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The rapid expansion of social media has significantly reshaped fashion consumption patterns, particularly 

among youth. This study examines the influence of social media fashion challenges on youth consumption 

behaviour through a qualitative analysis of secondary data. Drawing on theoretical perspectives including 

Consumer Culture Theory, Social Comparison Theory, Conspicuous Consumption, Fear of Missing Out 

(FOMO), and Behavioural Reasoning Theory, the research explores how digital trends shape purchasing 

decisions, identity construction, and sustainability perceptions. The findings indicate that social media 

fashion challenges accelerate micro-trend cycles, encourage impulsive buying, and promote performative 

consumption driven by social validation and peer influence. At the same time, a sustainability paradox 

emerges, as youth express environmental awareness while continuing to engage in fast fashion practices. The 

study also identifies the growing role of alternative digital movements, such as sustainable fashion challenges, 

in promoting conscious consumption. Overall, the research highlights the dual role of social media as both a 

driver of hyper-consumption and a platform for behavioural change. The study contributes to a deeper 

understanding of digital consumer culture and offers implications for sustainable fashion practices and 

policy development. 

 

Keywords: social media, fashion challenges, youth consumption, fomo, fast fashion, consumer behaviour, 

sustainability 

 

 

 

 

  
1Department of Fashion Design & Technology 

 2Department of Business Administration 

Shanto-Mariam University of Creative Technology. Dhaka, Bangladesh 

 

*Corresponding author: Arifa Akter Bithe, Email:  bithearifaaktherbithe@gmail.com  
Copyright: © 2026 by the authors. Licensee KMF Publishers (www.kmf-publishers.com). This open-access article is 

distributed under the terms and conditions of the Creative Commons Attribution (CC BY) license (https:// 

creativecommons.org/licenses/by/4.0/). 

 

https://doi.org/10.64907/xkmf.v04i03.jsgmm.17
mailto:bithearifaaktherbithe@gmail.com


Social Media Fashion Challenges and Youth Consumption Patterns 

2 
 Bithe et al. 2026 

1. Introduction 

The emergence of social media has 

fundamentally transformed the dynamics of 

consumer behaviour, particularly within the 

global fashion industry. Over the past decade, 

platforms such as Instagram, TikTok, and 

YouTube have evolved from simple 

communication tools into influential 

ecosystems that shape cultural trends, social 

norms, and consumption practices. Among 

these transformations, the rise of social media 

fashion challenges represents a significant 

phenomenon that has redefined how fashion 

is produced, circulated, and consumed, 

especially among youth populations. 

Youth, particularly those belonging to 

Generation Z, are highly immersed in digital 

environments and are considered “digital 

natives” who engage extensively with visual 

and interactive content (Djafarova & Bowes, 

2021). This demographic spends a substantial 

amount of time on social media platforms, 

where exposure to fashion-related content is 

continuous and algorithmically curated. As a 

result, social media not only influences their 

aesthetic preferences but also plays a critical 

role in shaping their consumption decisions. 

The interactive and participatory nature of 

social media encourages users to actively 

engage in trends, rather than passively 

consume them, thereby blurring the 

boundaries between consumers and content 

creators (Kaplan & Haenlein, 2010). 

Social media fashion challenges have 

emerged as a particularly powerful 

mechanism within this digital ecosystem. 

These challenges typically involve users 

recreating specific outfits, participating in 

styling transformations, or adhering to 

themed consumption practices such as “30-

day outfit challenges” or “haul trends.” The 

viral nature of these challenges is driven by 

platform algorithms, influencer participation, 

and peer engagement, resulting in rapid 

dissemination across global audiences. 

Unlike traditional fashion cycles, which were 

largely dictated by designers and seasonal 

collections, social media challenges 

democratize trend creation and accelerate 

fashion cycles to unprecedented speeds 

(McNeill & Moore, 2015). 

While these developments have expanded 

opportunities for creativity and self-

expression, they have also introduced new 

complexities in consumption behaviour. One 

of the most notable consequences is the 

intensification of consumption frequency. 

Social media challenges often promote the 

constant acquisition of new clothing items to 

keep up with evolving trends, thereby 

encouraging impulsive and repetitive 

purchasing behaviours. Studies indicate that 

exposure to social media content 

significantly increases purchase intention, 

particularly when it involves influencer 

endorsements or peer validation (De Veirman 

et al., 2017; Lou & Yuan, 2019). 

Furthermore, psychological factors such as 

Fear of Missing Out (FOMO) play a crucial 

role in shaping youth participation in fashion 

challenges. FOMO refers to the anxiety 

individuals experience when they believe 

others are having rewarding experiences 

without them, leading to a desire to stay 

continuously connected and engaged 

(Przybylski et al., 2013). In the context of 
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fashion challenges, FOMO manifests as a 

pressure to participate in trends before they 

fade, thereby driving consumption behaviour. 

This phenomenon is further amplified by 

social comparison processes, where 

individuals evaluate their appearance and 

lifestyle against curated representations of 

others on social media (Festinger, 1954). 

Another critical dimension of this 

phenomenon is the role of identity 

construction. Fashion has long been 

recognised as a means of self-expression and 

identity formation, particularly among youth 

(Belk, 1988). Social media enhances this 

function by providing a platform for 

individuals to curate and present their 

identities to a global audience. Participation 

in fashion challenges allows users to align 

themselves with specific aesthetic 

communities, thereby reinforcing their social 

identity and sense of belonging. 

However, the influence of social media 

fashion challenges is not unidimensional. 

While they contribute to increased 

consumption, they also serve as platforms for 

alternative narratives, including 

sustainability and ethical fashion practices. 

Movements such as “no-buy challenges,” 

“capsule wardrobes,” and “thrift flips” 

demonstrate the potential of social media to 

promote conscious consumption and 

environmental awareness (Joy et al., 2012). 

This dual role highlights the complexity of 

social media as both a driver of hyper-

consumption and a facilitator of sustainable 

practices. 

Despite the growing body of research on 

social media and consumer behaviour, there 

remains a need for a comprehensive 

understanding of how social media fashion 

challenges specifically influence youth 

consumption patterns. Existing studies often 

focus on general social media effects or 

influencer marketing, with limited attention 

to the participatory and trend-driven nature of 

fashion challenges. Moreover, the interplay 

between psychological, social, and cultural 

factors in shaping these behaviours requires 

further exploration. 

This study aims to address these gaps by 

examining the impact of social media fashion 

challenges on youth consumption patterns 

through a qualitative analysis of secondary 

data. By integrating theoretical perspectives 

such as Consumer Culture Theory, Social 

Comparison Theory, and FOMO, the 

research seeks to provide a multidimensional 

understanding of this phenomenon. The 

findings are expected to contribute to both 

academic discourse and practical strategies 

for promoting sustainable consumption in the 

digital age. 

2. Literature Review  

The integration of social media into everyday 

life has significantly altered the mechanisms 

of fashion consumption. Unlike traditional 

media, which operates through one-way 

communication, social media platforms 

facilitate interactive and user-generated 

content, enabling consumers to actively 

participate in the creation and dissemination 

of fashion trends (Kaplan & Haenlein, 2010). 

This participatory culture has led to the 

decentralisation of fashion authority, shifting 

influence from designers and fashion houses 

to influencers and everyday users. 
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Research indicates that social media content, 

particularly visual platforms such as 

Instagram and TikTok, has a strong impact on 

consumer preferences and purchasing 

behaviour (Djafarova & Rushworth, 2017). 

Influencers play a pivotal role in this process 

by acting as opinion leaders who shape 

consumer attitudes and behaviours. Their 

perceived authenticity and relatability 

enhance their credibility, making their 

endorsements more persuasive than 

traditional advertising (Lou & Yuan, 2019). 

In addition, algorithm-driven content 

curation ensures that users are continuously 

exposed to fashion-related content that aligns 

with their preferences, thereby reinforcing 

consumption patterns. This constant 

exposure creates a sense of immediacy and 

urgency, encouraging users to adopt trends 

quickly before they become obsolete. 

2.1 Emergence of Social Media 

Fashion Challenges 

Social media fashion challenges represent a 

unique form of digital engagement that 

combines entertainment, creativity, and 

consumption. These challenges often involve 

specific themes or formats, such as outfit 

transformations, styling hacks, or brand-

specific campaigns. Their viral nature is 

facilitated by platform algorithms that 

prioritise engaging and shareable content. 

The concept of “challenge culture” has been 

widely studied in the context of social media, 

highlighting its role in fostering community 

participation and social interaction (Zulli & 

Zulli, 2020). In the fashion domain, 

challenges serve as mechanisms for trend 

dissemination and consumer engagement. 

They encourage users to replicate and 

reinterpret existing styles, thereby 

contributing to the rapid diffusion of fashion 

trends. 

However, the participatory nature of these 

challenges also raises concerns about 

overconsumption. The need to continuously 

create new content often requires the 

acquisition of new clothing items, leading to 

increased consumption frequency and 

reduced product lifespan. This phenomenon 

is closely linked to the concept of “fast 

fashion,” which emphasises speed and 

affordability at the expense of sustainability 

(Joy et al., 2012). 

2.2 Youth Consumption Behaviour 

in the Digital Age 

Youth consumption behaviour is 

characterised by experimentation, identity 

exploration, and susceptibility to social 

influence. Social media intensifies these 

characteristics by providing a platform for 

continuous interaction and comparison. 

Studies show that young consumers are more 

likely to be influenced by peer opinions and 

social norms when making purchasing 

decisions (Moschis & Churchill, 1978). 

Generation Z, in particular, exhibits a high 

level of engagement with social media and a 

strong preference for visual content. This 

demographic is also more likely to seek 

validation through likes, comments, and 

shares, which serve as indicators of social 

approval. As a result, consumption decisions 

are often influenced by the desire to achieve 

social recognition and acceptance. 

At the same time, there is a growing 

awareness of sustainability among young 
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consumers. Research indicates that while 

Gen Z expresses concern for environmental 

issues, their actual consumption behaviour 

often contradicts these values (Joy et al., 

2012). This discrepancy highlights the 

complexity of youth consumption patterns in 

the digital age. 

2.3 Psychological Drivers: Social 

Comparison and FOMO 

Psychological factors play a critical role in 

shaping consumption behaviour in the 

context of social media. Social Comparison 

Theory suggests that individuals evaluate 

themselves based on comparisons with 

others, particularly in environments where 

information about others is readily available 

(Festinger, 1954). Social media amplifies this 

process by providing curated representations 

of idealised lifestyles and appearances. 

FOMO is another significant driver of 

consumption behaviour. It creates a sense of 

urgency and anxiety, motivating individuals 

to participate in trends and experiences to 

avoid feeling excluded (Przybylski et al., 

2013). In the context of fashion challenges, 

FOMO encourages users to purchase new 

clothing items and engage in trends before 

they disappear. 

These psychological drivers are further 

reinforced by platform features such as likes, 

comments, and shares, which provide 

immediate feedback and validation. This 

feedback loop creates a cycle of continuous 

engagement and consumption. 

2.4 Influencer Culture and Digital 

Consumerism 

Influencers have become central figures in 

the social media fashion ecosystem. Their 

ability to shape consumer behaviour is rooted 

in their perceived authenticity and 

relatability. Unlike traditional celebrities, 

influencers often present themselves as 

ordinary individuals, making their 

recommendations more accessible and 

trustworthy (Djafarova & Rushworth, 2017). 

The rise of influencer culture has also led to 

the commercialisation of social media, where 

content is often sponsored or branded. This 

commercialisation raises questions about 

authenticity and transparency, as users may 

not always be aware of the promotional 

nature of content. 

Nevertheless, influencers play a crucial role 

in trend formation and dissemination. Their 

participation in fashion challenges 

significantly increases the visibility and 

popularity of these trends, thereby 

influencing consumption patterns. 

2.5 Sustainability and Ethical 

Consumption 

The environmental impact of fast fashion has 

become a major concern in recent years. 

Social media has played a dual role in this 

context, both promoting consumption and 

raising awareness about sustainability issues. 

Movements such as sustainable fashion 

challenges and “deinfluencing” campaigns 

demonstrate the potential of social media to 

encourage responsible consumption. 

Research suggests that social media can 

influence pro-environmental behaviour by 
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increasing awareness and providing access to 

information (Xie & Madni, 2023). However, 

the effectiveness of these initiatives depends 

on the extent to which they can counteract the 

dominant culture of consumption. 

3. Theoretical Framework  

Understanding the influence of social media 

fashion challenges on youth consumption 

patterns requires a multidimensional 

theoretical lens that integrates sociocultural, 

psychological, and behavioural perspectives. 

This study adopts a composite theoretical 

framework drawing on Consumer Culture 

Theory (CCT), Social Comparison Theory, 

Conspicuous Consumption Theory, Fear of 

Missing Out (FOMO), and Behavioural 

Reasoning Theory (BRT). Together, these 

frameworks provide a comprehensive 

explanation of how social media 

environments shape consumption behaviour 

among youth. 

3.1 Consumer Culture Theory 

(CCT) 

Consumer Culture Theory (CCT) offers a 

foundational perspective for analysing the 

symbolic and experiential aspects of 

consumption. Rather than viewing 

consumption as a purely economic activity, 

CCT conceptualises it as a cultural process 

through which individuals construct and 

express identity (Arnould & Thompson, 

2005). In the context of fashion, clothing 

serves as a symbolic resource that 

communicates social status, group affiliation, 

and personal values. 

Social media amplifies the mechanisms 

described by CCT by providing a platform 

for identity performance and public self-

presentation. Fashion challenges, in 

particular, function as participatory rituals 

where users actively construct their identities 

by aligning with specific aesthetic trends or 

communities. The visibility of these 

performances through likes, comments, and 

shares reinforces the symbolic value of 

consumption, making fashion not only a 

personal choice but also a social statement. 

Furthermore, CCT highlights the role of 

marketplace ideologies and cultural 

narratives in shaping consumption practices. 

Social media platforms act as cultural 

intermediaries that disseminate and 

normalise consumption-oriented values, 

often promoting novelty, immediacy, and 

visual appeal. These dynamics contribute to 

the acceleration of fashion cycles and the 

normalisation of frequent consumption 

among youth. 

3.2 Social Comparison Theory 

Social Comparison Theory, originally 

proposed by Festinger (1954), posits that 

individuals evaluate their abilities, opinions, 

and identities by comparing themselves to 

others. In social media environments, this 

process is intensified due to the constant 

exposure to curated and idealised 

representations of others’ lives. 

Fashion-related content on social media often 

emphasises aesthetics, lifestyle, and material 

possessions, creating a benchmark against 

which users evaluate themselves. Upward 

social comparison-comparing oneself to 

individuals perceived as superior-can lead to 

dissatisfaction and a desire to improve one’s 

appearance or social status. This, in turn, 
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drives consumption behaviour, as individuals 

seek to acquire products that align with 

perceived ideals. 

Empirical studies have demonstrated that 

social comparison on social media is 

positively associated with materialism and 

purchase intentions (Vogel et al., 2014). In 

the context of fashion challenges, users are 

not only exposed to idealised images but are 

also encouraged to replicate them, thereby 

translating comparison into action. This 

dynamic reinforces consumption as a means 

of achieving social parity or distinction. 

3.3 Conspicuous Consumption 

Theory 

Conspicuous Consumption Theory, rooted in 

Veblen’s (1899/1994) work, explains how 

individuals purchase goods to signal wealth, 

status, or social identity. In contemporary 

digital environments, social media has 

become a primary arena for conspicuous 

consumption, where users display their 

possessions and lifestyles to a wide audience. 

Fashion challenges often involve showcasing 

outfits, brands, or styling techniques, making 

them inherently performative. Participation 

in these challenges can be interpreted as a 

form of digital conspicuous consumption, 

where the visibility of consumption is as 

important as the act itself. The emphasis on 

visual presentation and audience engagement 

amplifies the signalling function of 

consumption, encouraging users to invest in 

products that enhance their social image. 

Moreover, the accessibility of fast fashion 

enables a broader range of consumers to 

engage in conspicuous consumption, 

democratizing status display while 

simultaneously intensifying competition for 

social recognition. This phenomenon aligns 

with contemporary interpretations of 

conspicuous consumption, which emphasise 

symbolic rather than purely economic forms 

of status signalling (Belk, 1988). 

3.4 Fear of Missing Out (FOMO) 

Fear of Missing Out (FOMO) is a 

psychological construct that describes the 

anxiety individuals experience when they 

perceive that others are having rewarding 

experiences without them (Przybylski et al., 

2013). In the context of social media, FOMO 

is closely linked to continuous connectivity 

and the desire to stay updated with trends and 

social activities. 

Fashion challenges are inherently time-

sensitive, often characterised by rapid 

emergence and decline. This temporality 

creates a sense of urgency, motivating users 

to participate before the trend becomes 

obsolete. FOMO thus acts as a catalyst for 

consumption, as individuals purchase new 

items to engage in challenges and maintain 

social relevance. 

Research indicates that FOMO is associated 

with increased social media use, impulsive 

buying, and reduced self-regulation (Alt, 

2015). In fashion contexts, this translates into 

frequent purchasing and low consideration of 

long-term consequences, such as financial 

cost or environmental impact. The interplay 

between FOMO and social comparison 

further intensifies consumption behaviour, 

creating a cycle of continuous engagement 

and acquisition. 
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3.5 Behavioural Reasoning Theory 

(BRT) 

Behavioural Reasoning Theory (BRT) 

provides a framework for understanding the 

gap between attitudes and behaviours, 

particularly in the context of ethical and 

sustainable consumption (Westaby, 2005). 

BRT posits that individuals’ actions are 

influenced not only by their beliefs and 

intentions but also by the reasons they 

construct to justify their behaviour. 

In the context of youth fashion consumption, 

BRT helps explain the paradox between pro-

environmental attitudes and engagement in 

fast fashion practices. While many young 

consumers express concern for sustainability, 

they often justify unsustainable behaviours 

through reasons such as affordability, 

convenience, and social acceptance (Claudy 

et al., 2019). 

Social media plays a dual role in this process 

by both reinforcing consumption-oriented 

norms and providing platforms for 

sustainability advocacy. Fashion challenges 

that promote ethical practices, such as thrift 

shopping or outfit repetition, offer alternative 

narratives that can influence reasoning 

processes and encourage behaviour change. 

However, the effectiveness of these 

initiatives depends on their ability to compete 

with dominant consumption-driven trends. 

4. Methodology  

This study adopts a qualitative research 

design based on secondary data analysis to 

explore the relationship between social media 

fashion challenges and youth consumption 

patterns. Qualitative research is particularly 

suitable for examining complex social 

phenomena that involve subjective 

experiences, cultural meanings, and 

contextual factors (Creswell & Poth, 2018). 

Given the exploratory nature of this study, a 

qualitative approach allows for an in-depth 

understanding of the underlying mechanisms 

and theoretical dimensions of the research 

problem. 

Secondary data analysis involves the 

systematic review and interpretation of 

existing data sources, including academic 

literature, industry reports, and digital 

content. This approach is appropriate for the 

present study, as it enables the integration of 

diverse perspectives and the identification of 

recurring themes across different contexts. 

4.1 Data Sources and Selection 

Criteria 

The study utilises multiple sources of 

secondary data to ensure a comprehensive 

analysis. These sources include: 

• Peer-reviewed journal articles on 

social media, fashion consumption, 

and youth behaviour  

• Industry reports from fashion and 

marketing organisations  

• Online publications and digital media 

analyses  

• Social media trend reports and case 

studies  

The selection of data sources was guided by 

the following criteria: 

• Relevance: The source must address 

topics related to social media, fashion 

challenges, or youth consumption.  
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• Credibility: Preference was given to 

peer-reviewed journals and reputable 

industry publications.  

• Recency: Sources published within 

the last 10-15 years were prioritised 

to capture contemporary trends.  

• Theoretical Contribution: Sources 

that provide theoretical insights or 

empirical evidence were included.  

This systematic selection process ensures the 

reliability and validity of the data used in the 

analysis. 

4.2 Data Analysis Method: 

Thematic Analysis 

The study employs thematic analysis as the 

primary method for analysing secondary 

data. Thematic analysis is a widely used 

qualitative technique that involves 

identifying, analysing, and interpreting 

patterns or themes within data (Braun & 

Clarke, 2006). This method is particularly 

effective for synthesising large volumes of 

textual information and uncovering 

underlying meanings. 

The analysis followed a structured six-phase 

process: 

• Familiarisation: Reviewing and 

summarising selected sources to gain 

an overview of the data.  

• Coding: Identifying relevant 

concepts and assigning codes to key 

segments of text.  

• Theme Development: Grouping 

codes into broader themes that 

capture recurring patterns. 

• Theme Review: Refining themes to 

ensure coherence and consistency.  

• Definition and Naming: Clearly 

defining each theme and its 

significance.  

• Interpretation: Relating themes to 

the theoretical framework and 

research questions.  

Key themes identified in this study include 

trend acceleration, impulsive consumption, 

identity construction, social influence, and 

the sustainability paradox. 

4.3 Validity and Reliability 

Ensuring the credibility and trustworthiness 

of qualitative research is essential. This study 

adopts several strategies to enhance validity 

and reliability: 

• Triangulation: Using multiple data 

sources to corroborate findings and 

reduce bias (Denzin, 1978).  

• Theoretical Triangulation: 

Applying multiple theoretical 

frameworks to interpret data from 

different perspectives.  

• Transparency: Clearly documenting 

the data selection and analysis.  

• Consistency: Maintaining a 

systematic approach throughout the 

research process.  

These measures contribute to the robustness 

of the study and enhance the credibility of its 

findings. 

4.4 Ethical Considerations 

As the study is based on secondary data, it 

does not involve direct interaction with 

human participants. However, ethical 

considerations remain important in terms of 

data usage and representation. All sources are 

properly cited in accordance with APA (7th 
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edition) guidelines to ensure academic 

integrity. 

Additionally, the study avoids 

misrepresentation of data and ensures that 

interpretations are grounded in evidence. 

When referring to social media content, 

publicly available information is used 

without infringing on privacy or 

confidentiality (Mannan & Farhana, 2026). 

4.5 Limitations of the Study 

While secondary data analysis offers several 

advantages, it also has limitations. One key 

limitation is the reliance on existing data, 

which may not fully capture emerging trends 

or context-specific nuances. Additionally, the 

interpretation of data is subject to researcher 

bias, although efforts have been made to 

minimise this through systematic analysis 

and triangulation. 

Another limitation is the lack of primary 

empirical data, which could provide more 

direct insights into youth experiences and 

perceptions. Future research could address 

this gap by incorporating surveys, interviews, 

or experimental methods. 

5. Findings and Analysis  

The analysis of secondary data reveals that 

social media fashion challenges significantly 

influence youth consumption patterns 

through multiple interconnected 

mechanisms. These include the acceleration 

of micro-trends, the intensification of 

impulsive buying behaviour, the construction 

of identity through fashion, the reinforcement 

of social influence and peer pressure, and the 

emergence of a sustainability paradox. Each 

of these themes is discussed in detail below. 

5.1 Acceleration of Micro-Trends 

and Temporal Compression 

One of the most prominent findings is the role 

of social media fashion challenges in 

accelerating the lifecycle of fashion trends. 

Traditional fashion systems operated on 

seasonal cycles, typically structured around 

biannual collections. However, social media 

platforms have disrupted this temporal 

structure by enabling the rapid creation, 

dissemination, and decline of trends within 

extremely short timeframes. 

Fashion challenges act as catalysts for this 

process by encouraging mass participation in 

specific styles or aesthetics. The viral nature 

of these challenges, combined with 

algorithmic amplification, results in the rapid 

spread of trends across global audiences. As 

a result, micro-trends emerge and fade within 

days or weeks, creating a phenomenon often 

referred to as “temporal compression” in 

consumption cycles (McNeill & Moore, 

2015). 

This acceleration has significant implications 

for consumer behaviour. Youth are compelled 

to continuously update their wardrobes to 

remain relevant within their social networks. 

The short lifespan of trends reduces the 

perceived value of clothing items, 

encouraging disposability rather than 

durability. This aligns with the principles of 

fast fashion, which prioritise speed and 

affordability over quality and sustainability 

(Joy et al., 2012). 

Moreover, the constant influx of new trends 

creates a sense of instability in fashion 

identity. Rather than developing a consistent 

personal style, consumers engage in 
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continuous experimentation, driven by the 

need to adapt to evolving trends. This 

dynamic reinforces the cyclical nature of 

consumption and contributes to increased 

purchasing frequency. 

5.2 Impulse Buying and Reduced 

Cognitive Deliberation 

Another key finding is the strong association 

between social media fashion challenges and 

impulsive buying behaviour. Impulse buying 

is characterised by spontaneous, unplanned 

purchases that are driven by emotional and 

situational factors rather than rational 

decision-making (Rook, 1987). Social media 

environments are particularly conducive to 

such behaviour due to their immersive and 

visually stimulating nature. 

Fashion challenges often create a sense of 

urgency, as trends are perceived to be time-

sensitive and fleeting. This urgency is 

amplified by FOMO, which motivates 

individuals to act quickly to avoid missing 

out on social experiences (Przybylski et al., 

2013). As a result, consumers are more likely 

to make rapid purchasing decisions without 

thoroughly evaluating the necessity or long-

term value of the products. 

Additionally, the integration of e-commerce 

features within social media platforms further 

facilitates impulsive buying. Features such as 

“shop now” buttons, direct links to products, 

and influencer endorsements reduce the 

friction between desire and purchase, 

enabling immediate consumption (Lou & 

Yuan, 2019). 

The emotional dimension of impulse buying 

is also significant. Participation in fashion 

challenges often generates excitement, 

anticipation, and a sense of belonging, which 

can override rational considerations. This 

emotional engagement is reinforced by social 

validation mechanisms, such as likes and 

comments, which provide immediate 

feedback and gratification. 

5.3 Identity Construction and 

Performative Consumption 

The findings highlight the central role of 

fashion challenges in identity construction 

among youth. Fashion has long been 

recognised as a medium for self-expression, 

allowing individuals to communicate their 

values, preferences, and social affiliations 

(Belk, 1988). Social media enhances this 

function by providing a platform for the 

public of identity. 

Fashion challenges are inherently 

performative, requiring participants to create 

and share visual content that reflects their 

interpretation of a trend. This process 

involves both self-expression and social 

negotiation, as individuals balance personal 

preferences with the expectations of their 

audience. 

The concept of the “extended self” is 

particularly relevant in this context. 

According to Belk (1988), possessions are 

integral to the construction of identity, as they 

represent an extension of the self. In social 

media environments, this extension is not 

only personal but also publicly visible, 

making consumption a form of identity 

performance. 

Furthermore, participation in fashion 

challenges allows individuals to align 

themselves with specific subcultures or 

aesthetic communities, such as minimalist 
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fashion, streetwear, or vintage styles. This 

alignment reinforces a sense of belonging 

and social identity, which is particularly 

important during adolescence and early 

adulthood. 

However, the performative nature of 

consumption also introduces pressures to 

conform to dominant trends and standards. 

Individuals may feel compelled to adopt 

certain styles or purchase specific products to 

maintain their social image, even if these 

choices do not align with their personal 

preferences. 

5.4 Social Influence, Peer Pressure, 

and Network Effects 

Social media platforms create highly 

interconnected networks where individuals 

are constantly exposed to the behaviours and 

preferences of others. This environment 

amplifies the influence of social norms and 

peer pressure on consumption behaviour. 

The analysis indicates that peer influence is a 

significant driver of participation in fashion 

challenges. Users are more likely to engage 

in trends that are popular within their social 

networks, as participation is associated with 

social acceptance and recognition. This 

dynamic is consistent with the principles of 

social learning theory, which suggests that 

individuals learn behaviours by observing 

and imitating others (Bandura, 1977). 

Influencers play a particularly important role 

in shaping consumption patterns. Their 

participation in fashion challenges increases 

the visibility and credibility of trends, 

encouraging followers to replicate their 

behaviour. The perceived authenticity and 

relatability of influencers enhance their 

persuasive power, making their 

recommendations more effective than 

traditional advertising (Djafarova & 

Rushworth, 2017). 

Network effects further amplify these 

dynamics. As more users participate in a 

challenge, its popularity increases, creating a 

positive feedback loop that encourages 

further participation. This collective 

behaviour contributes to the rapid diffusion 

of trends and reinforces consumption 

patterns. 

5.5 The Sustainability Paradox 

A critical finding of this study is the existence 

of a sustainability paradox in youth fashion 

consumption. On one hand, there is a 

growing awareness of environmental issues 

and a desire to engage in sustainable 

practices. On the other hand, actual 

consumption behaviour often contradicts 

these values, as youth continue to participate 

in fast fashion trends and frequent 

purchasing. 

This paradox can be explained through 

Behavioural Reasoning Theory, which 

highlights the role of justifications in shaping 

behaviour (Westaby, 2005). Consumers may 

rationalise unsustainable practices by 

emphasising factors such as affordability, 

convenience, and social acceptance (Claudy 

et al., 2019). 

Social media contributes to both sides of this 

paradox. While it promotes consumption 

through fashion challenges, it also provides a 

platform for sustainability advocacy. Trends 

such as “no-buy challenges,” “outfit 

repeating,” and “thrift flips” demonstrate the 
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potential of social media to encourage more 

responsible consumption practices. 

However, these sustainability-oriented trends 

often struggle to compete with the dominant 

culture of consumption, which is driven by 

novelty, aesthetics, and social validation. As 

a result, their impact on overall consumption 

patterns remains limited. 

5.6 Emotional Engagement and 

Digital Consumption Culture 

Another significant finding is the role of 

emotional engagement in shaping 

consumption behaviour. Social media fashion 

challenges are designed to be entertaining 

and engaging, creating positive emotional 

experiences that encourage participation. 

These emotional experiences are closely 

linked to the concept of “flow,” where 

individuals become fully immersed in an 

activity (Csikszentmihalyi, 1990). 

Participation in fashion challenges can create 

a sense of enjoyment and fulfilment, 

reinforcing the desire to engage in similar 

activities in the future. 

At the same time, negative emotions such as 

anxiety and inadequacy may arise from social 

comparison and FOMO. These emotions can 

also drive consumption, as individuals seek 

to alleviate discomfort by acquiring products 

that enhance their social image. 

6. Discussion  

The findings of this study provide a nuanced 

understanding of how social media fashion 

challenges influence youth consumption 

patterns. By integrating theoretical 

perspectives with empirical insights, the 

discussion highlights the complex interplay 

between digital environments, psychological 

drivers, and cultural dynamics. 

6.1 Integration with Consumer 

Culture Theory 

The findings strongly support the principles 

of Consumer Culture Theory, which 

emphasises the symbolic and experiential 

nature of consumption (Arnould & 

Thompson, 2005). Social media fashion 

challenges transform consumption into a 

form of cultural participation, where 

individuals actively construct and 

communicate their identities. 

The performative aspect of fashion 

challenges aligns with the concept of identity 

projects, where consumers use marketplace 

resources to create meaningful narratives 

about themselves. Social media amplifies 

these processes by providing a मंच for public 

self-presentation and social validation. 

However, the accelerated pace of trend cycles 

introduces new challenges for identity 

construction. The constant need to adapt to 

evolving trends may lead to fragmented or 

unstable identities, as individuals struggle to 

maintain consistency in their self-

presentation. 

6.2 Social Comparison and 

Psychological Pressures 

The role of social comparison and FOMO in 

driving consumption behaviour is 

particularly significant. The findings indicate 

that social media environments intensify 

these psychological processes, leading to 

increased pressure to conform to trends and 

maintain social relevance. 
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Upward social comparison creates a gap 

between individuals’ current and ideal selves, 

motivating them to engage in consumption as 

a means of self-improvement (Festinger, 

1954). At the same time, FOMO creates a 

sense of urgency that reduces cognitive 

deliberation and encourages impulsive 

buying. 

These dynamics raise important concerns 

about the psychological well-being of youth. 

The constant exposure to idealised 

representations and the pressure to participate 

in trends may contribute to anxiety, 

dissatisfaction, and reduced self-esteem 

(Vogel et al., 2014). 

6.3 Digital Conspicuous 

Consumption and Status Signalling 

The findings also highlight the 

transformation of conspicuous consumption 

in the digital age. Social media platforms 

enable new forms of status signalling, where 

visibility and engagement are as important as 

material possession. 

Fashion challenges provide a way for 

displaying consumption in a visually 

appealing and socially engaging manner. 

This digital conspicuous consumption is 

characterised by its accessibility and 

immediacy, allowing a broader range of 

consumers to participate in status signalling. 

However, this democratisation of 

conspicuous consumption also intensifies 

competition for social recognition. As more 

individuals engage in similar behaviours, the 

criteria for distinction become increasingly 

complex, requiring continuous investment in 

new products and styles. 

6.4 The Sustainability Dilemma 

The sustainability paradox identified in the 

findings reflects a broader tension between 

consumption and environmental 

responsibility. While youth express concern 

for sustainability, their participation in fast 

fashion trends suggests a gap between 

attitudes and behaviour. 

This gap can be understood through 

Behavioural Reasoning Theory, which 

emphasises the role of justifications in 

shaping behaviour (Westaby, 2005). Social 

media environments reinforce these 

justifications by normalising consumption 

and providing social validation for 

purchasing behaviour. 

At the same time, the emergence of 

sustainability-oriented challenges indicates 

the potential for social media to promote 

positive change. These trends leverage the 

same mechanisms of engagement and 

participation to encourage responsible 

consumption. 

The challenge lies in scaling these initiatives 

and making them more appealing than 

consumption-driven trends. This requires a 

shift in cultural narratives and the 

development of strategies that align 

sustainability with social desirability. 

6.5 Implications for Theory and 

Practice 

The study contributes to theoretical 

development by integrating multiple 

perspectives to explain complex 

consumption behaviours. It demonstrates the 

importance of considering both 

psychological and sociocultural factors in 
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understanding the impact of social media on 

consumer behaviour. 

From a practical perspective, the findings 

have implications for marketers, 

policymakers, and educators. Marketers can 

leverage social media challenges to engage 

consumers, but they must also consider the 

ethical implications of promoting excessive 

consumption. Policymakers can develop 

regulations to address the environmental 

impact of fast fashion, while educators can 

promote digital literacy and critical thinking 

among youth. 

6.6 Future Research Directions 

Future research should explore the role of 

emerging technologies, such as artificial 

intelligence and virtual reality, in shaping 

fashion consumption. Additionally, primary 

research methods, such as surveys and 

interviews, can provide deeper insights into 

youth experiences and perceptions. 

Cross-cultural studies can also enhance 

understanding of how social media 

influences consumption in different contexts. 

Finally, longitudinal studies can examine the 

long-term impact of social media fashion 

challenges on consumption behaviour and 

sustainability. 

7. Conclusion  

This study provides a comprehensive 

analysis of how social media fashion 

challenges influence youth consumption 

patterns within contemporary digital 

environments. By integrating multiple 

theoretical perspectives and examining 

secondary data, the research demonstrates 

that social media has fundamentally 

transformed the dynamics of fashion 

consumption, shifting it toward a fast-paced, 

participatory, and highly visual culture. 

One of the central conclusions is that social 

media fashion challenges significantly 

accelerate the lifecycle of fashion trends. The 

emergence of micro-trends and their rapid 

diffusion across platforms creates a 

continuous demand for novelty, encouraging 

frequent purchasing and reducing the 

perceived longevity of fashion items. This 

trend acceleration is closely linked to 

impulsive buying behaviour, driven by 

psychological factors such as FOMO, social 

comparison, and the desire for social 

validation. 

The study also highlights the importance of 

identity construction in shaping consumption 

behaviour. Youth engage in fashion 

challenges not only to follow trends but also 

to express their identities and gain 

recognition within their social networks. This 

performative aspect of consumption 

underscores the role of fashion as a symbolic 

and communicative practice in digital 

culture. 

At the same time, the research identifies a 

critical sustainability paradox. While young 

consumers increasingly express concern 

about environmental issues, their 

participation in fast fashion trends reflects a 

gap between attitudes and behaviour. This 

contradiction is influenced by social 

pressures, affordability considerations, and 

the normalisation of consumption-oriented 

values on social media platforms. 

Importantly, the study acknowledges the 

potential of social media to promote positive 
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change. Emerging trends such as sustainable 

fashion challenges and conscious 

consumption movements demonstrate that 

digital platforms can also serve as tools for 

raising awareness and encouraging 

responsible behaviour. However, the impact 

of these initiatives remains limited compared 

to dominant consumption-driven trends. 

In conclusion, social media fashion 

challenges represent a powerful force 

shaping youth consumption patterns, with 

both positive and negative implications. 

Addressing the challenges associated with 

overconsumption and sustainability requires 

a collaborative effort involving 

policymakers, educators, industry 

stakeholders, and digital platforms. Future 

research should focus on developing 

strategies to align social media engagement 

with sustainable consumption practices and 

to better understand the long-term 

implications of digital consumer culture. 
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