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The rapid expansion of social media has fundamentally transformed youth fashion consumption, reshaping 

how trends are created, disseminated, and adopted. This study investigates the influence of social media 

trends on youth fashion behaviour through a qualitative review of secondary data. Drawing on established 

theoretical perspectives, including Social Identity Theory, Consumer Culture Theory, and the Diffusion of 

Innovations framework, the study synthesises findings from peer-reviewed literature, industry reports, and 

digital analytics sources. The analysis reveals that visual-centric platforms, influencer marketing, and 

algorithmic personalisation significantly shape youth preferences and purchasing decisions. Social media 

fosters identity construction and self-expression while simultaneously accelerating trend cycles through the 

emergence of micro-trends. However, this rapid consumption pattern contributes to sustainability 

challenges, including overconsumption and environmental degradation. The findings highlight a paradox in 

which social media promotes both creative engagement and unsustainable consumption practices. The study 

contributes to the existing literature by providing an integrative understanding of the socio-cultural and 

technological mechanisms driving youth fashion consumption in the digital age. Implications for marketers, 

policymakers, and future research are also discussed. 
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