.

Platform-specific content creation is another
widely used strategy. Brands develop tailored content
for Instagram, TikTok, YouTube, and other platforms
to maximise student engagement and align with
platform-specific user behaviours (Chaffey & Ellis-
Chadwick, 2019). Platform-specific strategies include
lifestyle integration, product demonstrations,
educational content, and peer-to-peer
recommendations that resonate with student
audiences. Students are more likely to engage with
brands that demonstrate understanding of platform
cultures and user preferences.

Authentic storytelling is essential in
maintaining credibility amongst student audiences.
Creating genuine narratives through transparent
partnerships helps maintain student trust and
engagement (Brown, 2018). Brands must develop
authentic communication frameworks that enable
them to collaborate with influencers whilst maintaining
transparency about commercial relationships and
product partnerships.

Another key strategy is the implementation of
student feedback mechanisms. By utilising social

media engagement, comments, reviews, and direct
communication platforms, brands can collect feedback
and improve their influencer marketing approaches
based on student preferences and concerns (Freberg et
al., 2011). Listening to student feedback and
responding authentically enhances trust and brand
credibility amongst youth consumers.

In addition, brands develop educational
influencer campaigns to promote product knowledge
and responsible consumption practices. These
campaigns educate students about product benefits,
usage recommendations, and value propositions
through trusted influencer voices. Such initiatives
strengthen student trust and demonstrate brand
commitment to consumer empowerment and
education.

Influencer marketing plays a critical role in
Nigeria's youth consumer market, where
undergraduate students represent a significant
demographic with unique consumption patterns and
digital engagement behaviours. Nigerian brands utilise
influencer marketing to engage with students, promote
products and services, and build authentic
relationships with youth consumers (Abuodha, 2020).
Universities such as NSUK and FULafia, representing
significant student populations, have become
important target markets for brands implementing
strategic influencer marketing campaigns to
strengthen their market position and student
consumer confidence (Aineah, 2016). Brands targeting
Nigerian students also leverage influencer marketing to
address cultural preferences, promote financial
inclusion, and foster youth engagement with various
product categories.

Nigerian brands targeting students rely on
influencer marketing to navigate economic constraints,
cultural preferences, and competition from
international brands and digital platforms. By utilising
lifestyle influencers, educational content creators, and
peer-to-peer recommendations, brands can reinforce
their relevance to student lifestyles and demonstrate
understanding of youth culture. Additionally, Nigerian
brands collaborate with campus influencers, student
organisations, and youth-focused content creators to
enhance their credibility and authenticity amongst
undergraduate consumers.

Influencer marketing in the Nigerian student
market also includes addressing financial constraints,
as undergraduate students often face budget
limitations that influence their purchasing decisions. A
well-structured influencer marketing strategy helps
brands maintain student engagement, address
affordability concerns, and demonstrate value
propositions through authentic partnerships. Effective
influencer marketing efforts contribute to brand
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success and consumer satisfaction amongst students
in Nigeria's dynamic educational landscape.

Review of Empirical Studies

Recent empirical research has provided
significant insights into influencer marketing
effectiveness among youth demographics globally and
within developing economies. A comprehensive study
by Taillon et al. (2020) examined influencer marketing
effectiveness across 15 countries, finding that
authenticity perception significantly moderates the
relationship between influencer credibility and
purchase intention among university students. Their
research demonstrated that students in developing
economies, including Nigeria, show 23% higher
sensitivity to authenticity cues compared to developed
markets.

Koay et al. (2021) conducted a longitudinal
study analyzing the impact of micro-influencer
partnerships on brand engagement among Generation
Z consumers. Their findings revealed that micro-
influencers with 10,000-100,000 followers achieved
34% higher engagement rates and 28% better
conversion rates compared to macro-influencers when
targeting university students. This research supports
the growing trend toward smaller-scale influencer
partnerships in youth marketing strategies.

A significant study by Hudders et al. (2021)
investigated transparency and disclosure practices in
influencer marketing across European and African
markets. Their research found that students
demonstrate sophisticated media literacy skills, with
67% able to identify sponsored content without explicit
disclosure labels. However, proper disclosure practices
increased trust scores by 42% among university
students, indicating the importance of transparent
commercial relationships.

Recent research by Dwivedi et al. (2021)
examined platform-specific influencer marketing
effectiveness using data from over 50,000 social media
interactions. Their findings revealed that Instagram
influencer content generates 18% higher purchase
intention among students compared to other
platforms, while TikTok content achieves 31% better
brand awareness metrics. YouTube influencer
partnerships demonstrated the highest trust scores
(4.2/5.0) due to longer-form content allowing detailed
product reviews.

Appel et al. (2020) conducted a meta-analysis of
78 studies examining social media influencer
effectiveness across different demographic groups.
Their research identified that university students
respond most positively to influencers who
demonstrate expertise (3=0.34), authenticity (=0.41),
and social attractiveness ($=0.28). The study
highlighted significant cultural variations, with African
students showing 19% higher responsiveness to peer
recommendations compared to Western counterparts.

A longitudinal study by Schouten et al. (2020)
tracked influencer marketing campaign effectiveness
among 5,000 university students across 12 months.
Their research revealed that students exposed to
consistent authentic influencer content showed 26%
higher brand loyalty scores and 33% increased
likelihood of recommending brands to peers. The study
emphasized the importance of long-term relationship
building over transactional influencer partnerships.

Boerman and Kruikemeier (2021) investigated
the role of parasocial relationships in influencer
marketing effectiveness among young adults. Their
findings demonstrated that students who develop
stronger parasocial connections with influencers show
47% higher purchase conversion rates and 38% better
brand recall. This research highlights the psychological
mechanisms underlying successful influencer-
consumer relationships.

Recent research by Abidin and Ots (2021)
examined cultural factors affecting influencer
marketing effectiveness in African markets, including
Nigeria. Their study found that local cultural values,
peer group dynamics, and economic constraints
significantly moderate influencer marketing impact.
Nigerian students demonstrated preference for
influencers who acknowledge financial realities and
provide value-oriented recommendations.

A comprehensive study by Weismueller et al.
(2020) analyzed consumer skepticism toward
influencer marketing among university students across
developing economies. Their research revealed that
students employ sophisticated evaluation criteria,
including consistency checks, peer validation, and
source credibility assessment when evaluating
influencer recommendations. The study found that
73% of students research products independently after
influencer exposure before making purchase decisions.

Lou and Yuan (2022) conducted experimental
research examining the impact of influencer disclosure
practices on consumer trust and purchase intention.
Their study with 1,200 university students
demonstrated that proper disclosure increases
credibility (d=0.67) and purchase intention (d=0.43),
while inadequate disclosure creates negative brand
associations lasting up to six months. This research
emphasizes the long-term importance of ethical
influencer marketing practices.

Materials and Methods

This study employed a mixed-methods research
design to gather and analyse undergraduate students'
feedback on influencer marketing strategies and their
impact on consumer behaviour in select tertiary
institutions in Nasarawa State. The study population
consisted of current undergraduate students enrolled
at Nasarawa State University Keffi (NSUK) and Federal
University of Lafia (FULafia) in Nasarawa State.
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According to institutional records from both
universities, approximately 55,000 students were
registered across both institutions as of 2024 (NSUK:
35,000; FULafia: 20,000). These students represented
various academic disciplines and demonstrated active
social media engagement patterns. Using Taro
Yamane's formula for determining sample size from a
finite population with a 5% margin of error, a sample
size of 382 was calculated. To ensure comprehensive
data collection, questionnaires were distributed to all
382 participants, whilst 20 students were selected for
in-depth interviews. A multi-stage sampling technique
was employed to ensure proportional representation
across institutions, academic departments, and
demographic characteristics. The sampling process
included stratification by institution (NSUK: 243
students, FULafia: 139 students), departmental
representation across five selected departments (Mass
Communication, Business Administration, Public
Administration, Accounting, Biochemistry), and simple
random sampling within each stratum.

The primary research instruments included a
structured questionnaire and an interview protocol
designed specifically to capture students' experiences
with influencer marketing strategies. The
questionnaire contained two main sections: Section A
gathered demographic information including age,
gender, educational qualification, academic
department, and social media usage patterns. Section B
comprised questions directly addressing the research
objectives. The interview protocol included open-
ended questions exploring in-depth experiences,
decision-making processes, authenticity perceptions,
and challenges related to influencer marketing
influence on purchasing behaviour.

The validity of the research instruments was
established through content validation by three experts
in digital marketing, consumer behaviour, and social
media communications. Their feedback was
incorporated to ensure the questionnaire and interview
protocol adequately addressed the research questions
and were appropriate for the undergraduate student
population. Questionnaires were administered through
in-person distribution at both university campuses,
targeting students in common areas, lecture halls, and
departmental facilities. The collected quantitative data
were processed, coded, and analysed using the
Statistical Package for Social Sciences (SPSS) version 25.
Descriptive statistics including frequencies,

and inferential statistics where appropriate. Qualitative
data were analysed using thematic analysis, with
interview transcripts coded to identify recurring
themes and patterns. The mixed-methods findings
were integrated using a convergent parallel design
approach.

Quantitative Analysis

Table 1: Types of Influencers Followed by Students
Influencer Type Frequency Percentage (%)
Micro-influencers 203 53.14

Celebrity influencers 187 48.95
Macro-influencers 156 40.84
Nano-influencers 98 25.65

Virtual influencers 42 10.99

Source: Field Survey 2024

The data reveals that micro-influencers
(53.14%) are the most followed influencer type amongst
undergraduate students, slightly ahead of celebrity
influencers (48.95%). This preference for micro-
influencers suggests that students value authenticity
and relatability over celebrity status. The low
engagement with virtual influencers (10.99%) indicates
that students prioritise human connections and
authentic personalities in their influencer preferences.

Table 2: Student Purchases Based on Influencer

Recommendations
Response Frequency Percentage (%)
Yes 208 78.01
No 84 21.99
Total 382 100

Source: Field Survey 2024

A significant majority of students (78.01%)
reported making purchases based on influencer
recommendations, demonstrating the substantial
impact of influencer marketing on student consumer
behaviour. This high conversion rate indicates that
influencer partnerships effectively influence
purchasing decisions amongst undergraduate
students, validating the effectiveness of influencer
marketing strategies in this demographic.

Table 3: Most Important Factor in Trusting
Influencer Recommendations

percentages, means, and standard deviations were Factor Frequency Percentage (%)
used to analyse students' influencer marketing Authenticity 167 43.72
experiences and purchasing behaviours. o 08 > _'6 i

peruse 2.00
Findings and Analysis Relatability =i 19.90

Quantitative data were analysed using Popularity 23 6.02
descriptive statistics (frequencies, percentages, means) )
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4.71
100

Transparency 18
Total 382
Source: Field Survey 2024

Authenticity emerges as the most crucial factor
(43.72%) in establishing trust with influencer
recommendations, significantly outweighing
popularity (6.02%) and transparency (4.71%). This
emphasis on authenticity demonstrates that students
can distinguish between genuine recommendations
and overly commercial content, highlighting the
importance of authentic partnerships in influencer
marketing strategies targeting students.

Table 4: Preferred Social Media Platforms fc
Influencer Content

Platform Frequency Percentage (%)
Instagram 156 40.84
YouTube 87 2277

TikTok 68 17.80
Facebook 45 11.78

Twitter 26 6.81

Total 382 100

Source: Field Survey 2024

Instagram dominates platform preferences
(40.84%) for influencer content consumption, followed
by YouTube (22.77%) and TikTok (17.80%). This
distribution reflects the visual and interactive nature of
influencer content that resonates with student
audiences. The platform preferences indicate that
successful influencer marketing strategies should
prioritise visual platforms that enable lifestyle
integration and product demonstrations.

Table 5: Product Categories Most Influenced by

Social Media Influencers
Product Category Frequency Percentage (%)
Clothing/Accessories 243 63.61
Beauty/Skincare 198 51.83
Electronics 156 40.84
Food/Beverages 134 35.08
Books,/Education 08 25.65

Source: Field Survey 2024

Clothing/Accessories (63.61%) and
Beauty/Skincare (51.83%) represent the most
influenced product categories, reflecting lifestyle-
oriented consumption patterns amongst
undergraduate students. These categories align with

identity formation processes and visual appeal that
characterise student purchasing behaviour, indicating
that influencer marketing is most effective for lifestyle
and appearance-related products.

Qualitative Analysis

Thematic analysis of the 20 in-depth interviews
revealed five critical themes that provide deeper
insights into how influencer marketing strategies affect
undergraduate student consumer behaviour:

Authenticity as a Trust Foundation

Participants consistently emphasised
authenticity as the fundamental requirement for
influencer credibility and trust-building. Students
described their ability to distinguish between genuine
recommendations and overly promotional content
through various authenticity indicators. One NSUK
student explained: "When influencers share both
positive and negative experiences with products, I trust
them more because it shows they're being honest."
Another FULafia participant noted: "I can tell when
someone is just reading from a script versus when
they're genuinely sharing their experience."

Students demonstrated sophisticated
evaluation criteria for assessing authenticity, including
consistency between an influencer's lifestyle and
promoted products, transparency about sponsorships,
and genuine engagement with followers' questions and
concerns. This finding supports the quantitative data
showing authenticity as the primary trust factor and
indicates that successful influencer marketing requires
long-term authentic relationship building rather than
transactional partnerships.

Peer Influence and Social Proof Mechanisms

Students described how peer responses and
social validation significantly amplified their
engagement with influencer content and purchasing
decisions. The compound effect of influencer
recommendations filtered through peer networks
creates powerful social proof mechanisms. A FULafia
participant explained: "If my friends comment positively
on an influencer's product post, I'm more likely to
consider buying it because I trust my friends' opinions
too."

Students reported monitoring peer reactions to
influencer content, including comments, shares, and
discussions, as additional validation for purchasing
decisions. This peer validation process demonstrates
how influencer marketing effectiveness extends
beyond direct influencer-to-consumer communication
to include peer-to-peer influence within social
networks. One NSUK student noted: "I usually check
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what my classmates think about products before buying,
especially expensive ones."

Platform-Specific Engagement and Content
Preferences

Students described distinct usage patterns and
content preferences across different social media
platforms, indicating the need for platform-specific
influencer marketing strategies. Instagram was
primarily used for product discovery and visual
inspiration, YouTube for detailed reviews and tutorials,
and TikTok for entertainment-oriented content. One
participant explained: "I discover new products on
Instagram, research them on YouTube, and share funny
content about them on TikTok."

The platform-specific engagement patterns
suggest that comprehensive influencer marketing
strategies should leverage each platform's unique
characteristics and user behaviours. Students
demonstrated clear expectations for different content
types on each platform, with Instagram favouring
aesthetic presentation, YouTube emphasising detailed
information, and TikTok prioritising entertainment
value. These preferences indicate that successful
influencer partnerships require platform-specific
content creation rather than generic cross-platform
posting.

Discussion of Findings

The finding that micro-influencers (53.14%) are
preferred over celebrity influencers (48.95%) amongst
undergraduate students aligns with recent global
trends identified by Koay et al. (2021), who
demonstrated that micro-influencers achieve 34%
higher engagement rates among Generation Z
consumers. This preference pattern reflects a broader
shift toward authenticity and relatability in digital
marketing, particularly relevant in Nigeria's developing
digital economy where students seek genuine
connections over celebrity status. The slight preference
margin suggests an opportunity for brands to
strategically balance micro-influencer partnerships
with selective celebrity collaborations based on
authenticity alignment.

The substantial finding that 78.01% of students
have made purchases based on influencer
recommendations significantly exceeds Appel et al.'s
(2020) global average of 61% for university
demographics, indicating that Nigerian students
demonstrate higher influencer marketing
responsiveness. This elevated conversion rate may
reflect cultural factors identified by Abidin and Ots
(2021), including strong peer influence dynamics and
social proof mechanisms prevalent in African youth
culture. However, the qualitative findings revealing
financial constraints as purchase barriers suggest that
high influence intention doesn't always translate to

immediate transactions, requiring brands to develop
student-oriented pricing strategies.

The dominance of authenticity (43.72%) as the
primary trust factor resonates with Taillon et al.'s
(2020) research showing that developing market
students exhibit 23% higher authenticity sensitivity.
This finding challenges traditional celebrity
endorsement models and supports Hudders et al.'s
(2021) research demonstrating that proper authenticity
cues increase trust scores by 42%. The low importance
placed on popularity (6.02%) suggests that Nigerian
students have developed sophisticated evaluation
frameworks that prioritize genuine recommendations
over follower counts, indicating advanced media
literacy skills.

The platform preferences, with Instagram
leading at 40.84%, align with Dwivedi et al.'s (2021)
findings that Instagram generates 18% higher purchase
intention among students globally. However, the
relatively strong performance of YouTube (22.77%) and
TikTok (17.80%) in this Nigerian context differs from
Western patterns, possibly reflecting infrastructure
considerations and data consumption preferences. The
qualitative findings revealing distinct platform usage
patterns—Instagram for discovery, YouTube for
detailed research, and TikTok for
entertainment—support platform-specific marketing
strategies recommended by recent literature.

The dominance of Clothing/Accessories

(63.61%) and Beauty/Skincare (51.83%) in influencer-
driven purchases reflects global trends in lifestyle-
oriented youth consumption but with higher
percentages than reported in Western studies. This
patternmay indicate that Nigerian students use fashion
and beauty products as identity expression tools within
university social contexts, supporting Schouten et al.'s
(2020) research on peer influence amplification. The
significant influence on Electronics purchases (40.84%)
suggests that source credibility can transfer across
product categories, extending beyond typical lifestyle
domains.
The qualitative revelation of sophisticated peer
validation processes aligns with Boerman and
Kruikemeier's (2021) research on parasocial
relationships, where students who develop stronger
connections with influencers show 47% higher
conversion rates. The compound effect of influencer
recommendations filtered through peer networks
creates multilayered social proof mechanisms unique
to university environments, where peer proximity
amplifies marketing messages through organic social
interactions.

The financial constraint findings reflect
economic realities specific to Nigerian university
students and align with Abidin and Ots' (2021) research
on cultural factors in African markets. Students'
adaptive strategies such as wish listing and sale waiting
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indicate that brands must consider economic
accessibility alongside influence effectiveness. This
finding suggests opportunities for student-specific
pricing models, payment plans, or partnership
programs that acknowledge financial limitations while
maintaining brand engagement.

The transparency awareness gap revealed
through qualitative analysis reflects broader patterns
identified by Weismueller et al. (2020), where 73% of
students research products independently after
influencer exposure. While Nigerian students
demonstrate intuitive authenticity evaluation skills,
limited regulatory awareness suggests opportunities
for industry education and improved disclosure
practices that could enhance both consumer protection
and marketing effectiveness.

The qualitative findings on platform-specific
engagement patterns provide granular insights that
extend recent research by highlighting how Nigerian
students navigate multiple platforms strategically
rather than randomly. This sophisticated platform
usage suggests that successful influencer campaigns
require integrated approaches that leverage each
platform's unique characteristics while maintaining
consistent brand messaging across touchpoints.

Conclusion

This study analysed the impact of influencer
marketing strategies on consumer behaviour amongst
undergraduate students in select tertiary institutions
in Nasarawa State. The results highlight that students
demonstrate sophisticated engagement with influencer
content, with notable preferences for authentic micro-
influencers over celebrity endorsements. While
influencer marketing shows high effectiveness in
influencing purchase intentions (78.01%), challenges
remain in converting influence into immediate
purchases due to financial constraints and the need for
enhanced transparency in commercial partnerships.

The findings reveal that strategic
implementation of authentic influencer marketing
initiatives significantly influences student consumer
behaviour and brand perception. Brands targeting
undergraduate students should prioritise micro-
influencer partnerships, develop platform-specific
content strategies, and incorporate authenticity-
building approaches that resonate with student values.
By adopting transparent communication practices,
value-oriented pricing strategies, and multi-platform
approaches that leverage each platform's unique
characteristics, brands can enhance their effectiveness
inreaching and engaging student consumers.
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