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SHAPING STYLE: How INFLUENCERS DRIVE APPAREL
PurcHASES AMONG YOUNG CONSUMERS

M. Benita*, T. Rita Rebekah**

Abstract. This review article explores the profound impact of influencers on the buying behavior of young consumers in the apparel
industry. Social media platforms such as Instagram, TikTok, and YouTube have allowed influencers to become key players in shaping fashion
trends, promoting brand loyalty, and driving consumer purchases among youth. This article investigates how influencers use relatability,
trust, and social proof to influence the fashion choices of young buyers. It further examines the role of micro- and macro-influencers, the
psychological motivations behind youth purchasing decisions, and the ethical considerations of influencer marketing in fashion, including
concerns over fast fashion and consumer trust. The review highlights existing research on the subject and offers insights into the future
trajectory of influencer marketing in the apparel sector, especially targeting young consumers.
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INTRODUCTION

In recent years, the apparel industry has experienced
significant changes due to the rise of influencer marketing,
particularly among younger consumers. Social media
influencers have become powerful voices in shaping the tastes
and preferences of young buyers. These individuals, who
curate and share content about fashion, trends, and lifestyle,
have altered traditional marketing models, making them
integral to fashion brands’ strategies. Young customers, who
are highly active on platforms like Instagram and TikTok,
often rely on influencers for style inspiration, product
recommendations, and validation of their fashion choices.
This review examines how influencers have changed young
consumers’ behavior in the apparel industry, focusing on
factors such as trust, authenticity, and the psychology behind
their buying decisions.

ROLE OF INFLUENCERS IN YOUTH
APPAREL BUYING BEHAVIOR

Relatability and Trust

Influencers are often seen as more relatable and trustworthy
compared to traditional celebrities. This is particularly true
among younger audiences, who perceive influencers as
“real” people who share honest opinions about products.
Unlike conventional advertising, which can feel distant
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and corporate, influencer endorsements create a sense of
personal connection with their followers, making them
highly effective in encouraging purchases. A study by
Mintel (2020) showed that 45% of young consumers trust
recommendations from influencers over brands, highlighting
the significant role trust plays in this dynamic.

Young consumers, particularly Gen Z, are more likely to
engage with influencers who share similar lifestyles, tastes,
and values. These influencers are not just brand ambassadors
but are seen as friends or mentors, who provide fashion tips
and inspiration in an informal and personalized manner. As
a result, when influencers endorse a brand or product, young
consumers are more inclined to trust their recommendations,
leading to increased purchases in the apparel sector.

Social Proof and Peer Validation

Social proof, or the idea that people tend to follow the actions
of others in uncertain situations, plays a significant role in
influencing young customers. Influencers provide this proof
by showcasing apparel in ways that appeal to their audience’s
sense of style and identity. According to SocialMediaToday
(2021), young consumers are more likely to buy an item if
they see their favorite influencer wearing it, as this gives
them social validation and aligns them with current trends.
In this sense, influencers act as a bridge between the fashion
industry and consumers, translating trends into accessible,
real-life examples.
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The fast-paced nature of social media trends also means
that fashion items endorsed by influencers can quickly
become “must-haves.” Influencers often post images,
videos, or stories of their latest fashion purchases, making
their followers feel the pressure to stay up-to-date with the
latest styles. For young consumers, staying relevant and
fashionable among their peers is critical, and influencers
provide a guide for them to achieve this.

The Rise of Micro-Influencers

While mega-influencers with millions of followers certainly
impact youth fashion choices, micro-influencers, who
have smaller but more engaged audiences, are becoming
more important in shaping the buying behavior of young
consumers. Research by Influencer Marketing Hub (2021)
shows that micro-influencers (those with 10,000 to 100,000
followers) tend to have higher engagement rates and a
more authentic relationship with their followers than larger
influencers, which leads to more effective marketing.

Young consumers are increasingly looking for genuine
interactions and honest reviews, something that micro-
influencers are better able to provide. Micro-influencers
often collaborate with smaller or emerging apparel brands,
offering a fresh perspective and more relatable content that
resonates with younger audiences. Their recommendations,
even if less flashy than those of mega-influencers, are seen as
more trustworthy, driving sales for apparel brands targeting
the youth market.

PSYCHOLOGICAL FACTORS IN
YOUTH CONSUMER BEHAVIOR

Fear of Missing Out (FOMO)

One of the key psychological drivers behind the influence
of social media on young customers is the Fear of Missing
Out (FOMO). Influencers often create a sense of urgency
by promoting limited-time offers, exclusive collections,
or trending styles. Young consumers, who are particularly
sensitive to social trends, feel the pressure to participate in
these trends to avoid being left out. This leads to impulsive
buying behaviors, especially in the apparel industry, where
trends change rapidly.

A survey by Deloitte (2020) found that 60% of Gen Z
consumers feel compelled to purchase products endorsed by
influencers to “fit in” with their social circles. Influencers
play into this psychological need by frequently posting

about their latest purchases and making fashion appear more
accessible and desirable.

Self-Expression and Identity

For young consumers, fashion is not just about clothing—
it is a means of self-expression. Influencers often embody
certain lifestyles or aesthetics that young consumers aspire
to, making apparel an extension of their identity. Through
influencer marketing, apparel brands tap into this desire
for self-expression by promoting clothing that aligns with
different personal styles, whether it be streetwear, athleisure,
or high fashion.

A study by Harvard Business Review (2021) emphasized
that young consumers use fashion to communicate who they
are and what they stand for. Influencers help shape these
identities by introducing new trends, styles, and brands that
resonate with the values and personalities of their followers.

ETHICAL CONSIDERATIONS

Promotion of Fast Fashion

One of the most controversial aspects of influencer
marketing in the apparel industry is the promotion of fast
fashion. Many young influencers collaborate with fast
fashion brands, which are criticized for their unsustainable
practices and negative environmental impact. Fast fashion
brands often capitalize on trends created by influencers,
encouraging young consumers to buy more frequently and
discard items just as quickly. This raises ethical concerns
about the environmental footprint of such consumption
patterns.

Consumers are becoming more aware of the ethical
implications of their purchasing decisions. As a result,
influencers are under increasing pressure to promote
sustainable fashion and encourage responsible consumption.
However, balancing the demands of fast fashion with ethical
marketing remains a challenge.

Authenticity and Trust Issues

Another issue with influencer marketing is the question
of authenticity. As more influencers engage in sponsored
content, young consumers may question the sincerity of
their endorsements. Research from Forbes (2022) revealed
that 54% of Gen Z consumers are skeptical of influencer
promotions, particularly when influencers fail to disclose
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their partnerships with brands. This can lead to a decline
in trust, negatively impacting both the influencer and the
brand’s reputation.

CONCLUSION

Influencers have revolutionized the way young consumers
approach fashion, particularly in the apparel industry. By
leveraging their trust, relatability, and ability to provide
social proof, influencers have become critical drivers of
buying behavior among young consumers. However, the
challenges of maintaining authenticity and addressing ethical
concerns, such as fast fashion, cannot be ignored. Moving
forward, both influencers and apparel brands will need to
strike a balance between promoting trends and encouraging
responsible consumption, while continuing to engage young
consumers in meaningful ways.
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