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Introduction 

dvertising is a powerful promotional tool 

of marketing communication used to 

persuade an audience to purchase a 

product, service, or idea. According to Stanton 

(2010) advertising is a means to inform, attract, 

and convince valued customers, about a 

company’s total offers. Marketers depend on 

advertising to improve business and the purchase 

of brands. Advertising is very important for sellers 

especially for companies that engage in large-

scale production, as they depend largely on it for 

pushing the sale of their products (Debashish, 

Himangshu, Mitu & Suhan, 2021). Prior to this time, 

advertisers and marketers used the traditional 

media of mass communication to reach their 

audiences, and to wage advertising war in trade 

competitions (Otugo, Uzuegbunam & Obikeze, 

2015). However, the rapidly changing business 

environment occasioned by the information 

communication technology driven global village 

which the world has become due to the advent of  
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Youths are not 

just active users 

of social media, 

but tend to 
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what they see on 

it. The high rate 
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models thereby 
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the internet, has brought 

about oth er channels 

through which 

advertisers can reach 

their target audiences 

faster than ever. Studies 

have indicated that the 

traditional mass media 

audiences are 

increasingly and to a 

great extent turning 

toward the internet 

driven new media for 

information and 

gratification of certain 

communication needs 

(Rudloff & Fray, 2010; 

James & Levin, 2015). This 

has indicated a flight from 

the more conventional 

mainstream media 

especially among young 

people to alternative 

media platforms driven 

by the new (social) media 

(Otugo, Uzuegbunam & 

Obikeze, 2015).  

Social media has 

therefore become an 

indispensable part of life 

in the modern-day era, 

especially among young 

people who have 

enthusiastically adopted 

this new online ICT 

media influencers and the attitude of 

youths towards Instagram fashion 

products advertisements in Lagos state, 

Nigeria. The study adopted the survey 

research approach in administering 383 

copies of a structured and validated 

questionnaire to youths in University of 

Lagos, Caleb University and Lagos state 

University. Data gathered were analyzed 

through descriptive statistical tools of 

frequency, percentages distribution and 

mean, while hypotheses were tested using 

linear regression. Findings revealed a 

significant influence of fashion product 

advertisement (F (2, 267) = 69.741, R2 = .342, 

p<.05) on the attitude of youths towards 

fashion, and a significant influence of 

fashion advertisements on Instagram (F(2, 

268) =176.919, P<0.05) on youths’ purchase 

intention of fashion products, with fashion 

product advertisements accounting for 

51.6% (Adj.R2 =0.516) of the variation in the 

purchase intention of youths in the study. 

It was therefore concluded that youths in 

the study demonstrated a high level 

knowledge and a positive disposition 

towards fashion products advertised on 

Instagram, which culminated to a high 

intention to patronize or purchase 

advertised fashion products. 

Keywords: Fashion product, Instagram, 

Advertising, Celebrity Influencer, Attitude, 

knowledge, purchase intention. 
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platform. As a result, it has impacted almost every aspect of young 

people’s daily life over the past two decades (Sydney, 2013). Social media 

are a compilation of online platforms and communication channels that 

is used by people to share diverse information. It facilitates 

communication and interactions between different individuals and 

groups of people across the world (Manyam, Swarnalatha, & Padma, 

2018). Some examples of social media include popular online platforms 

such as Facebook, Twitter, Instagram, Snapchat, Whatsapp, and 

YouTube. In addition, it also includes blogging sites, emails, online chat 

rooms and forums. According to the new digital report of 2020 by 

Statista, more than four billion people are using these platforms via the 

internet, and the highest penetration rate of social media platforms is 

among the age-range of 18-24, which are mostly college students 

(Statista, 2020). Social media has become more accessible because of the 

ubiquity and affordable nature of Smartphones and other smart devices. 

Also, mobile data plans that are sometimes almost unlimited allow 

people to access the internet at any time. The world’s top five social 

media platforms, according to The Digital Report (2018), are Facebook 

(2.061 billion users), YouTube (1.5B), WhatsApp (1.3B), WeChat (963M) 

and QQ (850M). In Nigeria, the most used platforms are Facebook, 

YouTube, Twitter, Instagram, and WhatsApp (Statista, 2020). 

The use of social media as a medium of advertising has therefore gained 

much acceptance because unlike other media of advertising, it creates 

an atmosphere for social interaction in which consumers can interact 

with brands, exchange ideas with other users, and create contents that 

affects the target audience (Boyd & Ellison, 2019). Social media has 

created a platform for its users to express their opinions and to exchange 

information, which has made this medium an ideal tool for advertisers to 

build relationships with target consumers (Hair, Clark, & Shapiro, 2010). 

The use of social networking tools to promote the products and services 

of a company and to share high valued content with the company’s 

customers and prospective ones is steadily emerging as a multi-billion 

dollar market segment (Ahmad & Mohammed, 2016). This is because, 

social media transforms consumers into marketers and advertisers, who 

in turn can create positive or negative attitude about the product, 
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service, or idea offered by a company. One business segment that has 

been positively disposed to the social media revolution in recent years is 

the fashion industry (Sydney 2013). 

The fashion industry is a multibillion-dollar global enterprise devoted to 

the business of making and selling apparels and other accessories. 

Globally, fashion business is worth over 1.3 trillion dollars and employs 

more than 300 million people (Boston Consulting Group, 2020) and 

represents a significant economic force and a substantial driver of global 

Gross Domestic Product (Business of Fashion & McKinsey, 2019). Sydney 

(2013) sees fashion as the style or styles of clothing and accessories worn 

at any given time by groups of people. Park (2017) observed that fashion 

plays several roles in human lives, such as a means of expressing feelings, 

moods, acts, or actions to be or already embarked on. It also could serve 

as a source of self-identity, this means dressing in a way one would like 

to be addressed or perceived in some light, lending credence to the 

popular saying- “the way you dress is the way you will be addressed”. 

Although humans have always found ways to make known their identity 

or express themselves depending on the situation either through what 

they wear, or how they wear them, the means of self-expression have 

become broader and easily visible especially in the twenty-first century, 

through various channels of self-expression made available in the media 

world, the latest being social media via the internet (Sydney 2013). This 

has led to individuals adorning apparels and diverse bodily decorations 

as forms of non-verbal communication to indicate occupation, rank, 

gender, locality, class, wealth, and group affiliation and all these are 

flaunted freely on the internet via social media platforms. 

Fashion does not only embrace clothing but also hairstyles, body art, 

shoes, bags, jewelry, and beauty products, all these constitute today`s 

fashion trends (Brun & Karaosman, 2020). Fashion in all its forms 

happens to be the best form of iconography which is to express 

individual identity (Kim, 2019). This industry operates in a highly 

competitive market dominated by the presence of global brands. The 

fashion industry today has the opportunity to serve both young and old 

generations at the same time; this factor translates into the need to 

diversify both business strategies and marketing approaches in line with 
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current trends to satisfy the needs of retired consumers and millennial 

ones. This has led to a kind of segmentation of the fashion market, 

although with a higher concentration on the emerging trends, with the 

youths as target consumers (Gazzola, Pavione, Pezzetti, & Grechi, 2020). 

Sydney (2013) attests that like the fashion-revolving wheel, the media of 

advertising in recent years, have witnessed tremendous changes from 

traditional advertising forms of using conventional media to the use of 

social media for advertisements. Advertising in the last decade has gone 

online with the adoption of social media. For young fashion enthusiasts, 

Instagram has become a veritable platform for exposure, providing them 

with a variety of choices. Much like fashion, Instagram is an outlet for 

self-expression, albeit in cyberspace. The desire for self-expression has 

therefore led the youth to dominate Instagram and advertisers of 

fashion products realizing that cyberspace hosts a large number of the 

younger generation have decided to meet them there. The result is a 

symbiosis of emergent fashion trends with modern advertising 

techniques and messages being pushed into social media, especially 

Instagram, with youths as the target (Tamara, 2014). This has seen many 

current fashion brands utilize the platform as the first point of contact 

with their customers to inform and initiate a dialogue on products with 

them (Meslat, 2018). This dialogue is usually routed through celebrity 

social media influencers who adorn some of the fashion products on 

offer with the aim of attracting the attention of their followers. Celebrity 

social media influencers are a great online advertising tool in the fashion 

world that have continued to generate interest from a large segment of 

youths due to the high number of followership they command 

particularly on Instagram. They usually include TV stars, musicians, 

comedians, and actors; it is claimed that approximately 80% of online 

marketers had their online businesses potentially boosted because 

celebrity social media influencers shaped the followers’ attitude, 

opinions, actions, and purchase decisions (Sima & Yi, 2019). 

Ahmad (2015) asserted that the power and influence of fashion product 

advertising on Instagram are undeniable. Designers and brands who 

realize the true worth of the platform are the ones who have massive fan 

base and patronage; these fans eventually turn to long-term clients and 
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customers since they tend to develop a positive attitude or disposition 

towards the idea mirrored by the advertisement and this, in turn, will 

influence their purchase intentions. Audiences’ attitude toward 

advertising is a widely discussed theory that presumes that a positive 

attitude toward advertising form a positive attitude toward brands 

which results in favourable purchase intention and consumption of the 

brand and if the attitude is negative it results in a non-favourable 

purchase intention (Debashish, et al 2021). Over the years, there have 

been new trends in fashion and dressing styles especially among youths 

who many a time emulate what they see celebrity social media 

influencers depict on behalf of the fashion houses they advertise on 

Instagram. These new dressing styles and trends include the wearing of 

skinny trousers, low neck-line dresses, crop tops, miniskirts/gowns, 

sleeveless, tight/fitted dresses, and provocative or see-through outfits 

that expose the inner parts of the body such as bare breast, tummy, or 

the waistline for the females. Dressing to expose the sacred part of the 

body has become a modern dressing style especially among youths, and 

this has been attributed to culture, foreign influence, institutions, peer 

pressure, advertising, and social media (Mohammed & Marnuma, 2018).  

Youths tend to imitate the dressing styles of their favourite celebrity 

influencers on Instagram even when styles advertised are frowned upon 

by adults in the society. Their quest to imitate sometimes lead to 

purchase wears that are regarded as misfits especially when a popular or 

favorite celebrity is used as model (Chukwudi & Gbakorun, 2011). The 

problem with this development is that the general society sometimes 

views some of those fashion styles as indecent, thereby causing them to 

see those wearing such outfits as irresponsible or lacking of sound moral 

values. Ibrahim, Ghazali and Zakaria (2011) noted that the display of 

fashion designers’ products via Instagram by celebrity influencers often 

inspires and influences changes in the attitude and dress pattern of 

youths, who want to be in vogue with their dressing styles, as they strive 

to look sexy or classy through the use of provocative wears in their bid 

to emulate celebrity fashion models and by so doing end up being seen 

as irresponsible youths. This practice cuts across youths of both genders; 

while female youths adorn garments that expose sensitive body parts 
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like low necklines showing cleavages, skinny jeans trousers that are 

below the waistline, skimpy tops and see-through skirts and gowns 

among others, their male counterparts wear t-shirts with jeans pants 

hanging below the waistline (sagging) due to the short crotch of trousers 

and fastened tightly at the middle of the two bottom lobes revealing 

their boxers. Sometimes they could also have what is known as carrot 

trousers (pencil cuts) which take the same form as that of the ladies (very 

tight from waist to their ankles). Ibrahim (2020) asserted that the idea 

that fashion is significant in the bid to cover the nakedness of mankind 

has fast eroded, such that the reverse is now the case. Some female 

youths in some instances have intentionally harassed on-lookers, 

especially males with the skimpy apparels they adorn, while many see 

such as a nauseating problem that has led to several sexual harassments 

(Omede, 2011) in the society. 

Therefore, considering the huge popularity of Instagram among youths, 

the catalog of fashion styles advertised through the platform by celebrity 

influencers, and the potential influence it could assert on youths, this 

study examined celebrity social media influencers and the attitude of 

youths towards Instagram fashion products advertisements in Lagos 

state, Nigeria. 

 

Research Questions 

1. What level of knowledge do youths in Lagos state have about 

celebrity fashion product advertising on Instagram? 

2. What is the attitude of youths in Lagos state towards celebrity 

fashion product advertising on Instagram? 

3. What level of intention do youths in Lagos state have to purchase 

fashion products advertised on Instagram? 

 

Hypotheses 

The following null hypotheses were tested in the study at a 0.05% level 

of significance: 

H01: Instagram fashion products advertisements will not significantly 

influence youths’ knowledge of fashion 
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H02: Instagram fashion products advertisements will not significantly 

influence youths’ attitudes towards fashion 

H03: Instagram advertisements will not significantly influence youths’ 

purchase intentions of fashion products 

 

LITERATURE REVIEW 

Fashion advertisement on Instagram 

Advertising is a way of communicating to encourage an audience to 

make purchase decisions about a product or service while conveying 

information about the product to them (Haider & Shadman, 2017). It is 

considered a vital and essential element for the economic growth of 

marketers and businesses. It is usually a paid form of exposure or 

promotion by some sponsor that reaches through various media such as 

television, newspaper, radio, magazine, email, outdoor advertising, or 

new media such as blogs, websites, social media, and text messages 

(Adnan & Ahmed 2016). Advertising is part of the promotional mix; it is 

an important component of corporate marketing strategy and plays a 

key role in the communication process among an organization and its 

end users. The core objective of advertising is to influence the consumers 

and to achieve the preferred responses (Chouhoud, 2013). Sindhya (2013) 

noted that this form of communication is intended to persuade an 

audience (viewers, readers, or listeners) to purchase or take some action 

upon products, ideas, or services. It includes the name of a product or 

service and how that product or service could benefit the consumer; it 

also includes persuading a target market to purchase or to consume that 

particular brand. These brands could be tangible items such as beauty 

products, drinks, toiletries, and intangible services like banking, medical 

care, interior decoration, repair work, fashion, and designing or ideas 

such as political, economic, religious, and cultural, among others, placed 

in the media to inform, educate, and call for patronage (Nwagbara, 

2010). 

Every organization needs advertising to survive and the fashion industry 

is not left out, the industry is a competitive, reputable, and highly 

influential sector as most people will not just wear clothe, but wear the 

newest styles. Nigeria Fashion industries are now embracing advertising 
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on Instagram using celebrity social media influencers to promote their 

brands. Fashion advertising is selling one's label, it is not about selling the 

clothing or apparel alone but also about advertising the label in a way 

that will be deep-rooted in every consumer’s mind for years to come. The 

goal of fashion advertising is to connect potential customers in different 

social classes with that specific brand (Pessala, 2016). Advertising, being 

a tool not only used for business promotion but also used as a strategic 

weapon for advancing socio-economic changes and development in all 

ramifications, is also considered a vital and essential element for the 

economic growth of marketers and businesses as it provides room for 

more job opportunities. Pessala (2016) posited that fashion product 

advertising is one of the agents of socialization, and a critical strand of 

the creative industry that provides education, entertainment, 

information, communications, and now interaction with the advent of 

social media to lubricate and sustain other agents of socialization.  

For a fashion advertisement message to be effective, the packaging is 

paramount. Korgaonkar, Moschis, and Bellenger (2015) asserted that 

successful advert campaigns were based on marketing research, 

financially backed, solid media plan, and well-tailored messages that 

were perceived to be creative and unique. This implied that a basic 

consideration in the conceptualization of advertising messages is how 

acceptable the final copy will be. To the advertiser and the mass media 

saddled with the responsibility of relaying the message to the audience, 

it is not just the creation of the message with the best concepts that are 

important, but that the message is capable of selling the product/brands, 

idea, or service, and that it is acceptable to the consumer or potential 

consumer (Cook & Kover, 2017), social media and particularly Instagram 

has been used to market fashion products to prospective clients, 

especially youths in recent times. 

 

Consumer Attitude and Social Media Advertising 

Attitude towards advertising is defined as a learned predisposition to 

respond in a consistently favorable or unfavorable manner toward 

advertising in general (Boateng & Okoe, 2015). Attitude towards social 

media advertising can therefore be defined as a consumer’s like or dislike 
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for mobile advertising. Consumers’ attitudes towards advertising are key 

determinants of the efficacy of advertising; advertisers are now looking 

for ways to understand customers’ attitudes towards their companies’ 

products and services (Asiegbu, Powie & Chijindu, 2015). Albert and 

Michael (2010) observed that consumer attitudes toward social media 

advertising influence their reactions, specifically, their buying intentions, 

Agnihotri (2012) further reported that the undesirable consumer’s 

attitude might be the outcome of a lack of accountability in social media 

advertising. 

In the study of Shu-Chuan, Sara and Yoojung (2013), it was revealed that 

customizing social media advert to a consumer’s taste fast tracks the 

development of a positive attitude towards the advertisement. Chu, 

Kamal, and Kim (2013) studied young consumer’s attitudes toward social 

media advertising and their behavioral responses and it was revealed 

that brand perception influences consumer’s attitudes toward social 

media advertising. Bati (2015) studied the attitude of young consumers 

towards social media advertising, the study revealed that 66.9% of 

students felt social media tool for advertising is valuable; 50% admired at 

least one company; 54% kept an eye on at least one or more companies 

advert; 57.2% identified or liked a particular corporation or the brand; 42. 

8% demonstrated trust in social media sites and 47.5% felt that social 

media advertising is appropriate. According to Ogunyombo, Oyero, and 

Azeez (2017) advertising has been greatly impacted by social media, their 

study examined the exposure, viewership, and influence of social media 

advertising on the purchasing decision of young people using 

undergraduates in three Nigerian universities. Their findings revealed 

that social media advertising is visible in terms of high exposure but 

limited in influencing purchase decisions; this implied that they have a 

cognitive attitude towards social media advertising. To test the above 

findings, Nyekwere, Okoro and Azubuike (2018) conducted a study that 

examined the effect of social media advertising on students’ attitudes 

and their shopping habits in Nigeria, as well as examined the effect of 

social media credibility on students’ shopping habits in Nigeria. The test 

conducted showed that social media advertisement and credibility has a 
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significant effect on students’ shopping habit. That is, students had a 

general positive attitude towards social media advertising. 

In another study on consumer’s perception and usage of social media in 

the fashion industry by Antoniadis, Xanthakou and Assimakopoulos 

(2019), it was discovered that consumers prefer to use social media to 

shop as they can interact with other users than to walk to an open store, 

hence they have a positive attitude to social media. Henry and Abednego 

(2015) also noted that social media advertising is a good communication 

channel as the reviews of other customers can be seen; this will further 

boost the trust the customers have in the company. The goal of fashion 

product advertisers in attempting to know their consumer's attitudes is 

aimed at increasing sales by better satisfying customer needs 

(Nyekwere, et al 2018). According to Albert and Michael (2010), an 

understanding of consumer attitudes has very basic implications for 

advertising, for two reasons. Firstly, attitudes are based on beliefs 

consumers hold about the attributes or features of the products being 

evaluated. Secondly, attitudes are the primary causes of behaviour that 

make them very relevant to advertisers who want to understand why 

consumers buy or do not buy their products. One important principle of 

attitude formation is the importance of consistency among attitudinal 

components – that is, some parts of the attitude may be altered to be in 

line with others. In this regard, customer buying behaviour is indirectly 

influenced by directly altering any of their three attitude components.  

 

Drivers of consumer attitude towards celebrity fashion products 

advertising  

Attitude towards fashion product advertising on Instagram can be seen 

as likes or dislikes by consumers for clothes using mobile advertising 

(Boateng & Okoe, 2015), this implied that the customer likes can be-

inform of a positive response to the advertisement while their dislikes 

can be interpreted as a negative response from consumers towards the 

advert. Some factors can influence the attitude of a consumer towards 

celebrity fashion adverts placed on Instagram; these include peer 

influence, credibility, privacy, and perceived usefulness. 
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Peer influence/pressure: peer influence or pressure can be seen as a 

social phenomenon where pressure is exerted by members of a society 

and a social group that influences an individual’s behavior (Shruti, 2017). 

Peer influence is one of the forces that a consumer considers before an 

actual or potential purchase especially as regards clothing. The younger 

generations are more vulnerable to pressure because they are more 

gullible and easily influenced by their peers; youths give in to pressure 

because they want to be liked, valued, and fit into their social group. 

Social media users are impacted by content sent in by peers. According 

to Jaemin (2015), the advent of Instagram over the years continues to 

have a significant impact on advertising, as consumers rely on word-of-

mouth (reviews) in their purchase intention process.  

Credibility: credibility can be seen as the objective and subjective 

components of the believability of a source or message (Yaakop, 2013), 

it is the belief or trust consumers have towards an advertised product or 

service (Weerapat, Sirion & Howard, 2017). Credibility can also be seen as 

trustworthiness and competence in managing employees, creating 

systems, or communicating messages to consumers to achieve 

advertising goals between consumers and organizations. Credibility is an 

important factor that influences an individual towards fashion products 

on Instagram, once the customer does not trust the organization, or likes 

the celebrity, then the advertising message might not be effective. 

Weerapat et al (2017) revealed that the credibility of advert messages is 

one of the predictors of consumer attitude; the researchers further 

explained that attitude or purchasing behavioral decisions often occur 

from credible products/services. Credibility has been an important factor 

especially in advertising fashion products, it brought about a popular 

saying among Instagram and other social media users- “what I got versus 

what I ordered” which was trending on different social media platforms. 

Users complained of how they order for a particular product but 

something else was delivered, this was evident in the fashion industry, 

where designers change customer's styles differently all because it was 

ordered online. Trustworthiness/credibility is a predictor of a consumer’s 

purchase intention. 
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Privacy and intrusiveness: According to Jaemin (2015), privacy in social 

media deals with the extent of control over the flow of users personal 

information including access to transfer, store, manage and exchange of 

information shared by the users, privacy is violated when information is 

collected and used without the user’s consent, this indicates that the 

users did not have control over their information. There are so many 

potential threats to privacy such as identity theft and disclosure of 

sensitive information (Jung, 2016); the level of invasiveness perceived by 

consumers is likely to influence their attitudes towards fashion product 

advertising on Instagram. Customers can perceive an advertisement as 

being invasive when it interferes with goal-oriented behaviour. 

Perceived usefulness: This can be seen as an expectation value in which 

consumers have the privilege to access valuable information before 

others, and it must provide greater advantages such as being cheaper, 

quicker, and easier (Weerap et al, 2017). Wang (2016) defined perceived 

usefulness as the element whereby customers obtain advantages to 

fulfill their needs, customers respond better to messages that they feel 

they obtain an advantage and have an edge over others. 

 

Research Methods 

The study adopted the survey research approach. The population 

comprised 87,557 undergraduates from University of Lagos (UniLag), 

Lagos State University (LASU), and Caleb University, Lagos, South-west, 

Nigeria, a cosmopolitan city, housing nearly all of Nigeria’s fashion 

entrepreneurs and celebrities that are popular on Instagram. A sample 

size of 383 was derived, while data gathering instrument was a 

structured pre-tested questionnaire. Data gathered were analyzed 

through descriptive statistical tools of frequency, percentages 

distribution and mean, while hypotheses were tested using linear 

regression. Ethical approval for the study was obtained from Babcock 

University Health Research Ethics Committee (BUHREC). 

 

Results 

Three hundred and seventy-one (371) copies of research instrument 

were validated for analysis, resulting in 96.8% response rate. The 
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Cronbach’s alpha value from the reliability analysis of variables included 

in the study was 0.870. 

 

RQ1: What level of knowledge do youths in Lagos state have about 

celebrity fashion product advertising on Instagram? 

Table 1: Youths’ knowledge of fashion product advertised on Instagram 

Items SA 

F 

(%) 

A 

F 

(%) 

D 

F 

(%) 

SD 

F 

(%) 

x̅ SD 

I know about different celebrity fashion 

products mostly from advertising on 

Instagram 

261 

(70.3) 

72 

(19.5) 

38 

(10.2) 

- 

- 

3.54 0.94 

I see celebrity fashion products adverts 

frequently on Instagram 

112 

(30.1) 

259 

(69.8) 

7 

(1.8) 

- 

- 

3.84 0.92 

Instagram is the best social media 

platform for celebrity fashion product  

124 

(33.5) 

151 

(40.7) 

59 

(15.9) 

37 

(9.9) 

2.94 1.06 

A greater aspect of  my knowledge about 

Fashion comes from the celebrity 

fashion advertisements I am exposed to 

on Instagram 

64 

(17.4) 

142 

(38.2) 

85 

(22.9) 

80 

(21.5) 

2.15 1.37 

I’m familiar with many Nigeria fashion 

brands as a result of celebrity fashion 

adverts on Instagram 

128 

(34.5) 

213 

(57.5) 

13 

(3.5) 

17 

(4.5) 

3.40 1.26 

I can recall every advert of fashion 

product on Instagram 

42 

(11.4) 

148 

(39.8) 

127 

(34.3) 

54 

(14.5) 

2.65 1.20 

I see celebrity fashion product 

advertising on Instagram very often  

181 

(48.8) 

171 

(46.1 

19 

(5.1) 

- 

- 

3.64 1.22 

I have knowledge about celebrity 

influencers mainly from Instagram  

98 

(26.5) 

143 

(38.5) 

61 

(16.4) 

69 

(18.6) 

2.52 1.27 

Celebrity influencers are the main 

reasons I view fashion advertising on 

Instagram  

- 

- 

82 

(22.1) 

190 

(51.2) 

99 

(26.7) 

1.47 1.41 

I pay attention to every celebrity fashion 

products advertising I come across on 

Instagram  

86 

(23.2) 

119 

(32.0) 

51 

(13.7) 

115 

(30.2 

1.94 1.51 

Celebrity fashion product advertising on 

Instagram  has helped my fashion choice 

to improve 

42 

(11.3) 

148 

(39.9) 

127 

(34.3) 

54 

(14.5) 

2.15 1.20 
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Celebrity fashion product advertising on 

Instagram is very easy to come across  

128 

(34.5) 

212 

(57.2) 

31 

(8.3) 

- 

- 

3.40 1.26 

Celebrity fashion product adverts on 

Instagram are very attractive  

180 

(48.5) 

186 

(50.1) 

5 

(1.4) 

- 

- 

3.95 0.92 

Average Weighted Mean     3.66 1.21 

(Field survey, 2021) 

 

Results in table 1 above indicate that youths strongly agreed to have 

knowledge of fashion product advertising on Instagram (x̅ = 3.66, SD 

1.21). They are familiar with many Nigeria fashion brands as a result of 

fashion adverts on Instagram (x̅ = 3.40, SD 1.26), and can recall 

advertorials of fashion products on Instagram (x̅ = 2.65, SD 1.20). 

 

RQ2: What is the attitude of youths in Lagos state towards celebrity 

fashion product advertising on Instagram? 

Table 2: Youths’ attitude towards fashion product advertising on 

Instagram 

Items SA 

F 

(%) 

A 

F 

(%) 

D 

F 

(%) 

SD 

F 

(%) 

x̅ SD 

I am comfortable with celebrity 

fashion products advertising on 

Instagram  

85 

(22.9) 

219 

(59.1) 

67 

(18.0) 

- 

- 

3.77 1.06 

I feel celebrity fashion products 

advertising on Instagram improves 

my shopping productivity 

87 

(23.4) 

108 

(29.2) 

144 

(38.8) 

32 

(8.6) 

1.74 0.99 

I feel celebrity fashion products 

advertising on Instagram are 

interesting 

156 

(42.0) 

155 

(41.7) 

49 

(13.2) 

11 

(3.1) 

3.67 1.17 

I feel celebrity fashion products  

advertising on Instagram makes it 

easier to interact with other 

customers 

138 

(37.2) 

215 

(57.9) 

15 

(4.0) 

3 

(0.9) 

3.65 1.10 

Celebrity Fashion products 

advertising on Instagram are 

always boring 

- 

- 

49 

(13.2) 

220 

(59.3) 

102 

(27.5) 

1.05 1.15 

I feel celebrity influencers are role 

models to the youths 

161 

(43.3 

174 

(46.9) 

21 

(5.6) 

15 

(4.2) 

3.73 1.18 
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I like fashion product advertising 

because of the celebrity 

influencers used for the adverts 

107 

(28.8) 

202 

(54.5) 

18 

(4.8) 

44 

(11.9) 

3.57 1.12 

I am always encouraged to 

patronize Nigeria fashion products 

after viewing their adverts 

138 

(37.2) 

145 

(39.1) 

52 

(14.0) 

36 

(9.7) 

3.54 1.20 

I feel advertising celebrity fashion 

products on Instagram makes 

shopping easier and faster 

117 

(31.5) 

146 

(39.3) 

69 

(18.5 

39 

(10.5) 

3.50 1.13 

Celebrity influencers dictate 

fashion sense in the society 

102 

(27.4) 

156 

(42.0) 

82 

(22.2) 

31 

(8.4) 

3.39 1.17 

My institution determines the 

celebrity fashion products I like on 

Instagram  

8 

(2.2) 

60 

(16.2) 

145 

(39.1) 

158 

(42.5) 

1.05 1.10 

Average Weighted Mean     3.64 1.13 

(Field survey, 2021) 

 

Results in table 2 indicate that youths have positive attitude towards 

fashion advertisements on Instagram (x̅ = 3.64, SD= 1.13). They are 

comfortable viewing fashion ads on Instagram (x̅ = 3.77), find them 

interesting (x̅ = 3.67), and see celebrity social media influencers as role 

models to the youths (x̅ = 3.73).  

 

RQ3: What level of intention do youths in Lagos state have to purchase 

fashion products advertised on Instagram? 

 

Table 3: Level of undergraduates’ intention to purchase fashion 

products 

Items VHL 

F 

(%) 

HL 

F 

(%) 

LL 

F 

(%) 

VLL 

F 

(%) 

x ̅ SD 

I am encouraged to purchase an item of 

clothing due to the advertisement on Instagram 

63 

(17.0) 

188 

(50.7) 

87 

(23.5) 

33 

(8.9) 

2.83 1.14 

I am comfortable shopping from an open store 

than shopping on Instagram 

17 

(4.6) 

56 

(15.2) 

255 

(68.7) 

43 

(11.5) 

1.76 0.94 

I am interested in buying any product once it is 

advertised by my favourite celebrity  

60 

(16.2) 

157 

(42.3) 

105 

(28.3

) 

49 

(13.2) 

2.66 1.21 
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Celebrities create enough interest to hold my 

attention even if I have no desire for the 

product 

135 

(36.4) 

172 

(46.4) 

20 

(5.4) 

44 

(11.8) 

3.61 1.15 

Celebrity influencers increase the chances of 

selling the advertised fashion product 

153 

(41.2) 

179 

(48.2) 

21 

(5.7) 

18 

(4.9) 

3.64 1.27 

I buy product that suits my taste, style, and 

mood, not on any celebrity’s adverts 

141 

(38.0) 

192 

(51.8) 

38 

(10.2) 

- 

- 

3.54 1.16 

I actively seek out reviews about fashion 

products from celebrities before making any 

purchase decision 

87 

(23.4) 

113 

(30.5) 

134 

(36.1) 

37 

(10) 

3.39 1.29 

The prices of advertised fashion products 

affect my purchase intentions 

133 

(35.9) 

226 

(60.9) 

12 

(3.2) 

- 

- 

3.88 1.31 

How the fashion products are advertised 

affects my purchase intention  

106 

(28.6) 

197 

(53.1) 

49 

(13.2) 

19 

(5.1) 

3.73 1.22 

The celebrities and models used for adverts 

influence my purchase intentions   

110 

(29.6) 

228 

(61.5) 

18 

(4.9) 

15 

(4.0) 

3.83 1.26 

I recall advertising messages whenever I want 

to purchase a clothing 

153 

(41.2) 

179 

(48.3) 

22 

(5.9) 

17 

(4.6) 

3.64 1.27 

I intend to recommend the fashion product 

adverts I know on Instagram to other people 

137 

(36.9) 

113 

(30.5) 

121 

(32.6

) 

- 

- 

3.79 1.29 

Average Weighted Mean     3.54 1.19 

(Field survey, 2021) 

 

Results in table 4 revealed that youths in Lagos state have a very high 

intention to patronize fashion products advertised on Instagram (x̅ = 

3.54, 1.19). They have interest in buying any product advertised by their 

favourite celebrity (x̅ = 2.66, SD 1.21), because such celebrities and 

models used for adverts influence their purchase intentions to a very 

high level (x̅ = 3.83, SD 1.26). 

 

Hypotheses were tested at a 0.05% level of significance. 

Table 4: ANOVA & Model summary testing significant influence of 

fashion products advertising on knowledge of fashion products 

ANOVA 

 Sum of 

Squares 

Df Mean Square F Sig. 

Regression 

 

11413.807 2 5706.904 177.007 .000b 

8640.621 268 32.241   
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Residual 

 

Total 

 

20054.428 270    

R=.754 R Square= .569 Adj. R Square= .566 

Coefficients 

 Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. 

B Std. Error Beta 

(Constant) 

 

Fashion Product 

Adverts 

33.399 1.617  12.762 .000 

     

1.249 .105 .660 11.859 .000 

Dependent Variable: Knowledge of fashion products 

(Field Survey, 2021) 

 

The regression analysis results in table 4 revealed that fashion product 

advertising (F(2, 268) =177.007, R2 =.569, P<0.05) significantly influenced 

youths’ knowledge of fashion products. The coefficient table further 

explains that fashion product advertising (β=.660, P<0.05) has a 

significant influence on youths’ knowledge of fashion products. Fashion 

product advertising had a 66.0% influence on youths’ knowledge of 

fashion products. The null hypothesis was thus rejected and restated. 

 

Table 5: ANOVA & Model summary testing significant influence of 

fashion products advertising on youths’ attitude towards fashion 

products 

ANOVA 

 Sum of 

Squares 

Df Mean 

Square 

F Sig. 

Regression 

Residual 

Total 

6864.673 2 3432.337 69.741 .000b 

13189.755 267 49.216   

20054.428 269    

R=.585 R Square= .342 Adj. R Square= .337 

Coefficients 
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 Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

(Constant) 

Fashion product 

Advertisement  

58.056 2.349  24.720 .000 

     

.949 .118 .705 8.016 .000 

Dependent Variable: Attitude towards fashion products 

(Field Survey, 2021) 

The analysis results in table 5 revealed that there is a significant influence 

of fashion product advertising (F(2, 267) = 69.741, R2 = .342, P<0.05) on 

the attitude of youths in Lagos state. The result further explained that 

fashion products advertising (β= .705, P <0.05) has a strong significant 

influence on the attitude of youths and can wield up to 70.5% variation 

influence on their attitude. Consequently, the null hypothesis was 

rejected and restated. 

 

Table 6: ANOVA & Model summary testing significant influence of 
fashion adverts on youths’ purchase intentions 

ANOVA 

 Sum of 

Squares 

df Mean 

Square 

F Sig. 

Regression 

Residual 

Total 

11411.376 2 5705.688 176.919 .000 

8643.052 268 32.250   

20054.428 270    

R=.653 R Square= .569 Adj. R Square= .516 

Coefficients 

 Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 

B Std. 

Error 

Beta 

(Constant) 

 

Fashion Products 

Adverts 

33.250 2.626  12.662 .000 

     

.569 .042 .601 13.385 .000 

Dependent Variable: Purchase intention of youths 
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(Field Survey, 2021) 

 

Table 6 depicted that there is a significant influence of fashion 

advertisements (F(2, 268) =176.919, P<0.05) on youths’ purchase 

intention of fashion products. The result further states that fashion 

advertisements accounted for 51.6% (Adj.R2 =0.516) of the variation in the 

purchase intention of youths, consequent upon which the hypotheses is 

rejected and restated. 

 

Discussion of findings 

Participants in this study comprised of male (43.6%) and female (56.4%) 

youths in Lagos state who demonstrated a high level of knowledge 

about fashion product advertisements on Instagram and are familiar 

with many Nigeria fashion brands as a result. This is evidence that youths 

in Lagos state are exposed to fashion product advertising on Instagram 

and as a result know about different fashion trends which influenced 

their purchase and dressing patterns. This finding corroborates that of 

Nicholas (2016) who asserted that luxury fashion brands use social media 

to popularize fashion trends among the younger generation, thereby 

influencing their dressing patterns. In the same vein, Shiresha, Mary and 

Alapati (2018) posited that the impact of youths’ followership of fashion 

brands on social media, which they observed in their study, is seen in the 

level of influence it asserts on their dress patterns. The mere fact that 

many young people, especially the female gender adorn skimpy and 

tight-fitted apparels, which most times reveals sensitive parts of their 

bodies or the marks (tattoos) on different body parts is a reflection of 

what they see or observe from their followership of fashion celebrities 

on social media platforms (Shiresha et al., 2018). The result also affirmed 

that of Oludare, Olusola and Kunle (2017) whereby their study revealed 

that 66.9% of respondents, who were mostly undergraduates, are 

exposed to social media advertising, which enhanced their 

understanding of different items advertised, including fashion products. 

Furthermore, results in this study revealed a significant influence of 

fashion product advertisement (F (2, 267) = 69.741, R2 = .342, p<.05) on 

the attitude of youths towards fashion, and that fashion adverts (β= .705, 
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P <.05) had up to 70.5% variation of influence on youths’ attitude towards 

fashion. This finding is similar to those of Masood, Seerat, Amara, Javaria 

and Amna (2013) who in their study established that consumers recorded 

a positive attitude towards social media advertising; and that of Ucheni 

and Soney (2015) who noted a correlation between respondents’ level of 

engagement with social media adverts and their attitude towards 

products advertised. Advertising on Instagram and other social media 

channels are packaged to not only engage the audience but also to 

persuade them towards patronage of advertised products, therefore, 

the level of patronage that eventually takes place is likely to be 

determined by the attitude of consumers towards both the 

advertisements and products advertised. 

The result also depicted a significant influence of fashion advertisements 

on Instagram (F(2, 268) =176.919, P<0.05) on youths’ purchase intention 

of fashion products, and further indicated that fashion product 

advertisements accounted for 51.6% (Adj.R2 =0.516) of the variation in the 

purchase intention of youths in the study. The technological determinism 

theory which holds that technology itself can cause social change, 

through a change in communication give credence to this finding. The 

theory holds that there is a long and still active tradition of searching for 

links between the dominant communication technology of age and key 

features of society – with a common element of media centeredness and 

that everything that happens in society has been revolutionized by the 

introduction and adoption of technologies. The adoption of new 

technologies in social media has revolutionized many aspects of societal 

lives, including fashion and culture. This study found that 

undergraduates’ high intention to purchase advertised fashion products 

is driven by their high-level adoption of new media technologies and high 

exposure to advertised content targeted on Instagram. 

 

Conclusion 

The study examined influence of Instagram advertising of fashion 

products on knowledge, attitude and purchase intentions of youth in 

Lagos state and discovered that fashion advertisement on Instagram 

significantly influenced knowledge, attitude and purchase intention of 
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youths in the state. It is therefore concluded that youths in the study 

demonstrated a high level knowledge and a positive disposition towards 

fashion products advertised on Instagram, which culminated to a high 

intention to patronize or purchase advertised fashion products. 

 
Recommendation  
Since findings from this study revealed a significant influence of fashion 
advertising on the knowledge, attitude and purchase intention of 
youths, it is therefore recommended fashion entrepreneurs in Nigeria be 
intentional in the styles of apparels they depict through celebrity social 
media influencers knowing fully that whatever they advertise has the 
potential to influence someone somewhere positively or negatively. 
While they create and project latest trends in fashion and style, they 
should be mindful of the local culture and intensify efforts towards 
preserving rather than eroding it values. 
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