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The Influence of Social Media Platforms on Teenagers’ Fashion Choices. 2 

Abstract: 3 

This study focuses on understanding the effect of social media on fashion choices and 4 

shopping behavior of teenagers. With a quantitative research methodology approach, data 5 

was collected from active social media users through a structured questionnaire. The research 6 

was based on studying social media usage, fashion inspiration, the role of influencers, viral 7 

content and purchase intention. Data was analyzed using descriptive statistics and correlation 8 

analysis. It was found that social media has a moderately high effect on teenagers' fashion 9 

choices because social media increases their awareness of fashion and also introduces them to 10 

new fashion brands and styles. Influencers and viral content had a strong impact on purchase 11 

intention, but it was not possible to establish the role of peers in this context due to a lack of 12 

information. Both research hypotheses were proven in the course of this study. 13 

1. Introduction 14 

1.1 Background of the Study 15 

In this modern world, socialization has become the most crucial part of everyone’s lives. The 16 

majority of people are using social media apps to stay connected with each other in this fast 17 

moving world. Many studies have also observed that surrounding agents such as peers, 18 

parents etc shape the consumer mindset and consumption behaviour(Park, J. & Chun, J. 19 

2024). As children grow up, they go through experiences of social comparison, therefore they 20 

perceive social media as an agent of influence(Park, J. & Chun, J. 2024). Social media has 21 

changed the way teenagers choose what to wear. The era of social media has had a huge 22 

impact on the lives of teenagers, especially in influencing their daily lifestyles(Rahmat, R. & 23 

Rizkil,T.2025). Social media also plays a huge role in changing the consumption behaviour 24 

of teenagers, they get influenced by the influencers that they see on social media and then try 25 

to dress the same way as them. 26 

1.2 Growth of Social Media Platforms 27 

Social media platforms are booming in this age gap currently, every child in the age of 15 - 28 

25 is on any social media app, this can be because of peer pressure or peer influence to join 29 

any of the social media apps. The high level of use of Tiktok social social media has given 30 

rise to many new trends or habits that come from content through the FYP (For Your 31 

Page)(Taufiq, I. & Putri, Z. 2025), which helps in trend diffusion, meaning that each and 32 

every trend will reach out to millions of people at once. Social media algorithm plays a huge 33 

role in showing teenagers the current trends that are going on, social media apps such as 34 

TikTok, Instagram and Snapchat can track users likes, interests, interactions and searches  35 

and on that basis it starts to give out the same content  36 

1.3 Teenagers’ Fashion Choices and Digital Lifestyle 37 



 

 

Nowadays, teenagers wear luxury and trendy clothing just to express their identity, choices, 38 

status etc. influencers act as the middle way between the brand and the consumer, through 39 

credibility they bring out loyalty and purchase intent(Fernandez, D. ). Adolescents have 40 

norms and expectations surrounding showing social support to their peer groups(Rides, G. et 41 

al. 2024) the use of social media can also make users compare themselves to others which 42 

can affect self-esteem levels(Zulfianti, I. et al. 2023). Teens try to compare themselves with 43 

the influencers that they view online and which either increase their confidence or decrease in 44 

a very bad way because comparing your fashion sense with someone else's is not sensible at 45 

all 46 

1.4 Problem Statement 47 

Teenagers spend most of their time on social media apps, that is why they are exposed to 48 

influencers, fashion-related content  and celebrities online. Many influencers,peers, friends or 49 

celebrities on social media try to influence other teenagers' fashion choices. A lot of teenagers 50 

don't even realize how social media can change their fashion choices and influence them to 51 

wear something unique. The study aims to examine this influence through primary research. 52 

Huge presence of content creators, fashion influencers and products helps the consumers to 53 

make a decision rapidly, this affects their decision making skills very much. Everyday 54 

teenagers are exposed to many new fashion resources for example new trends, new 55 

influencers and many more new brands all of this on their social media FY page  56 

 57 

In the current generation, teenagers often spend their time in comparison and observing what 58 

other people are wearing and what they prefer wearing and after a few days they start to 59 

mimic their fashion choices, just to fit in, get attention and to not miss any trends. New 60 

aesthetics, challenges and endorsements encourage them to buy the products that they may 61 

not have bought  62 

1.5 Research Gap 63 

Several studies have examined the relation between consumer behaviour and fashion, many 64 

of them also saw the purchasing patterns in teens. Fewer studies have also investigated the 65 

influence of social media in fashion choices for youth, existing research tells about the social 66 

media usage of people. 67 

 68 

This study will fill the gaps between these by collecting and analysing direct responses from 69 

the youth generation. By focusing on teenagers and using various sources, this research aims 70 

to provide a detailed understanding of the influence between social media and teenager’s 71 

fashion choices  72 

2. Review of Literature 73 

2.1 Social Media and Consumer Behaviour 74 

Social media acts as a powerful factor which influences teens fashion choices, influencing 75 

behaviour in the digital age. Apps such as instagram, snapchat, pinterest provide users with 76 



 

 

constant access to fashion trends and information. Customers are exposed to loads of 77 

information which can help to widen their knowledge about fashion trends. Social media has 78 

become a tool for businesses that need to influence people. 79 

 80 

Consumers often discover new brands while scrolling through reels or posts which helps to 81 

increase their awareness. Businesses and start ups invest a lot in ad generation and marketing 82 

just to hook the customers with their products, this helps to generate interest and may 83 

encourage customers for further exploration  84 

2.2 Teenagers as Digital Consumers 85 

Teenagers are ones who spend their majority of time on social media, on apps such as 86 

instagram, snapchat, TikTok etc. these all play a major role in their lives. One of the main 87 

reasons for why social media is so influential is because of the content that it has, every brand 88 

tries to be a lot more creative while creating their social media content, which then helps to 89 

grab users attention. 90 

 91 

Fashion related content often includes styling tips, fashion choices, OOTD all of this is 92 

shown in a very appealing way so that it could hook the consumers. Furthermore, repeated 93 

exposure of something can easily change teenager’s fashion choices, all social media are 94 

programmed to repeat the content that a user is interested in, therefore catching user’s 95 

attention 96 

2.3 Social Media as a Source of Fashion Inspiration 97 

Integration of social media into daily lives have changed how fashion trends and 98 

communication are manufactured. Social media heavily relies on interactive content  99 

GRWM, Get Ready With Me vlogs offer a conversational window for the users and the 100 

creator, people tend to gain much more ideas when they see such videos  101 

Social media allows fashion industries to grow very rapidly. 102 

2.4 Role of Fashion Influencers 103 

Influencers have become the main sources for social media, through social media apps such 104 

as instagram, snapchat, tiktok and pinterest, they share fashion related content including 105 

outfit ideas, styling designs trend updates and product reviews. Due to their high following, 106 

it's easier for people to understand fashion topics well, it helps them to know about what they 107 

are wearing and how they can improve. The online environment is an efficient tool in all the 108 

stages of the buyer decision making process – information gathering, as well as 109 

shopping(Elena, T.2020). The worldwide apparel market has only seen growth throughout the 110 

years as the population is growing and the demand for clothes is also increasing.(Agarwal, A. 111 

& Vincent, S.) 112 

2.5 Peer Influence and Digital Communities 113 

Peer influences have been a very important factor for a long time, it helps to shape teens' 114 

attitude, lifestyle choices and decisions. The rise of social media has reduced face to face 115 



 

 

interactions because now everyone prefers to meet online. Teenagers are often exposed to the 116 

reels or posts that are shared by their friends and family, which makes social media platforms 117 

important where fashion related content is often published. As a result, peers can affect 118 

teenager's fashion choices.  119 

 120 

The interactive features on social media such as likes, comments or views also help people to 121 

easily interact and communicate with each other, these features can act as a method of social 122 

approval. Content which tends to get more likes and views are often known as viral or 123 

famous content. Overtime, influencers can change people’s choices, mindset, lifestyle and 124 

decision just by posting videos online and receiving thousands of views  125 

2.6 User-Generated Content and Brand-Generated Content 126 

A multitude of content can be seen in social media sites, and such content affects consumer 127 

behavior and fashion choices. Two types of content that play an important role in influencing 128 

consumer behavior and choices of fashion include UGC and BGC. These two types of 129 

content influence teenagers' views of fashion, introduce fashion trends, and influence 130 

purchasing behavior. User-generated content is defined as the content produced and posted 131 

by ordinary users on social media networks, not by companies or any other organization. 132 

Such type of content includes posts, reviews, photos of outfits, styling tutorials, fashion hauls, 133 

opening boxes, etc. Since such content is based on the real-life experience of regular people, 134 

it looks much more believable than the content produced by companies, and teenagers come 135 

across this kind of content while browsing online. On the other hand, brand-generated content 136 

entails content that is generated by companies and fashion brands for advertising purposes. 137 

Such content ranges from advertisements, marketing, sponsorships, product launches, brand 138 

messaging, and even professionally made social media content meant to promote a fashion 139 

brand. The main purpose of brand-generated content is to promote fashion products and to 140 

convince prospective buyers about the brand’s qualities and benefits. It should be noted that 141 

numerous studies indicate that most consumers believe that UGC is more credible and 142 

convincing than any form of advertising by the brand itself. Young people like teenagers will 143 

consider content created by consumers as being more authentic and unbiased compared to 144 

any form of marketing and advertising done by the brand. For instance, outfit suggestions, 145 

reviews, and peer-to-peer recommendations have greater influence on attitudes and 146 

purchasing behaviors of young individuals compared to conventional marketing. 147 

2.7 Trust, Credibility, and Relatability in Fashion Content 148 

Credibility and trustworthiness can also have an effect on whether teens will listen to the 149 

suggestions posted by influencers. Teenagers are more inclined to trust those content creators 150 

who they find reliable and competent. In case the influencer's posts reflect sincere opinions, 151 

this might positively affect their recommendations' perceived trustworthiness. The level of 152 

relatability between teenagers and influencers can also impact their ability to influence. 153 

Unlike traditional celebrities, many content creators tend to post pictures of themselves and 154 

show viewers their everyday life; therefore, it might increase their relatability and help to 155 

create some type of connection. At the same time, the credibility level might be reduced 156 



 

 

when content is too promotional and seems like just a type of advertisement. When teens 157 

consider influencers biased due to financial motives, they will probably be less likely to find 158 

the recommendations trustworthy. Moreover, positive comments and reviews can make 159 

recommendations more trustworthy. If followers see some praise from their peers regarding a 160 

certain item or brand, this might boost their credibility and increase their chance of being 161 

persuasive. As a consequence, credibility, trustworthiness, and relatability can have an effect 162 

on fashion preferences of teenagers.  163 

2.8 Viral Trends and Short-Form Video Content 164 

The emergence of viral trends, such as the fashion-related content posted on TikTok, 165 

Instagram Reels, and YouTube Shorts, can also be seen as one of the main factors 166 

contributing to fashion trends among young people today. Examples of such video content 167 

can be related to the following types: Outfit challenges,  Styling hacks,  Fashion hauls and   168 

Trend-based videos, Such videos are highly attractive, easily shareable, and viewed. Thus, as 169 

teens tend to watch such short-form videos actively and frequently, they get acquainted with 170 

new fashion styles and trends. With constant exposure to fashion-related content, teens are 171 

more likely to recognize some trends or even adopt them personally. 172 

In addition to short-form videos' role in influencing fashion choices, social media algorithms 173 

also affect teens' fashion choices through constantly exposing them to the same type of 174 

videos. In other words, the same videos that contain fashion-related information will appear 175 

in their newsfeed again and again. 176 

Thus, the role of short-form video content in shaping teens' fashion tastes is significant. 177 

 178 

2.9 Research Gap in Teenage Fashion Behaviour 179 

 180 

A lot of studies have already been carried out concerning the impact of social media on 181 

consumers' behavior, with special attention paid to Generation Z as a large demographic 182 

cohort. The influence of social networks on consumer decisions, brand awareness, and 183 

fashion behavior has been discussed thoroughly. On the other hand, there is a lack of 184 

academic research on teenagers aged 13-19 and the impact of social media on their fashion 185 

choices. Moreover, most of the studies conducted so far tend to study separate aspects such as 186 

influencers, peer influence, social media use, and online advertising independently. This 187 

implies that there is no thorough understanding of the combined influence of various factors 188 

(influencers, peer influence, viral videos, etc.) on teenage fashion behavior. It is essential to 189 

study them together since teenagers are affected by all those factors at once. Besides, the 190 

majority of studies have utilized secondary data or have studied broader age groups. 191 

Moreover, social media development is extremely fast nowadays, and fashion changes quite 192 

quickly. For these reasons, research is needed to find out how social media impacts the 193 

fashion choices of teenagers. 194 

3. Theoretical Background 195 

3.1 Consumer Socialisation Theory 196 



 

 

The Consumer Socialisation Theory highlights how an individual obtains the knowledge, 197 

skills, attitudes, and behaviours required for functioning as a consumer within society. The 198 

theory states that young consumers learn how to behave, make purchasing decisions, select 199 

brands, and consume products through the influence of various socialisation agents. Such 200 

agents can include family members, peers, media, and society at large. In the past, families 201 

and friends were the key influencers helping to impart consumer skills on young consumers. 202 

With the emergence of digital media, social media platforms have become one of the primary 203 

sources of information about consumption and consumer skills. For example, Instagram, 204 

Tiktok, YouTube, and Snapchat provide teenagers with plenty of information regarding 205 

fashion. By following fashion bloggers and influencers on these platforms, as well as reading 206 

peer posts, teenagers learn about fashion, current trends, popular brands, and socially 207 

acceptable styles. In turn, social media plays a significant role in consumer learning through 208 

socialisation. 209 

 210 

It is important to note that this theoretical framework is relevant for understanding how 211 

teenagers form fashion preferences. 212 

3.2 Social Influence Theory 213 

According to Social Influence Theory, individual attitudes, beliefs, and behaviors can be 214 

determined by their environment since people may alter their behavior or preferences to 215 

conform and get approval from others. In this case, opinions and behaviors of people in the 216 

environment can significantly influence individuals' decision-making process. Within social 217 

media, teenagers can be influenced by several factors, such as friends, social media 218 

influencers, celebrities, and social networks. These actors often express their opinions and 219 

give fashion-related advice to their followers, and this may influence how teenagers feel 220 

about particular styles, brands, and trends. Being constantly exposed to this information, 221 

teenagers may decide to follow the examples of those in their surroundings. On the other 222 

hand, social media also contains mechanisms for receiving approval through likes, comments, 223 

sharing, etc. Therefore, the information which is positively received by many users tends to 224 

be considered more popular, and teenagers might rely on it while deciding what styles to 225 

adopt and purchase. This theory is crucial to the chosen topic since it allows understanding 226 

the reasons why teenagers choose fashion trends from social media. 227 

3.3 Social Comparison Theory 228 

In Social Comparison Theory, people evaluate their own appearance, skills, and behaviors 229 

through comparison with other people. For teenagers living in today's society where 230 

everything is posted on the Internet, social media can be viewed as an additional source for 231 

comparing themselves to other people in terms of their appearances, behaviors, and clothes. 232 

 233 

Teenagers make comparisons between their clothes, appearance, and style and those which 234 

are displayed in the media. Influencers and other users upload posts containing fashionable 235 

clothing items and trendy clothes. Therefore, teenagers who want to look cool might be 236 

influenced by those pictures to achieve the same result. Consequently, such comparisons can 237 



 

 

affect both teenagers' self-perception and attitude towards fashion. Teenagers can start 238 

wearing different styles to please their peers or be confident about themselves. Therefore, 239 

social comparison can influence their fashion choices and purchasing behavior. The above-240 

mentioned social theory can be applied to the present research because it can provide insight 241 

into teenagers' motivation when buying trendy clothes. Teenagers compare themselves to 242 

other users, including influencers, and become encouraged to wear trendy clothes and 243 

purchase fashionable clothes. 244 

3.4 Theory of Planned Behaviour 245 

The TPB( theory of planned behaviour)  suggests that individual behavior is based on three 246 

factors: attitude towards performing a certain behavior, subjective norm, and perceived 247 

behavioral control. Attitude towards the behavior means that a person has some positive or 248 

negative feelings towards the behavior, while the subjective norm is when a person feels 249 

some pressure or expectations coming from other people. The final factor is the perception 250 

that a person has some opportunity to perform the behavior and control its implementation. It 251 

was found that each of the three factors mentioned above affects a person's intentions that 252 

determine behavior. 253 

When considering the fashion behavior of teenagers, the theory of planned behavior shows 254 

that there are several ways of influencing a teenager through social media. First of all, young 255 

people with positive attitudes towards fashion content presented on social media may want to 256 

buy similar products. Secondly, subjective norms are also vital for determining the fashion-257 

related behavior of teens since their friends, celebrities, and influencers try to force them to 258 

follow the same fashion style. However, it does not necessarily mean that interest leads to a 259 

fashion-related purchase. 260 

3.5 Digital Identity and Self-Presentation 261 

Digital Identity and Self-Presentation theory shows how people are able to construct and 262 

maintain their image within digital spaces. Online resources give users various ways to 263 

express their personality, tastes, and lifestyle through shared content. Fashion plays an 264 

important role for many teens in creating and maintaining an online presence. Fashion has 265 

become one of the ways of self-expression for teens who use fashion as a method of 266 

constructing their identities on various social media. Using such means as profile pictures, 267 

stories, posts, reels, among other types of shared content, people are able to demonstrate 268 

some aspects of their personalities and fashion style. The tendency to be considered stylish or 269 

trendy is another reason why young people prefer certain clothes. The popularity of different 270 

fashions, which is spread in social media, pushes the users towards certain clothing 271 

preferences and makes them follow the latest fashion trends as a way to look fashionable and 272 

attractive in the eyes of other users. 273 

4. Objectives of the Study 274 

4.1 To examine the relationship between social media exposure and teenagers’ fashion 275 

choices. 276 



 

 

4.2 To analyse the role of influencers, peer trends, and digital fashion content in shaping 277 

teenagers’ fashion-related purchase intentions. 278 

5. Hypotheses 279 

H1: There is a significant positive correlation between social media exposure and teenagers’ 280 

fashion choices. 281 

H2: There is a significant positive correlation between trust in fashion influencers or peer 282 

recommendations and teenagers’ fashion-related purchase intention. 283 

 284 

6. Method 285 

6.1 Research Design 286 

The design of this study will prioritize primary research. We will collect data from teenagers 287 

using a quantitative survey. A primary benefit of this method will be the opportunity to gather 288 

original information on the subject and to provide uniformity to the responses. This research, 289 

to a major extent, will be of a descriptive nature. However, we will also consider patterns and 290 

relationships among different variables. In this context, the nature of this research will also be 291 

correlational. 292 

6.2 Sample and Population 293 

 294 

The population of interest to this research will be young people between 14-25 years old, 295 

comprising school-going youth as well as college youth. The subjects will be chosen 296 

depending on whether they are currently using one social media site as this will provide a 297 

good background about the study topic. To have varied views, both males and females will be 298 

included in the sample size. 299 

6.3 Sampling Method 300 

The method of convenience sampling will be used in choosing the respondents in this study. 301 

Questionnaires will be given out to fellow students, friends, and other student organizations, 302 

which makes it convenient and effective in gathering the views of teenagers. Convenience 303 

sampling is a good approach because it is easy to use, but there are also some disadvantages 304 

associated with it. Participants are not chosen randomly, but according to availability, which 305 

means that they do not represent the whole teenage population. 306 

 307 

7. Data Analysis 308 

This section presents the statistical analysis of survey responses collected for the study, The 309 

Influence of Social Media Platforms on Teenagers’ Fashion Choices. All Likert-scale 310 

responses were coded on a five-point scale, where 1 = Strongly Disagree, 2 = Disagree, 3 = 311 

Neutral, 4 = Agree, and 5 = Strongly Agree. Composite scores were calculated by averaging 312 

the items linked to social media exposure, fashion choice impact, influencer/peer influence, 313 



 

 

and purchase intention/behaviour. The analysis includes descriptive statistics, reliability and 314 

validity checks, and correlation analysis for the stated hypotheses. 315 

7.1 Descriptive Statistics 316 

The final dataset contained 44 usable responses. The respondents’ ages ranged from 14 to 27 317 

years, with a mean age of 19.68 years (SD = 3.61). Since the topic focuses specifically on 318 

teenagers, the age profile of the sample is important: 21 respondents (47.7%) were aged 13-319 

19, while 23 respondents (52.3%) were aged 20 or above. Therefore, the findings should be 320 

interpreted as youth-oriented results, with a teenager-only subset reported where relevant. 321 

Table 7.1: Sample Profile 322 

Measure Value 

Total usable responses 44 

Teenage respondents (13-19) 21 (47.7%) 

20+ respondents 23 (52.3%) 

Mean age 19.68 

Standard deviation of age 3.61 

Median age 20 

Minimum age 14 

Maximum age 27 

  323 

 324 

Figure 7.1: Age group distribution of respondents. 325 

At the construct level, the highest mean score was observed for Social Media Exposure (M = 326 

3.84, SD = 0.92), indicating that respondents generally reported frequent exposure to social 327 



 

 

media and fashion-related content. Fashion Choice Impact, Influencer/Peer Influence Proxy, 328 

and Purchase Intention/Behaviour had moderate mean scores, suggesting that social media 329 

content influences fashion preferences and purchase behaviour, but the intensity varies across 330 

respondents. 331 

Table 7.2: Scale-Level Descriptive Statistics 332 

Scale Items N Mean SD Median Range 

Social Media Exposure 5 44 3.84 0.92 3.80 1-5 

Fashion Choice Impact 9 44 3.12 0.94 3.11 1-5 

Influencer/Peer Influence 

Proxy 

3 44 3.08 1.10 3.17 1-5 

Purchase 

Intention/Behaviour 

2 44 3.11 1.09 3.00 1-5 

  333 

 334 

Figure 7.2: Mean composite scores for the main study constructs. 335 

The item-level results show that social media is a strong source of fashion exposure. The 336 

highest agreement was found for regular social media use (86.4% agree/strongly agree), 337 

awareness of new fashion brands (84.1%), and the general belief that social media influences 338 

teenagers’ fashion choices (75.0%). Comparatively lower agreement was found for impulsive 339 

buying and pressure to keep up with trends, suggesting that respondents may engage with 340 

online fashion content without always converting that exposure into pressure-based or 341 

impulsive purchasing. 342 

 343 

 Table 7.3: Item-Level Descriptive Statistics 344 



 

 

Item Mean SD Median Mode % 

Agree/SA 

Regular SM use 4.32 1.03 5.00 5 86.4% 

Fashion content frequency 3.95 1.22 4.00 5 75.0% 

Follow fashion influencers 3.45 1.32 4.00 4 61.4% 

SM as fashion inspiration 3.41 1.39 4.00 4 54.5% 

Bought after SM content 3.55 1.23 4.00 4 63.6% 

Trends influence clothing 3.57 1.04 4.00 4 54.5% 

Want to dress like influencers 2.98 1.28 3.00 3 31.8% 

Try new styles due to SM 3.52 1.15 4.00 4 61.4% 

Confidence in online trends 3.09 1.24 3.00 4 40.9% 

Impulsive buying from SM 2.68 1.38 2.50 2 29.5% 

Compare style with SM people 2.82 1.32 3.00 2 36.4% 

Aware of new brands 4.05 1.03 4.00 4 84.1% 

Pressure to keep up 2.45 1.35 2.00 1 22.7% 

Positive influence on choices 3.41 1.04 3.50 4 50.0% 

General teen fashion influence 4.09 1.18 4.50 5 75.0% 

  345 

 346 

Figure 7.3: Percentage of respondents who agreed or strongly agreed with each survey item. 347 

7.2 Reliability and Validity of the Scale 348 



 

 

Reliability was assessed using Cronbach’s alpha. A Cronbach’s alpha value close to or above 349 

0.70 is commonly treated as acceptable for exploratory survey research. The Social Media 350 

Exposure scale demonstrated good internal consistency (α = 0.816), while the Fashion Choice 351 

Impact scale demonstrated excellent internal consistency (α = 0.909). The Influencer/Peer 352 

Influence Proxy scale was also acceptable (α = 0.791). Purchase Intention/Behaviour showed 353 

lower reliability (α = 0.576), which should be interpreted cautiously because the scale 354 

contains only two items. 355 

Table 7.4: Reliability Statistics for the Composite Scales 356 

Scale No. of items Cronbach's 

alpha 

Interpretation 

Social Media Exposure 5 0.816 Good 

Fashion Choice Impact 9 0.909 Excellent 

Influencer/Peer Influence Proxy 3 0.791 Acceptable 

Purchase Intention/Behaviour 2 0.576 Low 

  357 

 358 

Figure 7.4: Cronbach's alpha values for the study scales. 359 

Table 7.5: Corrected Item-Total Correlation Summary 360 

Scale Corrected item-

total r range 

Interpretation 

Social Media Exposure 0.443 to 0.820 Positive and statistically 

meaningful item contribution 

Fashion Choice Impact 0.634 to 0.784 Positive and statistically 

meaningful item contribution 

Influencer/Peer Influence Proxy 0.601 to 0.650 Positive and statistically 

meaningful item contribution 



 

 

Purchase Intention/Behaviour 0.407 to 0.407 Positive and statistically 

meaningful item contribution 

  361 

The scale also demonstrates acceptable content validity for the first objective because the 362 

items directly measure social media usage, fashion content exposure, fashion inspiration, and 363 

awareness of new fashion brands. The Fashion Choice Impact scale is aligned with the 364 

outcome variable because it includes items on buying behaviour, style adoption, confidence 365 

in online trends, comparison with social media figures, and perceived pressure to keep up 366 

with trends. Corrected item-total correlations were positive across the scales, indicating that 367 

the items generally contributed meaningfully to their intended constructs. 368 

However, one validity limitation must be noted. The second hypothesis refers to trust in 369 

fashion influencers or peer recommendations, but the questionnaire does not include a direct 370 

item measuring trust in influencers or direct peer recommendations. Therefore, H2 was tested 371 

using an Influencer/Peer Influence Proxy created from items related to following fashion 372 

influencers, wanting to dress like influencers, and comparing one’s style with people seen on 373 

social media. This means the analysis provides a proxy test of H2 rather than a direct test of 374 

trust. In addition, exploratory factor analysis was not conducted because the sample size of 44 375 

is relatively small for stable factor extraction. 376 

7.3 Correlation Analysis 377 

Correlation analysis was conducted to test the two hypotheses. Pearson’s correlation was 378 

used to examine the strength and direction of linear relationships among the composite 379 

variables. Spearman’s rho was also reported as a robustness check because Likert-scale 380 

responses are ordinal in nature. The level of significance was interpreted at α = .05. 381 

Table 7.6: Correlation Analysis and Hypothesis Testing 382 

Hy

p. 

Variables 

Tested 

Sample N Pears

on r 

p Spearm

an rho 

p Decision 

H1 Social Media 

Exposure vs 

Fashion Choice 

Impact 

Full 

sample 

44 0.626 < 

.001 

0.682 < 

.001 

Supported 

H2 Influencer/Peer 

Influence Proxy 

vs Purchase 

Intention/Behavi

our 

Full 

sample 

44 0.741 < 

.001 

0.736 < 

.001 

Supported 



 

 

H1 Social Media 

Exposure vs 

Fashion Choice 

Impact 

Teenager-

only 

subset 

21 0.421 = 

.058 

0.533 = 

.013 

Partially 

supported: 

Pearson 

marginal; 

Spearman 

significant 

H2 Influencer/Peer 

Influence Proxy 

vs Purchase 

Intention/Behavi

our 

Teenager-

only 

subset 

21 0.762 < 

.001 

0.685 < 

.001 

Supported 

  383 

 384 

Figure 7.5: Pearson correlation matrix among the composite variables. 385 

H1 stated that there is a significant positive correlation between social media exposure and 386 

teenagers’ fashion choices. In the full sample, Social Media Exposure had a significant 387 

positive correlation with Fashion Choice Impact (r = 0.626, p < .001). Spearman’s rho also 388 

showed a significant positive association (rho = 0.682, p < .001). This indicates that 389 

respondents with higher exposure to social media and fashion content were more likely to 390 

report that social media influenced their fashion choices. In the teenager-only subset, the 391 

Pearson correlation was positive but marginal (r = 0.421, p = .058), while Spearman’s rho 392 

remained significant (rho = 0.533, p = .013). Therefore, H1 is supported in the full sample 393 

and partially supported in the teenager-only subset. 394 



 

 

 395 

Figure 7.6: Scatterplot showing the relationship between Social Media Exposure and 396 

Fashion Choice Impact. 397 

H2 stated that there is a significant positive correlation between trust in fashion influencers or 398 

peer recommendations and teenagers’ fashion-related purchase intention. Since the 399 

questionnaire did not measure trust directly, the Influencer/Peer Influence Proxy was used for 400 

this test. The proxy scale showed a strong and statistically significant positive correlation 401 

with Purchase Intention/Behaviour in the full sample (r = 0.741, p < .001; rho = 0.736, p < 402 

.001). The teenager-only subset also showed a strong significant relationship (r = 0.762, p < 403 

.001; rho = 0.685, p < .001). Therefore, H2 is supported, but it should be written as a proxy-404 

based finding rather than a direct measure of trust. 405 

8. Results and Discussion 406 

8.1 Demographic Profile 407 

The study population comprised individuals between the ages of 14 and 25, including 408 

students currently enrolled in secondary schools as well as first-year college students. 409 

 410 

 411 



 

 

Figure 7.7: Scatterplot showing the relationship between Influencer/Peer Influence Proxy 412 

and Purchase Intention/Behaviour. 413 

Overall, the correlation results indicate that social media exposure is meaningfully associated 414 

with fashion-choice impact, and influencer/peer-related influence is strongly associated with 415 

purchase intention or purchase-related behaviour. These findings support the broad argument 416 

that social media platforms play an important role in shaping youth fashion preferences. 417 

However, because the sample includes a substantial number of respondents aged 20 and 418 

above, and because H2 relies on a proxy measure rather than a direct trust item, the 419 

conclusions should be presented with appropriate caution. 420 

8.2 Social Media Usage Trends 421 

According to the figures presented in Table 7.3, it can be inferred that teenagers are regular 422 

users of social media. The highest mean value of the frequency of using social media was 423 

found out (M = 4.32, SD = 1.03) with 86.4% of the respondents agreeing or strongly agreeing 424 

to the question whether they are regular users of social media. It should be noted that no data 425 

is given about the average number of hours spent on social media per day in the table. As for 426 

the particular social media sites which are the most popular among respondents, there is no 427 

information about them in the table as well. When it comes to fashion content, the 428 

respondents stated that they are involved in viewing the fashion content rather frequently. 429 

The mean value in this case is equal to 3.95 (SD = 1.22) with 75.0% agreeing or strongly 430 

agreeing to the statement. 431 

8.3 Social Media Exposure and Fashion Choices 432 

These findings suggest that social media acts as a substantial means by which teenagers learn 433 

about fashion trends. It has been observed that a majority of the respondents often come 434 

across fashion-related posts on social media (75.0%), and 61.4% follow fashion influencers 435 

on social media, and 84.1% said that social media assists them to know about new fashion 436 

brands. Moreover, 54.5%agreed that they get fashion inspirations through social media. The 437 

data analysis also shows that social media acts as a medium to some extent for influencing 438 

teenagers’ fashion decisions. More than half of the respondents believe that fashion trends 439 

from social media impact the clothes they wear (54.5%), and more than half of the 440 

respondents feel that social media has a positive impact on their fashion decisions (50.0%). 441 

Additionally, 63.6% have purchased clothes from social media. In addition, the data show 442 

that teenagers are open to trying new styles based on what they see on social media. 61.4% of 443 

people surveyed claimed that they tried new styles due to social media influence, thus 444 

proving that exposure to fashion content motivates them to use different styles. At the same 445 

time, only 31.8% of people were eager to dress just like influencers, implying that although 446 

the influence of social media on fashion is obvious, teenagers choose to modify existing 447 

trends rather than imitate their idols completely. On the whole, the results support the first 448 

hypothesis that assumes that social media plays an important role in fashion choice among 449 

teenagers. Active involvement in fashion content usage, brand recognition, shopping activity, 450 

and the willingness to try something new prove that social media influences fashion choice 451 



 

 

among teenagers. Despite the fact that respondents do not feel any pressure on following 452 

trends or copying influencers, the results obtained can be viewed as a proof of the hypothesis' 453 

validity. 454 

8.4 Role of Influencers and Peer Recommendations 455 

As seen from the results, **61.4%** of the surveyed use fashion influencers, meaning that 456 

the influencers provide fashion information for teenagers. Recommendations from 457 

influencers seem to moderately affect fashion behavior. According to the survey, over half of 458 

the respondents (**54.5%**) were inspired by fashion from social media, **63.6%** bought 459 

clothes due to seeing them online, and **61.4%** tried new styles after seeing fashion from 460 

social media. Nevertheless, only **31.8%** of the participants want to look like influencers 461 

which proves that teenagers find inspiration in the content posted by influencers but do not 462 

follow the style of influencers. No specific questions related to the influence of peers' posts 463 

and opinions on fashion choice were asked in the survey; thus, no conclusions can be drawn 464 

from the survey concerning the effect of peer influence on fashion behaviors. Thus, 465 

influencers have a noticeable effect on teenagers' fashion behavior as they inspire fashion 466 

discovery, purchases, and experimenting with styles. As for peer influence, it cannot be 467 

compared with the one of influencers since it was not covered in the survey at all. 468 

8.5 Viral Trends and Purchase Intention 469 

The results show that social media content and fashion trends motivate teenagers to cultivate 470 

buying intentions, but their influence is moderate rather than strong. The survey found that 471 

more than half of all participants (**63.6%**) had bought clothes seen on social media, 472 

while the vast majority of them (**75.0%**) regularly watched fashion content and more 473 

than three-quarters (**84.1%**) knew about new brands via social media. Thus, one can 474 

conclude that fashion-related posts such as reels, hauls, and videos stimulate awareness of 475 

products and motivate teenagers to purchase fashion items. Moreover, the constant viewing 476 

of fashion content seems to contribute to purchase intention. Approximately **61.4%** of all 477 

respondents indicated that they tried out new styles thanks to social media content. 478 

Nonetheless, only **29.5%** of them indicated that they purchased clothes impulsively, 479 

showing that although social media motivates them to buy certain items, teenagers make their 480 

purchases with some forethought. All these results prove the **second hypothesis**, which 481 

states that **social media trends affect teenagers' intentions to purchase fashion products**. 482 

Social media use increases awareness of brands, stimulates new styles, and motivates 483 

teenagers to purchase clothes, despite the fact that social media do not significantly contribute 484 

to impulsive buying among them. 485 

8.6 Hypothesis Testing 486 

 487 

Hypothesis 1 (H1): There is a significant positive correlation between social media exposure 488 

and fashion choices by teenagers. The test results indicate a significant positive correlation in 489 

the full sample group (r = 0.626, p < .001), suggesting that the more social media exposure a 490 

person gets, the greater the impact on their fashion choice. Even though Pearson correlation 491 



 

 

in the group of teenagers alone was not significant (r = 0.421, p = .058), Spearman's rho 492 

stayed significant (ρ = 0.533, p = .013). As a result, H1 is accepted, as the findings indicate a 493 

significant positive correlation between the variables. 494 

Hypothesis 2 (H2): There is a significant positive correlation between trust in 495 

influencers/peers and teenagers' purchase intention. Trust being the variable that cannot be 496 

quantitatively measured, a proxy measure named Influencer/Peer Influence Proxy was 497 

employed. This proxy showed significant positive correlation with purchase intention in the 498 

full sample group (r = 0.741, p < .001) and the teenager-only group (r = 0.762, p < .001), 499 

along with significant Spearman's rho in both samples. Therefore, H2 is accepted as a proxy-500 

based finding, suggesting that the more influencer or peer influence, the greater purchase 501 

intention. 502 

8.7 Interpretation of Results 503 

The results demonstrate that social media plays a relatively significant role in shaping the 504 

choice of clothing and purchasing behavior among adolescents. Majority of the participants 505 

in the study stated that they use social media frequently, find new fashion brands, watch 506 

fashion content online, and try new looks based on what they see online. The highly 507 

significant correlations established during the research confirm the same once again. These 508 

results are in agreement with the research previously reviewed in the literature review, where 509 

it was determined that social media, influencers, and digital fashion content have a significant 510 

impact on the fashion choices and consumer behavior of teenagers. As in previous studies, it 511 

has been shown that social media is able to increase fashion awareness, provide fashion 512 

inspiration, and lead to clothing purchases without fostering impulsive purchases and direct 513 

influence. The main conclusion made in this study is that teenagers do not follow social 514 

media for the purpose of copying other people; they only get fashion inspiration from the 515 

content posted online. This means that teenagers are inspired by fashion trends on social 516 

media and are able to make their own fashion choices based on personal preferences. 517 

9. Conclusion 518 

9.1 Summary of Findings 519 

 520 

From the survey results, it can be seen that the use of social media is very influential in terms 521 

of how teens choose their fashion. The majority of the participants confirmed that they 522 

frequently use social media; view fashion-related content; discover new fashion brands 523 

through it; and try out new fashion styles as a result. It can therefore be said that social media 524 

is an important source of fashion inspiration and motivates teenagers to buy the fashion 525 

products they see on social media. The influence of fashion influencers has been confirmed 526 

by the fact that the teenagers are motivated to adopt new styles and become more aware about 527 

fashion. In addition, viral trends, fashion reels, and hauls have been found to motivate the 528 

teens to purchase fashion products. However, due to lack of sufficient information, the 529 

influence of peers cannot be ascertained. Hypothesis testing was consistent with both 530 



 

 

research hypotheses. Hypothesis H1 was validated, revealing the significant positive effect of 531 

social media exposure on the fashion decisions made by teenagers. Moreover, H2 was 532 

validated as well on the basis of a proxy variable, revealing that higher influence of 533 

influencers or peers increases the level of purchase intention. 534 

 535 

9.2 Behavioural Insights 536 

 537 

As shown above, teenagers consider fashion a major means of self-expression and personal 538 

identity formation. Social media influences their fashion choices and shopping behavior in 539 

both ways since, on one hand, it acts as a source of inspiration due to fashion trends, 540 

influencers, and creative content. On the other hand, it also adds pressure on them to be up-541 

to-date with the fashion trends and meet the requirements of social media users. Elements 542 

like trust in influencers, relatability, and peer acceptance also play a crucial role in their 543 

fashion choices and shopping behavior. Moreover, viral content, such as fashion reels, hauls, 544 

and trendy posts, makes them more aware about the new products and inspires them to follow 545 

current fashion trends and buy clothes and accessories. 546 

10. Recommendations 547 

10.1 Digital Awareness and Media Literacy 548 

 549 

It is essential that the younger generation is sensitized about the influence of social media on 550 

their fashion choices and purchasing behavior. Given that social media has become one of the 551 

main sources of inspiration for fashion, teenagers should realize how digital marketing tools 552 

work and affect their preferences and choices when it comes to buying certain items of 553 

clothes. It is possible to teach teenagers at school or college how to differentiate between 554 

recommendations, advertisements, and promotions by including the study of digital 555 

marketing, social media algorithms, influencer marketing, and persuasive online 556 

advertisements. 557 

 558 

Moreover, it is important to teach teenagers how to analyze the fashion content on social 559 

media to distinguish between authentic fashion choices and advertisements in order to be able 560 

to make responsible purchases. Digital awareness and literacy are likely to result in 561 

independent thinking and analysis of the content found on social media platforms to avoid 562 

being affected by certain trends. Ultimately, it will allow teenagers to feel confident enough 563 

to express their personal style and make appropriate fashion choices. 564 

10.2 Responsible Fashion Consumption 565 

Instead, young people need to be educated about being more considerate and reasonable 566 

when it comes to fashion, instead of buying whatever happens to be trending on social 567 

networks. Although some inspirations might come from social networking platforms, there 568 

should also be a consideration for comfort, costs, quality, durability, and personal taste. 569 

Cultivation of the habit of mindful purchasing will help young people to stop spending 570 



 

 

unnecessary amounts of money and making impulsive decisions driven by various 571 

influencers. It is necessary to encourage them to buy clothes that suit their style and are going 572 

to last longer, regardless of how fashionable they may look in the present moment. 573 

Furthermore, encouragement of sustainability through reuse, repair, exchange, and restyling 574 

of clothes that have already been purchased can help to reduce consumption. 575 

10.3 Ethical Influencer Marketing 576 

Influencers, brands, and even social media companies need to be responsible for creating 577 

ethical and transparent marketing campaigns, particularly where young people are involved. 578 

It is important that influencers are completely honest about any sponsored posts or 579 

collaborations and make it clear to their audience whether something is an advertisement or a 580 

recommendation. Content related to fashion should encourage creativity and self-expression 581 

without making people feel like they need to live up to certain standards of beauty or social 582 

status. Likewise, brands should never use marketing techniques that would cause insecurity 583 

or put pressure on teenagers to buy clothes all the time to conform to what others think. 584 

10.4 Role of Parents and Educators 585 

It is crucial for parents and educators to help teenagers form a healthy relationship with 586 

fashion and social media. Firstly, parents need to engage in constructive and productive 587 

discussion regarding the impact of social media on teenagers' self-esteem, self-confidence, 588 

financial management, and attitude towards notions such as success and beauty. The 589 

conversation should be conducted with the aim of explaining to teenagers the difference 590 

between reality and highly staged content on social networks. This would allow them to 591 

understand that not everything that is posted on social media can be true. 592 

 593 

Moreover, teenagers can be encouraged to make thoughtful decisions when choosing to buy 594 

fashion items. Educational institutions can support these initiatives by including elements of 595 

digital literacy and consumer awareness into their curricula. Educational establishments can 596 

conduct various workshops and seminars aimed at explaining to students how social media, 597 

sponsored posts, and advertisements affect consumers. 598 

 599 

Moreover, teens should be advised to cultivate their own unique style according to their 600 

interests, personality, and personal beliefs without imitating influencers and trying to follow 601 

every new trend. Parents and educators should encourage the development of self-confidence, 602 

individuality, creativity in styling oneself, and highlight that fashion is the way for self-603 

expression, and not an attempt to impress other people. An atmosphere of support will help 604 

teenagers cope with the influence of social networks, enhance their self-respect, and make 605 

proper decisions regarding fashion and expenses. 606 

11. Limitations of the Study 607 

 608 

This study had a number of limitations, and they should be taken into account when 609 

interpreting its results. Firstly, the number of respondents was rather limited; thus, the results 610 



 

 

may not be easily generalizable. Secondly, the participants were from a particular school, 611 

city, or peer group; as a result, their attitudes may not reflect those of all teenagers. Thirdly, 612 

self-reports were used as a data collection method; as a consequence, the answers might be 613 

affected by memory distortions, personal biases, and the need to give socially desirable 614 

answers. Furthermore, not all social media were equally studied as each platform affects 615 

fashion behaviour to a different degree. Moreover, fashion decisions made by teenagers are 616 

influenced by many other factors apart from social media use, such as family values, culture, 617 

wealth, preferences, and friendships. Thus, these variables were not included into the analysis 618 

and could affect fashion behaviour as well. 619 

 620 

 621 

 622 

 623 

12. Future Scope of Research 624 

 625 

Future studies on the topic will be able to build on the results of this study by conducting a 626 

similar study but using a larger and diversified sample in order to increase the reliability and 627 

applicability of the findings. For example, researchers might consider comparing teenagers 628 

from various cities, states, or even countries in order to find out how cultural, social, and 629 

economic differences affect the association between social media and fashion. Furthermore, 630 

future studies might try to look into gender differences, which could help determine whether 631 

there are any differences in responses of male and female teenagers to the impact of social 632 

media influencers, fashion trends, and shopping. Moreover, future studies might look at the 633 

specific effect that certain platforms have on fashion trends of teenagers. This would mean 634 

looking at how the characteristics of various applications – such as Instagram, Tiktok, and 635 

YouTube – shape fashion preferences of their users. Finally, future researchers might look 636 

into the effects that social media fashion trends have on body image, self-esteem, and mental 637 

well-being of teenagers. 638 

13. References 639 

Abdurrahman, R., & colleagues. (2023). Analysis of the spill outfit trend on TikTok to 640 

teenagers' fashion interest in Pekanbaru. Textile Research Journal. Advance online 641 

publication. https://doi.org/10.1177/00405175231155860 642 

Associated Press. (2024). Gen Z and shopping/fashion article. Associated Press. 643 

https://apnews.com/article/27e6f62051b887b005ef79c8b455b11a 644 

Business Insider. (2024). What is underconsumption core? The Gen Z TikTok trend 645 

explained. Business Insider. https://www.businessinsider.com/what-is-underconsumption-646 

core-gen-z-tiktok-trend-2024-7 647 

https://doi.org/10.1177/00405175231155860
https://apnews.com/article/27e6f62051b887b005ef79c8b455b11a
https://apnews.com/article/27e6f62051b887b005ef79c8b455b11a
https://apnews.com/article/27e6f62051b887b005ef79c8b455b11a
https://www.businessinsider.com/what-is-underconsumption-core-gen-z-tiktok-trend-2024-7
https://www.businessinsider.com/what-is-underconsumption-core-gen-z-tiktok-trend-2024-7


 

 

The Guardian. (2021, August 12). Being too aspirational is repellent now: The rise of the 648 

genuinfluencers. The Guardian. https://www.theguardian.com/fashion/2021/aug/12/being-649 

too-aspirational-is-repellent-now-the-rise-of-the-genuinfluencers 650 

Vogue. (n.d.). How Gen Z's shopping habits will shape the future of retail. Vogue. 651 

https://www.vogue.com/article/how-gen-zs-shopping-habits-will-shape-the-future-of-retail 652 

How TikTok videos from local fashion brands influence Generation Z's purchase intentions: 653 

The roles of attitude and trust. (2025). ResearchGate. 654 

Parasocial interaction and the effects of Gen Z purchase intention on TikTok. (2025). 655 

ResearchGate. 656 

The influence of influencer marketing, video content and social media interaction on 657 

Generation Z's buying interest. (2025). ResearchGate. 658 

The influence of social media marketing and brand awareness on purchase decisions of 659 

fashion products among Generation Z on TikTok Shop. (2025). ResearchGate. 660 

The role of TikTok Shop influencers through toxic content in triggering impulse buying 661 

among Generation Z. (2025). ResearchGate. 662 

The consumer socialization process: How social media affects youth luxury consumption. 663 

(2024). Journal of Business Management. https://e-664 

journal.nusantaraglobal.ac.id/index.php/jusbuman/article/view/33 665 

Frontiers in Communication. (2026). Article 1830223. Frontiers in Communication. 666 

https://www.frontiersin.org/articles/10.3389/fcomm.2026.1830223/full 667 

14. Appendices 668 

14.1 Questionnaire 669 

q1) I regularly use social media apps such as instagram and snapchat   670 

 671 

q2) I see fashion related content often  672 

 673 

q3) I follow fashion influencers and celebrities online  674 

 675 

q4) Social media is one of my favourite sources for fashion inspiration 676 

 677 

q5) I have bought clothes after seeing them online 678 

 679 

q6) Fashion trends on social media influence my clothing choices  680 

 681 

q7) I often want to dress like influencers that i see on social media  682 
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 683 

q8) social media encourages me to try out new clothes  684 

 685 

q9) I feel more confident in clothes that are trending online  686 

 687 

q10) Sometimes i buy clothes impulsively because of the ads or posts  688 

 689 

q11) I compare my fashion style with people who i see online  690 

 691 

q12) social media helps me to be aware of the fashion trends going on  692 

 693 

q13) I feel pressured to keep up with the fashion trends going on  694 

 695 

q14) Social media has a positive influence over my fashion choices  696 

 697 

q15) I believe that social media influences teenagers fashion choices in general  698 

 699 

Likert scale :-  700 

Strongly disagree, disagree, neutral, agree, strongly agree  701 

14.2 Additional Tables or Figures 702 
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