https://research.e-greenation.org/GIJTM Vol. 2, No. 4, December - February 2025

Greenation International Journal of Tourism and Management

(i CINRN

(O+62 81210467572 @) https://research.e-greenation.org/GUTM [ greenation.info@gmail.com

DOI: https://doi.org/10.38035/gijtm.v2i4
https://creativecommons.org/licenses/by/4.0/

Understanding Youth Attraction to Designer Clothing

Dev Nagdevani', Bhavya Patel?, Pooja Jaju’, Aditya Sah*, Ruchi Sapra’, Gul Kacchara¥,
Rahul Chauhan’, Andino Maseleno®.

"Unitedworld  Institute  of Management, Karnavati  University, = Gandhinagar, India,
nagdevanidev(@gmail.com

*Unitedworld Institute of Management, Karnavati University, Gandhinagar, India.

3Unitedworld Institute of Management, Karnavati University, Gandhinagar, India.

4“Unitedworld Institute of Management, Karnavati University, Gandhinagar, India.

SUnitedworld Institute of Management, Karnavati University, Gandhinagar, India.

Unitedworld Institute of Management, Karnavati University, Gandhinagar, India.

"Unitedworld Institute of Management, Karnavati University, Gandhinagar, India.

8International Open University, Gambia, andino@bahasa.iou.edu.gm

Corresponding Author: andino@bahasa.iou.edu.gm?®

Abstract: This research paper investigates the impact of designer clothing on youngsters,
focusing on their perceptions, motivations, and the associated social dynamics. Through an
analysis of variance (ANOVA), the study explores key questions surrounding the appeal of
designer brands, common criticisms, and potential negative consequences of such consumption.
The results indicate that while many youths are attracted to designer apparel for its status and
quality, they also express concerns regarding its exclusivity and the pressure to conform to social
expectations. Notably, the analysis reveals significant differences in perceptions about the
negative consequences of wearing designer clothes, highlighting a recognition among youngsters
of the potential for social isolation or financial strain associated with high-fashion choices.
Additionally, the study examines how designer brands market their products to appeal to a
younger audience, identifying strategies that leverage social media and influencer marketing.
Overall, the findings illustrate a complex interplay between fashion choices, identity formation,
and peer relationships in the lives of young consumers. This paper contributes to a broader
understanding of how designer clothing influences youth culture and consumer behavior in
contemporary society, providing valuable insights for marketers, educators, and parents.

Keywords: Designer Clothing, Youth Perceptions, Fashion Consumption, Social Dynamics,
Social Pressures

INTRODUCTION

The influence of designer clothing on youngsters has become a notable phenomenon in
recent years. This trend is fueled by the proliferation of social media, increased consumerism,
and the growing importance of personal identity. Young individuals, particularly those within
Generation Y and Generation Z, are more exposed to high-end fashion brands through online
platforms, celebrity endorsements, and influencer marketing. These factors have led to a surge in
the demand for designer apparel among young people, which, in turn, shapes their perceptions of
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social status, self-esteem, and individual expression. The aim of this paper is to explore the
multifaceted impact of designer clothing on youngsters, focusing on psychological, social, and
economic dimensions. Drawing on a wide range of scholarly resources, the paper will provide an
in-depth analysis of how this phenomenon is shaping youth culture and consumption patterns.

The allure of designer clothing among young people is strongly tied to the perception of
quality, exclusivity, and luxury. Aakko and Niinimiki (2022) highlight the connection between
perceived quality and clothing use time, suggesting that designer clothes are often seen as a long-
term investment due to their durability and high craftsmanship. This sense of quality is an
important factor driving young consumers towards designer brands, as they view these items as
superior in terms of material and construction compared to fast fashion alternatives.

Diaz Ruiz and Cruz (2023) explore unconventional luxury brand collaborations,
particularly among young adults in China. They note that collaborations between high-end
designers and mainstream or niche brands allow luxury fashion to become more accessible to a
broader audience. This trend has resonated with younger consumers who seek to associate
themselves with luxury labels while maintaining a sense of individuality. These collaborative
efforts have redefined the concept of luxury consumption, making designer fashion more
appealing and attainable to a younger demographic.

The influence of designer clothing extends beyond mere aesthetics; it plays a pivotal role
in the social identity and self-expression of young people. Clothing serves as a visual
representation of one’s social status, values, and personal style, and designer brands often carry
an inherent symbolism of wealth, success, and cultural capital. Dalziel and de Klerk (2021)
emphasize the impact of media and group influence on Generation Y’s attitudes toward beauty
and fashion products. This generation is heavily influenced by peers, social networks, and digital
platforms, where images of high-end fashion are prevalent. Designer clothes thus become not
only a personal choice but a social statement, signaling one’s alignment with certain lifestyles or
aspirational identities.

Dey et al. (2018) explore the concept of "selfie appropriation" among young British South
Asian adults, shedding light on how clothing choices, including designer apparel, are used to craft
an idealized self-image in digital spaces. This phenomenon illustrates how youngsters use fashion
as a tool for self-presentation and identity formation, especially in the age of social media, where
personal style is constantly on display. Wearing designer clothing can help young people gain
social approval and elevate their self-esteem, contributing to a positive self-concept.

The growing desire for designer clothing among young consumers has significant
implications for their spending habits and economic behavior. Arrigo (2022) analyzes the rise of
digital platforms in fashion rental services, noting that renting luxury fashion has become a
popular option for young people who aspire to wear designer clothes without the financial burden
of ownership. This shift in consumer behavior reflects a broader trend towards sustainable fashion
consumption, where access to luxury is prioritized over ownership. Young consumers,
particularly those who are environmentally conscious, are increasingly turning to fashion rental
services to enjoy the prestige of designer clothes without contributing to the wastefulness of fast
fashion.

Cortifias et al. (2019) further investigate omni-channel shopping behavior, emphasizing
how digital platforms have transformed the way young consumers interact with fashion brands.
With the rise of e-commerce and social media, young people can seamlessly shop for designer
clothes across multiple channels, creating a more dynamic and personalized shopping experience.
The integration of online and offline shopping platforms has made luxury fashion more accessible
and appealing to tech-savvy youngsters, who are often more willing to splurge on high-end items
if they perceive a unique or memorable shopping experience.

While designer clothing offers young people a way to express individuality and elevate
social status, it also creates pressure to conform to societal standards of beauty and success.
Youngsters who cannot afford luxury fashion may feel marginalized or inadequate, leading to
feelings of social exclusion. ben Hassen and Tremblay (2019) discuss the role of creativity within
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the fashion industry in Beirut, where local designers strive to create affordable yet stylish
alternatives to luxury fashion. This illustrates how fashion can serve as both an inclusive and
exclusive medium, depending on its accessibility and the cultural context in which it is consumed.

Cluley and Green (2019) examine how social representations of marketing work,
particularly in advertising, reinforce consumer desires for high-status fashion items. Advertising
workers and social media influencers often portray designer clothing as a symbol of success and
desirability, creating a narrative that equates material wealth with personal fulfillment. This
reinforces the notion that owning designer items is a prerequisite for social acceptance, which
can lead to unhealthy consumer behavior, such as overspending or incurring debt to maintain a
certain image.

METHOD

The research methodology employed in this study examines the impact of designer clothing
on youngsters, emphasizing a quantitative approach through a cross-sectional survey design. This
method was chosen for its effectiveness in capturing the perceptions and attitudes of youth at a
specific point in time, facilitating the identification of trends and relationships within the data. A
total of 100 responses were collected using stratified random sampling, ensuring diverse
representation across different age groups and genders, thereby enhancing the reliability and
generalizability of the findings. The data collection process involved an online questionnaire
comprised of closed-ended questions, which focused on several key areas: the primary reasons
for attraction to designer clothing, the perceived impact on peer relationships, common criticisms,
and marketing strategies employed by brands to appeal to young consumers. Prior to the main
data collection, a pilot test was conducted to refine the questionnaire based on participant
feedback, ensuring clarity and relevance of the questions.

H1: This section presents the research methodology utilized to examine the impact of designer
clothing on youngsters, focusing on participant selection, data collection, and analytical methods.
H2: Suggests that designer clothing positively affects peer relationships, indicating that fashion
choices may influence social dynamics among youngsters.

H3: The asserts that common criticisms of designer clothing vary significantly by gender,
suggesting differing perspectives on the implications of such fashion choices.

By utilizing a well-defined survey instrument and robust statistical analysis, the study aims
to yield valuable insights into the motivations and perceptions surrounding designer fashion
among young consumers, contributing to the broader understanding of consumer behavior in the
fashion industry.

RESULT AND DISCUSSION

Table 1 presents the age distribution of respondents in the study, showing a total of 105
individuals surveyed, with 100 providing valid responses. The age distribution reveals that 54.3%
of respondents fall into Age Category 1, comprising the largest segment. This is followed by Age
Category 2, with 38.1% of respondents, and only 2.9% belong to Age Category 3. Notably, 5
respondents were recorded as missing, constituting 4.8% of the total sample. This demographic
breakdown is crucial as it indicates that the majority of the responses stem from a younger
audience, which may significantly influence perceptions regarding designer clothing.
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Table 1. Age
Valid Cumulative

Frequency  Percent = Percent Percent

Valid 1 57 54.3 57.0 57.0
2 40 38.1 40.0 97.0
3 3 2.9 3.0 100.0
Total 100 95.2 100.0

Missing System 5 4.8

Total 105 100.0

Table 2 data on gender distribution among the respondents reveals that out of 105 total
participants, 100 provided valid responses. Specifically, 56 individuals, or 53.3%, identified as
Male (Gender Code 1), while 44 individuals, equating to 41.9%, identified as Female (Gender
Code 2). The cumulative percentage confirms that these two categories encompass the entire
valid sample, as 100% of responses are accounted for, with 5 responses classified as missing,
representing 4.8% of the total. This gender breakdown is essential for understanding the
perspectives and preferences regarding fashion, particularly in the context of designer clothing,
as gender can significantly influence consumer behavior and attitudes toward brands.

Table 2. Gender

Valid Cumulative

Frequency  Percent  Percent Percent

Valid 1 56 53.3 56.0 56.0
2 44 41.9 440 100.0
Total 100 95.2 100.0

Missing System 5 4.8

Total 105 100.0

The ANOVA results provide insights into four key questions surrounding the perceptions
of designer clothing among youth. For the first question—“What is one primary reason
youngsters are attracted to designer clothes?”—the analysis indicates a Sum of Squares of 0.496
between groups, with 2 degrees of freedom and a Mean Square of 0.248, yielding an F-value of
0.250 and a significance level of 0.779. This high p-value suggests no significant differences in
reasons for attraction among the age groups, indicating a consensus on the appeal of designer
clothing across the demographic spectrum.
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Table 3. ANOVA between Age and Factor

Sum of Mean
Squares df Square F Sig.

What is one primary reason Between 496 2 248 250 779
youngsters are attracted to designer Groups
clothes? Within 96.094 97 991

Groups

Total 96.590 99
In what way do designer clothes Between 30.840 2 15.420
affect peer relationships among Groups
youngsters? Within .000 97 .000

Groups

Total 30.840 99
Which of the following is a common = Between 1.687 2 844 670 514
criticism of designer clothingamong = Groups
youth? Within 120.818 96 1.259

Groups

Total 122.505 98
Which factor most significantly Between 1.682 2 841 675 511
drives the popularity of designer Groups
clothes among young people? Within 120.828 97 1.246

Groups

Total 122.510 99

The results of the analysis of variance (ANOVA) provide significant insights into youth
perceptions of designer clothing. In assessing common criticisms of designer clothing among
youth, the ANOVA shows a sum of squares of .000 for between groups, yielding an F-value
of .000 and a significance level (Sig.) of .994. This indicates that there is no significant difference
in criticisms among respondents, suggesting a general consensus on this issue. Similarly, when
exploring which factors most significantly drive the popularity of designer clothes among young
people, the findings are consistent, with a sum of squares of .000, an F-value of .000, and a Sig.
value of .989. This uniformity points to a shared understanding of the factors influencing
popularity, indicating that they may be widely accepted among the youth surveyed.

Table 4. ANOVA between Gender and Factor

Sum of Mean
Squares df Square F Sig.
Which of the following is a common Between .000 1 .000 .000 .994
criticism of designer clothing among Groups
youth? Within 122.505 97 1.263
Groups
Total 122.505 98
Which factor most significantly drives = Between .000 1 .000 .000 .989
the popularity of designer clothes Groups
among young people? Within 122.510 98 1.250
Groups
Total 122.510 99
Between 5.728 1 5728 9319 .003
Groups
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What is a potential negative Within 60.232 98 .615
consequence of wearing designer Groups
clothes for youngsters? Total 65.960 99
How do designer brands typically Between 126 1 126 401 528
market their products to attract youth? = Groups
Within 30.714 98 313
Groups
Total 30.840 99

The included references provide a broader context for analyzing the intersection of gender
and consumer behavior. Jahre et al. (2018) discuss design approaches that can enhance consumer
experiences, which may vary by demographic factors. Japutra et al. (2023) focus on how brands
can become integral to consumers' lives, potentially reflecting different strategies for male and
female audiences. Jayatilleke and Gunawardena (2016) offer insights into cultural perceptions
that could impact fashion choices among various demographics. Kallioharju et al. (2023) examine
self-representation on social media, emphasizing how gender influences marketing strategies.
Additionally, Karunasingha and Abeysekera (2022) analyze trust dynamics in social media
marketing, revealing potential gender differences in purchasing behavior. Laato et al. (2021)
explore group dynamics in gaming, paralleling consumer behavior trends in fashion. Finally,
Lavoye et al. (2023) and Loney-Howes (2020) highlight the significance of self-exploratory
experiences in brand engagement, reiterating the impact of gender on consumer interactions.
Together, these studies underscore the complex relationship between gender and consumer
behavior, providing valuable insights for fashion marketers aiming to effectively engage diverse
audiences.

CONCLUSION

The research study on the impact of designer clothes on youngsters provides a
comprehensive examination of how fashion preferences intersect with gender dynamics and
social perceptions. By analyzing responses from 100 participants, the study highlights the
complex motivations behind why young consumers are drawn to designer brands. The gender
distribution in the sample—53.3% male and 41.9% female—allows for a balanced perspective,
illustrating that both demographics engage with fashion in distinct yet overlapping ways. This
data not only underscores the importance of gender in shaping consumer behavior but also serves
as a critical factor for brands aiming to tailor their marketing strategies effectively.

The analysis reveals that while both male and female respondents share certain criticisms
of designer clothing, such as concerns about exclusivity and affordability, their experiences and
interpretations of these issues can differ significantly. For instance, the study's ANOVA tests
showed no significant differences in how both genders view common criticisms of designer
brands. This finding suggests a shared awareness among youth regarding the social implications
of wearing high-end fashion, potentially rooted in broader societal discussions about wealth
disparity and consumer culture. However, when examining the potential negative consequences
of wearing designer clothes, the results indicated significant disparities, suggesting that such
clothing may reinforce social hierarchies and peer dynamics among young consumers. This
highlights the importance of considering the social context in which fashion operates, as it can
significantly affect how designer clothes are perceived and valued.

Furthermore, the findings from the hypotheses explored in the study illuminate the intricate
relationship between fashion, identity, and social status. Young consumers are not merely
purchasing clothing; they are making statements about their identities and aligning themselves
with certain social groups. The potential negative impacts of designer clothing, such as feelings
of alienation or pressure to conform to specific standards, reveal that the allure of fashion is
fraught with emotional and social complexities. These insights emphasize the need for brands to
recognize the emotional resonance of their products and to approach marketing with sensitivity
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to the pressures faced by young consumers. By fostering a more inclusive and diverse
representation in their campaigns, brands can cultivate a sense of belonging rather than exclusion.

In conclusion, this research offers valuable insights that extend beyond mere consumer
behavior analysis; it sheds light on the broader societal implications of fashion among youngsters.
As the landscape of fashion continues to evolve, particularly in the wake of digital transformation
and social media influence, brands must adapt their strategies to align with the values and
concerns of today's youth. By understanding the interplay of gender, social dynamics, and
consumer behavior, fashion marketers can create more authentic and meaningful connections
with their audiences. This study not only serves as a foundation for future research but also
provides practical implications for the fashion industry, underscoring the necessity for brands to
engage with the complexities of young consumers' experiences in a thoughtful and responsible
manner.
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