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ABSTRACT

The rise of short-form video platforms has fundamentally reshaped digital marketing,
with TikTok emerging as a dominant medium for engaging younger audiences. In
Nigeria, where Generation Z represents a significant proportion of the population,
TikTok has become a powerful space for cultural expression, consumer interaction, and
brand communication. This study critically examines the effectiveness of TikTok
marketing for Gen Z consumers in Nigeria, focusing on engagement dynamics,
content strategies, and consumer response patterns. Drawing on Uses and
Gratifications Theory, Engagement Theory, and Consumer Culture Theory, the paper
analyzes how TikTok facilitates participatory marketing and influences purchasing
decisions. Using case studies from Nigerian fashion and technology brands, the study
demonstrates that TikTok’s algorithmic structure, emphasis on authenticity, and
trend-driven content significantly enhance brand visibility and engagement. However,
challenges such as content saturation and algorithm unpredictability persist. The
paper concludes with strategic recommendations for optimizing TikTok marketing
within the Nigerian digital ecosystem.

Keywords: TikTok, Gen Z, Digital Marketing, Social Media Engagement, Short-form
Video, Influencer Marketing.

1. Introduction

Digital marketing has undergone substantial transformation over the past decade, driven by
technological innovation, evolving media consumption patterns, and widespread mobile
internet adoption. Among the most influential developments is the rise of short-form video
platforms, which have fundamentally reshaped content creation, distribution, and
consumption. TikTok, in particular, has emerged as a dominant force redefining marketing
communication. Its emphasis on brevity, creativity, and algorithm-driven content distribution
allows brands to overcome traditional constraints of reach and visibility. Unlike older
platforms that depend heavily on follower networks, TikTok facilitates “interest-based
discovery,” enabling content to achieve virality based on engagement and relevance rather
than popularity alone (Kaye et al., 2021; Zulli & Zulli, 2022).

This algorithmic amplification represents a departure from conventional marketing models
focused on audience accumulation and paid promotion. TikTok’s “For You Page” (FYP)
leverages machine learning to curate personalized content streams, matching videos with user
preferences in real time. Consequently, marketers prioritize content optimization over
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follower growth, emphasizing creativity, authenticity, and cultural relevance. This aligns with
participatory culture and prosumerism, where users actively contribute to brand storytelling
(Jenkins, 2006; Abidin, 2021). Marketing on TikTok often integrates seamlessly with
entertainment, embedding promotional messages within trends, challenges, and user-
generated content to enhance engagement.

In Nigeria, TikTok’s significance is closely tied to the country’s youthful population, with a
median age of approximately 18 years (National Bureau of Statistics, 2022). This demographic
is digitally savvy, receptive to emerging technologies, and oriented toward visual content
formats. Generation Z, in particular, expects authenticity, relatability, and interactivity in
brand communication and is often skeptical of overt advertising (Francis & Hoefel, 2018;
Djafarova & Bowes, 2021). TikTok serves not only as entertainment but also as a space for
identity expression, social interaction, and product discovery. Nigerian Gen Z users
participate in trends, create content, and explore brands, reflecting social identity theory,
which posits that individuals construct identities through engagement in social groups and
cultural practices (Tajfel & Turner, 1979). Features such as hashtags, challenges, and viral
audio foster community engagement while influencing consumer preferences.

The expansion of digital infrastructure in Nigeria has further strengthened TikTok’s
relevance. Increased smartphone penetration and affordable data plans have expanded
internet adoption to diverse socio-economic groups, with subscriptions surpassing 150
million (Nigerian Communications Commission, 2023). This connectivity intensifies
competition among brands, making innovative strategies essential for capturing attention.
TikTok’s immersive, algorithm-driven model offers a competitive advantage, enabling highly
personalized and impactful engagement.

Central to TikTok’s appeal is its reliance on short-form videos, typically lasting a few seconds
to one minute, which capture attention quickly and sustain engagement through visually
compelling and emotionally resonant storytelling. Such formats are particularly effective
among younger audiences, who prefer rapid and engaging content (Smith & Short, 2022).
Music integration, editing tools, and interactive elements enhance both content quality and
user experience.

From a marketing perspective, these features facilitate strategies emphasizing storytelling,
humor, and cultural relevance over conventional advertising. Influencer collaborations,
hashtag campaigns, and user-generated challenges reflect a shift toward decentralized,
community-driven promotion, with micro-influencers and everyday users often achieving
higher engagement due to perceived authenticity (Lou & Yuan, 2019).

This study, therefore, examines the impact of TikTok marketing on Nigerian Generation Z
consumers, focusing on how short-form video strategies shape brand perception, purchase
intention, and consumer loyalty within an emerging digital economy.

2. Theoretical Framework

A theoretically grounded analysis is essential for understanding the dynamics of digital
consumer behavior, particularly within rapidly evolving platforms such as TikTok. This study
draws on three interrelated theoretical perspectives—Uses and Gratifications Theory (UGT),

EFFECTIVENESS OF TIKTOK MARKETING FOR GEN Z CONSUMERS IN NIGERIA: SHORT-FORM VIDEO 90



Sapientia Global Journal of Arts, Humanities and Development Studies (SGOJAHDS), Vol.9 No.1 March, 2026; pg. 89 —105; ISSN: 2695-
2319 (Print); ISSN: 2695-2327 (Online)

Engagement Theory, and Consumer Culture Theory (CCT)—to provide a multidimensional
explanation of how Nigerian Generation Z users interact with TikTok and how these
interactions shape marketing outcomes.

2.1 Uses and Gratifications Theory

Uses and Gratifications Theory (Katz, Blumler, & Gurevitch, 1973) posits that individuals
actively select media channels based on their capacity to satisfy specific psychological and
social needs. In the context of TikTok, this framework is particularly relevant, as the platform’s
architecture is designed to maximize user agency and gratification. For Nigerian Gen Z users,
entertainment remains a primary motivator. The platform’s short-form video format,
combined with algorithmically curated feeds, delivers immediate and continuous
gratification, reinforcing habitual use (Montag et al., 2021).

Beyond entertainment, TikTok facilitates meaningful social interaction. Features such as
comments, duets, and content sharing create an interactive environment where users engage
not only with content but also with each other. This aligns with the social integrative function
of media, enabling users to maintain relationships and participate in collective digital
experiences. Additionally, TikTok serves as a powerful tool for self-expression and identity
construction. Users produce and share content that reflects their personal values, cultural
affiliations, and creative abilities, thereby negotiating their identities within a broader social
context. In a culturally diverse society like Nigeria, this function is particularly salient, as it
allows users to represent and reinterpret local identities in digital spaces.

2.2 Engagement Theory in Digital Marketing

Engagement Theory shifts the analytical focus from passive media consumption to active user
participation, emphasizing that effective marketing is contingent upon meaningful interaction
between brands and consumers. TikTok exemplifies this paradigm through its emphasis on
user-generated content (UGC), interactive challenges, and algorithm-driven personalization.
These features collectively transform users from passive audiences into active participants in
brand communication.

User-generated content, in particular, enhances authenticity and credibility, as consumers
often perceive peer-created content as more trustworthy than traditional advertising.
Interactive challenges and hashtag campaigns further deepen engagement by encouraging
users to co-create brand narratives, thereby fostering a sense of involvement and ownership.
Algorithmic personalization amplifies these effects by ensuring that content aligns with
individual preferences, increasing both relevance and emotional resonance. As Dessart (2017)
argues, such multidimensional engagement—encompassing cognitive, emotional, and
behavioral components—plays a critical role in strengthening brand loyalty and long-term
consumer relationships.

2.3 Consumer Culture Theory (CCT)

Consumer Culture Theory (Arnould & Thompson, 2005) provides a broader socio-cultural
lens through which TikTok marketing can be understood. It emphasizes that consumption
practices are embedded within cultural meanings, social identities, and symbolic exchanges.
In Nigeria, TikTok content is deeply infused with local cultural elements, including
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indigenous languages such as Pidgin English, Yoruba, and Igbo, as well as humor, music, and
storytelling traditions.

This cultural embedding enhances the relatability and authenticity of content, making it more
appealing to local audiences. Moreover, TikTok functions as a site for the negotiation of
contemporary lifestyles and aspirations, influencing trends in fashion, entertainment, and
social behavior. By aligning marketing messages with culturally resonant themes, brands are
better positioned to establish meaningful connections with consumers. Thus, CCT
underscores the importance of cultural context in shaping both consumer engagement and
brand perception within the Nigerian digital ecosystem.

3. TikTok as a Marketing Platform in Nigeria

3.1 Growth and Adoption

The rapid expansion of TikTok in Nigeria reflects broader structural transformations in the
country’s digital ecosystem, particularly the convergence of mobile technology, affordable
internet access, and a predominantly youthful population. Over the past decade, Nigeria has
experienced a significant increase in smartphone penetration, enabling millions of young
users to access data-driven platforms that prioritize visual and interactive content. Within this
context, TikTok has gained remarkable traction, especially among Generation Z users who are
predisposed to dynamic, visually immersive media environments.

A defining feature of TikTok’s growth trajectory is its algorithmic architecture, most notably
the “For You Page” (FYP), which functions as a personalized content discovery system. Unlike
traditional social networking platforms that privilege established social graphs or follower
counts, TikTok’s algorithm amplifies content based on user interaction metrics such as watch
time, likes, shares, and comments. This model of “algorithmic visibility” democratizes content
distribution, enabling relatively unknown creators and emerging brands to achieve
substantial reach and virality (Zeng, Abidin, & Schéfer, 2021). In the Nigerian market, this has
lowered entry barriers for small businesses and independent content creators, allowing them
to compete with established brands on the basis of creativity and cultural relevance rather
than financial resources.

Moreover, TikTok’s adoption in Nigeria is not merely technological but also cultural. The
platform has become a site for the circulation of local narratives, humor, music, and socio-
political commentary, thereby embedding itself within everyday digital practices. This
cultural integration enhances user retention and engagement, making TikTok a fertile ground
for marketing communication.

3.2 Distinctive Features of TikTok Marketing

TikTok marketing diverges significantly from conventional digital marketing paradigms,
primarily due to its unique combination of algorithmic curation, participatory culture, and
content format. One of its most salient features is algorithmic visibility, where content
dissemination is driven by engagement rather than pre-existing audience size. This shifts the
strategic focus from follower accumulation to content innovation, requiring marketers to
produce highly engaging and contextually relevant material.
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Equally important is the platform’s emphasis on short-form storytelling. TikTok videos,
typically lasting between 15 and 60 seconds, demand concise yet impactful messaging. This
brevity compels brands to distill their value propositions into visually compelling narratives
that capture attention within seconds. Research suggests that such formats align with the
cognitive preferences of younger audiences, who favor rapid information processing and
multimedia engagement (Smith & Short, 2022).

Another defining characteristic is the centrality of trend participation. Viral challenges,
hashtag campaigns, and meme-based content form the backbone of TikTok’s engagement
ecosystem. Brands that successfully integrate into these trends often achieve higher visibility
and user interaction, as they become part of ongoing cultural conversations. However,
effective participation requires a nuanced understanding of platform culture, as forced or
inauthentic engagement can lead to user disengagement.

Authenticity also emerges as a critical determinant of success on TikTok. Unlike traditional
advertising, which often relies on polished and professionally produced content, TikTok users
tend to favor relatable, spontaneous, and “unfiltered” content. This preference reflects a
broader shift toward authenticity in digital communication, particularly among Gen Z
audiences who are skeptical of overtly commercial messaging (Djafarova & Bowes, 2021).
Consequently, brands are increasingly adopting informal tones, behind-the-scenes content,
and influencer collaborations to enhance credibility and relatability.

Collectively, these features position TikTok as a highly effective platform for engaging
Nigerian Gen Z consumers, offering both reach and depth of interaction in ways that
traditional digital channels struggle to replicate.

4. Gen Z Consumer Behavior in Nigeria

4.1 Behavioral Characteristics

Understanding the behavioral patterns of Generation Z in Nigeria is critical for evaluating the
effectiveness of TikTok marketing strategies. This cohort, born into a digitally interconnected
world, exhibits a high degree of reliance on social media for information, entertainment, and
social interaction. Platforms like TikTok serve not only as sources of amusement but also as
key channels for discovering trends, products, and social norms.

A notable characteristic of Nigerian Gen Z consumers is their preference for peer-generated
content over traditional advertising. This aligns with broader global trends, where younger
consumers increasingly distrust corporate messaging and instead rely on recommendations
from influencers, content creators, and social networks. According to Deloitte (2022), Gen Z
individuals are significantly more likely to trust content that appears authentic and relatable,
particularly when it is produced by individuals they perceive as peers.

Additionally, this demographic places a premium on transparency and authenticity in brand
communication. Brands that fail to align with these expectations risk being perceived as
inauthentic or out of touch. In the Nigerian context, where cultural identity and social
belonging play significant roles in consumer behavior, authenticity is often evaluated based
on a brand’s ability to resonate with local values, language, and lived experiences.
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4.2 Digital Influence on Purchasing Decisions

The influence of digital platforms on purchasing behavior among Nigerian Gen Z consumers
is both profound and multifaceted. TikTok, in particular, has emerged as a critical touchpoint
in the consumer decision-making process. Many users discover new products organically
through content feeds, often encountering brands for the first time through influencer
endorsements, product demonstrations, or viral trends.

Following discovery, evaluation typically occurs through social validation mechanisms such
as comments, reviews, and user interactions. These forms of peer feedback serve as informal
yet powerful sources of information, shaping perceptions of product quality and brand
credibility. The interactive nature of TikTok allows users to ask questions, seek opinions, and
observe real-time reactions, thereby reducing uncertainty in the decision-making process.

Ultimately, purchase decisions are frequently influenced by influencer endorsements and
user-generated content. Influencers act as opinion leaders, bridging the gap between brands
and consumers by translating marketing messages into relatable narratives. Empirical
research indicates that such endorsements are particularly effective when the influencer is
perceived as authentic and trustworthy (Lou & Yuan, 2019). In Nigeria, where social networks
and communal ties are highly valued, this form of influence is amplified, making TikTok a
powerful driver of consumer behavior.

In sum, the interplay between TikTok’s platform dynamics and the behavioral tendencies of
Nigerian Gen Z consumers underscores the platform’s strategic importance in contemporary
digital marketing. Its capacity to integrate discovery, evaluation, and purchase within a single
ecosystem represents a significant evolution in how marketing influences consumer decision-
making in emerging economies.

5. Effectiveness of TikTok Marketing Strategies

The effectiveness of marketing strategies on TikTok must be understood within the platform’s
broader socio-technical architecture, which prioritizes interactivity, algorithmic amplification,
and cultural relevance. Unlike traditional digital marketing channels that rely heavily on static
advertisements and linear communication flows, TikTok fosters a participatory ecosystem in
which users actively co-create, reinterpret, and disseminate brand messages. Within this
environment, three interrelated strategies —influencer marketing, trend-based marketing, and
storytelling—have emerged as particularly effective in shaping consumer engagement and
behavior, especially among Nigerian Generation Z audiences.

5.1 Influencer Marketing

Influencer marketing constitutes a cornerstone of TikTok’s commercial ecosystem, largely due
to the platform’s emphasis on authenticity and peer-driven communication. Influencers,
particularly micro- and nano-influencers, function as cultural intermediaries who translate
brand messages into relatable, contextually grounded narratives. Their effectiveness lies not
merely in their reach but in their perceived credibility and trustworthiness. Empirical research
demonstrates that influencer credibility —comprising expertise, attractiveness, and
trustworthiness—significantly influences consumer attitudes, trust, and purchase intention
(Lou & Yuan, 2019).
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In the Nigerian context, influencers play a uniquely strategic role by bridging socio-cultural
and linguistic divides between brands and diverse audiences. Through the use of local
languages, humor, and culturally resonant themes, influencers are able to embed products
within everyday experiences, thereby enhancing relatability. For instance, product
demonstrations are often integrated into skits, lifestyle content, or comedic narratives, making
promotional messages less intrusive and more engaging. This aligns with the source
credibility theory, which posits that messages delivered by credible and relatable sources are
more persuasive (Hovland & Weiss, 1951).

Moreover, influencers actively participate in platform-specific trends, further amplifying
brand visibility. Their ability to adapt quickly to emerging content formats and viral
challenges ensures that brand messages remain relevant within the fast-paced TikTok
environment. However, it is important to note that influencer effectiveness is contingent upon
perceived authenticity. Over-commercialization or excessive sponsorship can undermine
credibility, leading to audience skepticism. Thus, successful influencer marketing on TikTok
requires a careful balance between promotional intent and organic content creation.

5.2 Trend-Based Marketing

Another defining feature of TikTok marketing is its reliance on trend-based strategies. The
platform operates as a dynamic cultural arena where trends—often in the form of challenges,
hashtags, or audio clips—emerge, evolve, and dissipate rapidly. Brands that successfully
engage with these trends can achieve significant visibility and engagement within a short
period. This phenomenon is closely linked to the concept of memetic culture, where ideas and
behaviors spread through imitation and adaptation (Shifman, 2014).

Participation in viral challenges, for example, enables brands to insert themselves into
ongoing cultural conversations, thereby enhancing their relevance and visibility. In Nigeria,
such trends often incorporate local music, dance, and humor, creating opportunities for
brands to align themselves with culturally meaningful expressions. The effectiveness of this
strategy lies in its ability to leverage collective participation; as more users engage with a
trend, the associated content gains exponential reach through algorithmic amplification.

However, trend-based marketing is not without its challenges. The ephemeral nature of
trends requires brands to be highly responsive and agile, as delayed participation can render
content obsolete. Additionally, indiscriminate engagement with trends may result in brand
misalignment, particularly if the trend does not resonate with the brand’s identity or target
audience. Therefore, strategic selectivity and cultural sensitivity are essential for maximizing
the benefits of trend-based marketing.

5.3 Storytelling and Emotional Engagement

Storytelling represents a more enduring and psychologically grounded marketing strategy,
emphasizing the role of narrative in shaping consumer perceptions and emotional responses.
On TikTok, storytelling is often compressed into short-form videos that combine visual,
auditory, and textual elements to create compelling narratives. Despite the brevity of the
format, effective storytelling can evoke strong emotional reactions and foster deeper
connections between brands and consumers.
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Escalas (2004) argues that narrative-based marketing enhances consumer identification with
brands by enabling individuals to project themselves into the story. This process of narrative
transportation increases emotional engagement and, ultimately, influences attitudes and
behaviors. In the Nigerian context, storytelling often draws on culturally familiar themes, such
as family dynamics, social aspirations, and everyday challenges. By reflecting the lived
experiences of their target audience, brands can create content that feels authentic and
relatable.

Nigerian brands frequently employ storytelling to showcase customer experiences, highlight
cultural relevance, and construct distinct brand personalities. For example, testimonials and
user-generated stories are used to demonstrate product effectiveness, while culturally
embedded narratives reinforce brand identity. This approach aligns with emotional branding
theory, which emphasizes the importance of forging emotional connections to build long-term
consumer loyalty (Thompson, Rindfleisch, & Arsel, 2006).

Furthermore, storytelling on TikTok is often interactive, allowing users to respond, remix, or
extend narratives through comments, duets, and stitches. This participatory dimension
enhances engagement by transforming consumers from passive viewers into active
contributors. As a result, storytelling on TikTok is not a one-way communication process but
a collaborative and evolving dialogue between brands and audiences.

In sum, the effectiveness of TikTok marketing strategies in Nigeria is rooted in their alignment
with the platform’s participatory culture and the behavioral characteristics of Generation Z
consumers. Influencer marketing leverages credibility and relatability, trend-based marketing
capitalizes on cultural momentum and algorithmic amplification, and storytelling fosters
emotional connection and brand identification. Together, these strategies illustrate a shift
toward more interactive, culturally embedded, and emotionally resonant forms of marketing,
reflecting broader transformations in the digital communication landscape.

6. Nigerian Case Studies

The application of TikTok marketing strategies within Nigeria can be more concretely
understood through sector-specific illustrations, particularly in the fashion and technology
industries. These sectors are especially responsive to visual storytelling, influencer culture,
and youth-driven consumption patterns, making them ideal contexts for examining how
TikTok functions as a marketing tool. By analyzing the practices of selected Nigerian brands,
it becomes evident that TikTok is not merely a promotional channel but a dynamic
environment for brand positioning, consumer engagement, and market expansion.

6.1 Fashion Brands

The Nigerian fashion industry has been at the forefront of adopting TikTok as a strategic
marketing platform, leveraging its visual and interactive affordances to showcase creativity
and cultural identity. Brands such as Ashluxe and Orange Culture exemplify how short-form
video content can be used to communicate brand aesthetics and engage digitally native
audiences. One of the primary strategies employed by these brands is the use of short, visually
compelling videos to showcase collections. Unlike traditional fashion marketing, which often
relies on runway shows or static imagery, TikTok enables brands to present their designs in
motion, emphasizing texture, fit, and versatility. This aligns with research suggesting that

EFFECTIVENESS OF TIKTOK MARKETING FOR GEN Z CONSUMERS IN NIGERIA: SHORT-FORM VIDEO 96



Sapientia Global Journal of Arts, Humanities and Development Studies (SGOJAHDS), Vol.9 No.1 March, 2026; pg. 89 —105; ISSN: 2695-
2319 (Print); ISSN: 2695-2327 (Online)

dynamic visual content enhances consumer perception and recall, particularly in fashion
contexts where sensory appeal is critical (Kim & Ko, 2012). By integrating music, transitions,
and storytelling elements, these brands create immersive experiences that capture attention
and sustain engagement.

Influencer collaboration further amplifies the reach and credibility of fashion brands on
TikTok. Nigerian influencers, often embedded within specific cultural and social niches, act
as intermediaries who translate brand identity into relatable content. Their participation in
styling videos, outfit transformations, and lifestyle narratives allows consumers to visualize
how products can be incorporated into everyday life. This practice reflects the principles of
social proof and source credibility, which suggest that consumers are more likely to trust and
emulate individuals they perceive as similar or aspirational (Lou & Yuan, 2019).

Additionally, fashion brands actively engage audiences through interactive formats such as
styling challenges and hashtag campaigns. These initiatives encourage user participation,
transforming consumers into co-creators of brand content. For instance, a styling challenge
may invite users to reinterpret a brand’s outfit in their own unique way, thereby generating a
diverse array of user-generated content that extends the brand’s visibility. This participatory
approach not only increases engagement but also fosters a sense of community and brand

affinity.

Importantly, the success of these strategies is closely tied to cultural resonance. Nigerian
fashion brands often incorporate indigenous fabrics, local aesthetics, and culturally significant
motifs into their content, thereby reinforcing authenticity and relatability. Consumer Culture
Theory (Arnould & Thompson, 2005) underscores the importance of such cultural embedding,
as it enables brands to connect with consumers on a symbolic level. In this sense, TikTok
serves as a platform for both commercial promotion and cultural expression, allowing
Nigerian fashion brands to position themselves within global and local markets
simultaneously.

6.2 Tech and Gadget Brands

While the fashion industry leverages TikTok primarily for aesthetic and cultural engagement,
Nigerian tech and gadget brands utilize the platform to address a different set of marketing
challenges—namely, the communication of product functionality and value. Given the often
complex and technical nature of digital products, these brands must simplify information
without compromising accuracy, a task for which TikTok’s short-form video format is
particularly well suited.

One of the key strategies employed by tech brands is product demonstration. Through concise
and visually engaging videos, brands illustrate how their products work, highlighting key
features and benefits in a manner that is both accessible and engaging. This approach aligns
with the Technology Acceptance Model (TAM), which posits that perceived usefulness and
ease of use are critical determinants of technology adoption (Davis, 1989). By demonstrating
functionality in real-world scenarios, TikTok content enhances users’ understanding and
reduces perceived complexity, thereby facilitating adoption.
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In addition to demonstrations, tech brands use TikTok to simplify complex features through
storytelling and analogies. For example, a fintech company might use a short skit or animation
to explain digital payment processes, while a gadget brand might employ humor to illustrate
product durability or efficiency. This strategy reflects the growing importance of
edutainment—content that combines education and entertainment—in digital marketing.
Research indicates that such content is particularly effective among younger audiences, who
prefer learning experiences that are interactive and engaging (Muntinga, Moorman, & Smit,
2011).

Engagement with younger audiences is further enhanced through the use of interactive
features such as comments, Q&A sessions, and live streams. These tools allow brands to
address consumer queries in real time, creating a dialogic communication environment that
contrasts sharply with traditional one-way advertising. In Nigeria, where trust in formal
institutions and corporate messaging can be variable, such direct interaction plays a crucial
role in building credibility and consumer confidence. Moreover, tech brands often collaborate
with influencers and content creators who specialize in technology reviews and tutorials.
These creators provide in-depth insights and personalized recommendations, thereby
bridging the gap between technical complexity and consumer understanding. As with fashion
influencers, their perceived authenticity and expertise significantly enhance the persuasive
impact of their content (Lou & Yuan, 2019).

Overall, the use of TikTok by Nigerian tech and gadget brands illustrates the platform’s
versatility as a marketing tool. While fashion brands focus on aesthetic appeal and cultural
storytelling, tech brands emphasize functionality, education, and user engagement. Despite
these differences, both sectors demonstrate that effective TikTok marketing requires a
nuanced understanding of platform dynamics, audience behavior, and cultural context. By
integrating creativity, authenticity, and interactivity, Nigerian brands across industries are
able to leverage TikTok not only to increase visibility but also to drive meaningful consumer
engagement and influence purchasing decisions.

7. Challenges of TikTok Marketing in Nigeria

While TikTok presents substantial opportunities for brands seeking to engage digitally savvy
audiences, its effectiveness is not without constraints. In the Nigerian context, marketers must
navigate a complex interplay of structural, technological, and creative challenges that can
limit the sustainability and impact of TikTok-based campaigns. Among the most critical of
these are content saturation, algorithmic uncertainty, and resource constraints. Each of these
challenges reflects deeper dynamics within the platform’s ecosystem and the broader digital
marketing environment in Nigeria.

7.1 Content Saturation

One of the most pressing challenges confronting TikTok marketers is the issue of content
saturation. As the platform continues to expand globally and locally, the volume of user-
generated and brand-produced content has increased exponentially. This proliferation creates
an intensely competitive attention economy in which countless videos vie for limited user
attention. In such an environment, achieving differentiation becomes increasingly difficult,
particularly for emerging brands with limited visibility.
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The concept of the “attention economy” is instructive in understanding this challenge.
Scholars argue that in digital environments, attention is a scarce resource, and platforms are
structured to maximize user engagement by prioritizing content that captures and retains
attention (Davenport & Beck, 2001; Wu, 2016). On TikTok, this translates into a highly
selective content ecosystem where only a small fraction of videos achieve significant reach.
For Nigerian brands, this means that even well-produced content may struggle to gain
traction if it fails to align with prevailing trends or user preferences. Moreover, content
saturation can lead to homogenization, where brands mimic popular formats, sounds, and
challenges in an attempt to remain relevant. While such imitation may increase short-term
visibility, it risks diluting brand identity and reducing long-term differentiation. Research on
digital branding suggests that distinctiveness and consistency are critical for building strong
brand equity (Keller, 2013). Consequently, Nigerian marketers must strike a delicate balance
between participating in trends and maintaining a unique brand voice.

7.2 Algorithm Uncertainty

A second major challenge is the inherent uncertainty associated with TikTok’s algorithmic
system. The platform’s “For You Page” (FYP) relies on complex and continuously evolving
machine learning models to curate content for users. While this algorithmic approach enables
personalized content delivery, it also introduces unpredictability in terms of reach and
visibility.

For marketers, this wuncertainty complicates strategic planning and performance
measurement. Unlike traditional advertising channels, where reach can be more reliably
estimated through paid placements, TikTok’s organic reach is contingent upon factors that are
not fully transparent. Variables such as watch time, engagement rate, and user interaction
patterns influence content distribution, but the precise weighting of these factors remains
proprietary. As a result, marketers often operate with limited insight into why certain content
performs well while other content does not. This opacity aligns with broader critiques of
algorithmic governance in digital platforms, which highlight issues of transparency,
accountability, and control (Pasquale, 2015). In the Nigerian context, where digital marketing
expertise is still developing, the lack of clear guidelines can be particularly challenging for
small and medium-sized enterprises (SMEs) that lack the analytical capacity to interpret
performance metrics effectively.

Furthermore, frequent updates to the algorithm can disrupt established marketing strategies.
Content formats or engagement tactics that yield high performance at one point may become
less effective following algorithmic changes. This necessitates continuous experimentation
and adaptation, increasing the complexity and cost of TikTok marketing. While some degree
of flexibility is inherent to digital marketing, the volatility of TikTok’s algorithm places
additional pressure on marketers to remain agile and responsive.

7.3 Resource Constraints

Resource constraints represent another significant barrier to effective TikTok marketing in
Nigeria. Although the platform is often perceived as a low-cost marketing channel, successful
content creation requires substantial investment in terms of time, creativity, and technical
expertise. Producing high-quality, engaging videos on a consistent basis demands not only
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creative skills but also an understanding of platform-specific trends, editing techniques, and
audience preferences.

For many Nigerian businesses, particularly SMEs, these requirements pose considerable
challenges. Limited financial resources may restrict access to professional equipment, content
creators, or digital marketing specialists. At the same time, the need for frequent content
updates—often multiple posts per week—places a strain on internal capacities. This is
compounded by the fast-paced nature of TikTok trends, which require rapid content
production and deployment to remain relevant.

From a theoretical perspective, this challenge can be linked to the resource-based view (RBV)
of the firm, which emphasizes the importance of internal capabilities in achieving competitive
advantage (Barney, 1991). In the context of TikTok marketing, creative talent, technological
proficiency, and strategic insight constitute key resources that determine success. Firms that
lack these capabilities may struggle to compete effectively, even in a platform that ostensibly
lowers barriers to entry.

Additionally, there is a skills gap in digital content production and analytics within the
Nigerian marketing landscape. While the country has a vibrant creative industry, the
integration of creativity with data-driven marketing strategies remains uneven. This gap
limits the ability of brands to optimize their content and measure its impact, thereby reducing
the overall effectiveness of TikTok campaigns.

Conclusion of Challenges

Taken together, these challenges underscore the complexity of leveraging TikTok as a
marketing platform in Nigeria. Content saturation intensifies competition for attention,
algorithmic uncertainty complicates strategic planning, and resource constraints limit the
capacity for sustained engagement. However, these challenges also present opportunities for
innovation. Brands that can develop distinctive content strategies, adapt to algorithmic
dynamics, and invest in creative and analytical capabilities are better positioned to harness
the full potential of TikTok marketing.

Ultimately, addressing these challenges requires a nuanced understanding of both the
platform’s technological architecture and the socio-economic realities of the Nigerian market.
By aligning marketing strategies with these contextual factors, brands can navigate the
constraints of TikTok marketing while maximizing its transformative potential in reaching
and engaging Generation Z consumers.

8. Strategic Implications and Recommendations

The growing centrality of TikTok within Nigeria’'s digital marketing ecosystem necessitates a
strategic reorientation among organizations seeking to engage Generation Z consumers
effectively. The platform’s algorithmic logic, participatory culture, and emphasis on short-
form visual storytelling demand approaches that diverge significantly from traditional
advertising models. Consequently, firms must adopt multidimensional strategies that
integrate authenticity, cultural sensitivity, and adaptive agility.

EFFECTIVENESS OF TIKTOK MARKETING FOR GEN Z CONSUMERS IN NIGERIA: SHORT-FORM VIDEO 100



Sapientia Global Journal of Arts, Humanities and Development Studies (SGOJAHDS), Vol.9 No.1 March, 2026; pg. 89 —105; ISSN: 2695-
2319 (Print); ISSN: 2695-2327 (Online)

A primary strategic imperative is the prioritization of authentic storytelling. Contemporary
consumers—particularly Gen Z—demonstrate heightened sensitivity to inauthentic or overly
commercialized messaging. Authentic storytelling, grounded in relatable experiences and
real-life narratives, fosters emotional resonance and strengthens consumer-brand
relationships. Escalas (2004) argues that narrative-based communication enhances consumer
identification with brands by enabling individuals to internalize brand stories within their
own life contexts. In Nigeria, where communal values and shared experiences play a
significant role in shaping identity, storytelling that reflects everyday realities—such as family
dynamics, economic aspirations, and social interactions—can significantly enhance
engagement and brand loyalty.

Closely related to authenticity is the strategic use of local cultural elements. Nigerian
audiences are highly responsive to content that reflects indigenous languages, humor, music,
and social norms. Incorporating elements such as Pidgin English, Yoruba, Igbo, and Hausa
not only increases accessibility but also signals cultural alignment and respect. Consumer
Culture Theory underscores that consumption is deeply embedded in cultural meaning
systems (Arnould & Thompson, 2005). Therefore, brands that successfully integrate cultural
symbols into their TikTok content are more likely to achieve symbolic resonance, thereby
strengthening their positioning within the local market. However, such cultural integration
must be executed with sensitivity and contextual understanding to avoid misrepresentation
or superficial appropriation.

Another critical recommendation is the strategic collaboration with credible influencers.
Influencers serve as intermediaries between brands and consumers, translating corporate
messages into relatable and engaging content. The effectiveness of this strategy hinges on
influencer credibility, which encompasses perceived authenticity, expertise, and
trustworthiness (Lou & Yuan, 2019). In the Nigerian context, micro-influencers often
outperform macro-influencers in terms of engagement rates due to their closer connection
with niche audiences. Organizations should therefore prioritize partnerships that align with
their brand identity and target demographics, ensuring that influencer content remains
consistent with the brand’s core values. Importantly, long-term collaborations tend to yield
more sustainable results than one-off promotions, as they foster deeper audience trust and
familiarity.

In addition to influencer engagement, organizations must develop the capacity to monitor
trends and adapt rapidly. TikTok’s ecosystem is characterized by the rapid emergence and
decline of trends, making timeliness a critical determinant of success. Brands that are able to
identify and participate in relevant trends early often benefit from increased visibility and
algorithmic amplification. However, effective trend participation requires more than
imitation; it demands creative reinterpretation that aligns with brand identity. This calls for
the establishment of agile content teams capable of real-time decision-making and rapid
content production. From a strategic management perspective, such agility can be
conceptualized as a dynamic capability, enabling firms to respond effectively to changing
environmental conditions (Teece, 2014).

Equally important is the need for sustained investment in creative content production. While
TikTok is often perceived as a low-cost platform, the production of high-quality, engaging
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content requires a combination of creative talent, technical skills, and strategic insight. This
includes expertise in video editing, storytelling, audience analysis, and platform-specific
optimization. Firms must therefore allocate resources toward building internal capabilities or
outsourcing to specialized content creators. The resource-based view (RBV) suggests that such
capabilities constitute valuable and difficult-to-imitate assets that can provide a competitive
advantage (Barney, 1991). In the Nigerian market, where digital competition is intensifying,
the ability to consistently produce innovative and culturally relevant content is likely to
differentiate successful brands from their competitors.

Finally, organizations should adopt a data-informed approach to TikTok marketing.
Although the platform’s algorithm is not fully transparent, performance metrics such as
engagement rates, watch time, and audience retention provide valuable insights into content
effectiveness. By systematically analyzing these metrics, firms can refine their strategies,
optimize content, and improve return on investment. Integrating qualitative insights —such
as user comments and feedback —with quantitative data further enhances strategic decision-
making, enabling brands to align their content more closely with audience preferences.

9. Conclusion

The rise of TikTok as a dominant digital platform has fundamentally reshaped the landscape
of marketing communication, particularly in emerging markets such as Nigeria. Its emphasis
on creativity, authenticity, and participatory engagement aligns closely with the behavioral
characteristics of Generation Z, a demographic that values relatability, interactivity, and
cultural relevance in brand communication. As demonstrated throughout this study, TikTok’s
unique affordances—ranging from algorithm-driven content discovery to user-generated
participation—create a powerful environment for influencing consumer attitudes and
behaviors.

However, the effectiveness of TikTok marketing is contingent upon a nuanced understanding
of both platform dynamics and local socio-cultural contexts. While the platform offers
significant opportunities for visibility and engagement, it also presents challenges related to
content saturation, algorithmic unpredictability, and resource constraints. These challenges
underscore the need for strategic adaptability and continuous innovation. Brands that rely on
conventional advertising approaches are unlikely to succeed in this environment; instead,
success requires a shift toward more interactive, culturally embedded, and emotionally
resonant forms of communication.

In the Nigerian context, the intersection of a youthful population, expanding digital
infrastructure, and vibrant cultural expressions creates a particularly fertile ground for TikTok
marketing. Organizations that are able to harness these dynamics —by embracing authentic
storytelling, leveraging cultural elements, collaborating with credible influencers, and
investing in creative capabilities—are well positioned to achieve sustained competitive
advantage.

Ultimately, TikTok marketing represents not merely a tactical tool but a broader paradigm
shift in how brands engage with consumers. It reflects the transition from one-way
communication to collaborative interaction, from standardized messaging to personalized
experiences, and from globalized content to culturally nuanced narratives. As digital
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ecosystems continue to evolve, the insights derived from the Nigerian experience offer
valuable implications for other emerging markets, highlighting the importance of context-
sensitive and innovation-driven marketing strategies in the digital age.
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