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Abstract – In the fashion industry, India is undertaking a significant transformation in preference and Genz consumer 

behaviour, with the Indian apparel market projected to reach US$ 105.50 billion by 2024, analysis of the preferences of Gen Z 
becomes paramount. This research probes the social media platforms of influencers and Gen Z’s fashion choices within the 
Indian appareling market. The findings highlight the impact of social media on Genz buying behaviour, Instagram is a prime 
channel for investigating new fashion trends and choices. Over half of the respondents report being influenced by micro-
influencers in their fashion-related buying behaviour. Through an online questionnaire survey, this study reveals the 
preferences and behaviour of Genz consumers. The key factors are comfort, price, and sustainability that influence their 
fashion-related buying decision. The study focuses on the significance of social media platforms as well as local influencers. In 
the future maybe the research approach could focus on developing target market strategies to completely engage Genz 
consumers in the digital shopping era.369. In summary, the study focuses on the vital role played by social media and micro 
influencers in framing Gen Z’s behaviour, As the brands understand that to stay and maintain stability in the digital market, 
they need to be awake and connect with their influencers demographic, they can be sustained relevance and success. 
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I. INTRODUCTION  
 

India’s apparel market revenue is projected to reach US 
$105.50 Billion in 2024. It is supposed to grow annually 
by (3.28%) (CAGR 2024-2028). [1] Indians used to spend 
an average 4.9 hours per day on their mobile phones in 
2022, making India 8th country with the highest average 
hours spent on mobile, per day per user. [2] (76%) of 
fashion shoppers find fashion through social media 
platforms. Instagram reels plays a leading role in discovery 
with 39% consumers buying fashion products after 
watching Instagram reels. In India, individuals are more 
reliable and trust information of Indian creators not even 
the global creators. As per the research, 7 out of 10 
individuals viewed beauty content and moreover that 2 out 
of 3 individuals viewed fashion content and thus it makes 
an immense impact on their buying choices[3]. 

 
How do fashion trends grow and emerge in the context of 
Gen Z? The reason behind fashion trends intensifying 
efficiently is social media platforms, micro influencers that 
are performing a very significant role in affecting Gen Z’s 
buying behaviour. According to John Wanamake, 
Consumers are considered kingpins of the allied  industry 
manufacturing a product according to consumer 
preferences, thereby, consumer behaviour is changing 
rapidly with the frequent trends that are coming in the 
market.[4] It is a scope and threat for companies to adapt 
to Gen Z’s preferences. Gen Z’s are very anxious to seek 
what new is coming into the market. In the present era 
influencers are very prominent therefore Gen Z 
preferences and choices are changing so rapidly, 
furthermore understanding these influencers is a very 

crucial element for brands to remain in this competitive 
market. 
 

II. LITERATURE REVIEW 
 

Nowadays, consumer and Gen Z’s are gradually shifting 
into social media platforms know more and more people 
are shifted into online and e-commerce market , shopping 
pattern changes from the  brick and mortar stores towards 
e commerce  shopping streams, because  Gen Z buying is 
also shifted towards online websites, the main point of 
view of researchers are to investigate about the 
relationship between influencer marketing and the effect of 
Genz through social media influencer, what are there 
habits to buy something from online presence, through the 
previous studies we can easily examine the marketing 
strategies which is introduce by influencer marketing have 
direct impact on the Gen Z consumption level, they 
observe some of  practical and conclusive points that is 
influence buying behaviour is the followers of that 
influencer, there reputation, likes, comments etc.[5] 

 
Due to the increase in the social presence the brands are 

changing their way of approaching people, now they try to 
generate the reputation, trust and value of their product by 
keeping in touch with customers. Know the brands are take 
the help to influence marketing to generate a lead and to 
promote their product to the niche and customers, in 
Russia there is lack of knowledge about this topic so the 
researcher take case base studies of Gen Z and Millennials 
that how both perceive the advertising by  influencers and 
how they both have consumption and decision pattern is 
unique from each other and how covid affect it after and 
deep and thorough research study they conclude that the 
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pandemic changed their buying behaviour and what they 
value in past and what they value know, they wants that the 
ads should be authentic, they must try to avoid the 
artificials ads and sponsored one, they prefer original ads, 
and that's the reason they trust influencer since they are 
connected with people through their social media.[6] 
    Newly the focused has been on millennials by media and 
consumer research groups nonetheless the Genz entering 
and it's crucial to shift a few limelight onto them, Now Gen 
Z are the mainstream consumer scene, this research aims to 
know how Gen Z proceed online shopping using 
generational cohort theory as a frame, beside this the 
internet extensive use and the growth of online shopping, 
e- retailers are anxious to understand Genz preferences. 
Through deep analysis, there are four main segments 
through which Genz online shoppers can be easily 
identified; Economic quality seekers, Convenience 
shoppers, Deal hunting convenience seekers, and brand 
and quality-conscious shoppers. This study concludes with 
applications for online retailers along with marketing 
practitioners to deepen their understanding of Genz 
preferences.[7] 

 
Objective of the Study 
    This study aims to delve into the influence of social 
media platforms and micro-influencers on Gen Z's fashion 
choices. Specifically, it seeks to explore how social media 
platforms shape Gen Z’s fashion preferences and assess the 
impact of micro-influencers on Gen Z’s fashion choice. 
The objective of this study is to understand Gen Z’s online 
preferences in the fashion industry and how the micro 
influencer affect Gen Z buying behaviour and to present 
the useful understanding about the strategies of brands that 
inhibit the original connections through Gen Z’s. 
 

III. THEORETICAL BACKGROUND 
 
1. Influencer Marketing 
    Influencer is person who have a potential to induce a lot 
of target audience, there main source to influence audience 
is social media, what is influencer marketing the  
marketing in which business and individuals (who have 
good following) are collaborate with each other to make 
aware the target niche about their brand, overall companies 
demand the individuals who have a large following list to 
publish their brands into their social media accounts, since 
Gen Z are normally follow those social media handle or 
influencer who they trusted and automatically it affect their 
buying behaviour, companies often seek to figuring out 
those influencers who right to their product, furthermore 
B2B and B2C companies get a benefits from influencer 
marketing. 

    Seeing that the year 2019 the gross size of market 
(global) for influencer marketing has increased,  the 
possibility of that the Market will  hold out a staggering 
$21.1 billion in 2023 marketers have  a strategy in which 
they bridge the distance in between consumer as well as 

brands by interpreting their strengths with an everlasting 
social media platform. 

2. Social Media Marketing 

    (62.3%) of the population use social media across the 
world, that means social presence has been increasing day 
by day because of social media there is a new concept we 
can get to know is social media marketing . Social media 
marketing is the same like E-marketing and digital 
marketing but the proper terms we can say it is marketing 
in which we use social media platforms to connect with the 
target niche and audience. Gen Z and Millennials are 
mostly used social media platforms so that they can get in 
touch with new trends. Social media marketing in which 
we use social media platforms like X formerly known as 
Twitter, Instagram, Facebook so that the existing 
customers and new customers can engage with us, in 
general terms the power and the core three pillars of social 
media is connection, interaction ,and customer data. 
Secondly the most important aspect of social media 
(SMM) marketing is their matrix. They track this through 
how much customer engagement has been coming (likes 
views, comments, impression shares, clicks, referrals (how 
many audiences come to this site) and conversions (how 
many people purchase the product from this site). 
 

IV. METHODS 
 

The experiment was conducted through an online 
questionnaire. The questions were framed keeping in mind 
all the aspects of Gen Z consumers. The questionnaire 
survey consists of 13 questions in total. The questions 
were related to their demographics, purchasing behaviour, 
discovery of new fashion trends and more additional 
insights. It was circulated amongst the students of different 
colleges and universities. It was sent to 175 people. There 
were a total of 103 people participating in the 
questionnaire survey; (49.5%) were male and (50.5%) 
were female; (96.1%) were between the age group of 18-
24 years. 
 

V. RESULTS & DISCUSSIONS 
 

Theoretical background 
When asked about the factors influencing fashion-

related purchase decisions, respondents feel that comfort is 
the most important factor (77.7%) followed by price (67%) 
and trends (48.5%). Sustainability and brand reputation 
always plays a pivot role in affecting Gen Z’s purchase 
decisions. 

 
The survey depicts that Social media is the primary 

source for finding new fashion trends (80.6%). This was 
followed by friends and peers (15.5%) and fashion 
magazines (1.9%).  
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Figure 1: Showing the percentage of social media 

platform used for fashion-related content 
 

Respondents expressed varying methods to try out new 
fashion trends. Additionally, micro influencers have a 
significant role in influencing fashion choices with nearly 
(53.6%) finding them somewhat or very influential. 
(66.3%) of respondents have purchased a fashion item 
based on the recommendation of micro influencers or 
online communities. 

 

 
Figure 2: Showing most important factors affecting Gen 

Z consumers 
 

Respondents provided additional insights regarding their 
fashion preferences. Many expressed a desire for authentic 
and genuine content from influencers, emphasising the 
need of transparent brands representation on digital space. 
 
 
Discussions 

Our aim was to find out the effect of social media 
platforms and micro influencers on shaping Gen Z’s 
Consumer Preferences and Drivers in the Fashion Industry. 
On the basis of these aims, we conducted a survey. Our 

results showed that social media and influencers play a 
crucial role in moulding purchasing behaviour of Gen Z’s. 

 
However, some limitations of the study should be 

acknowledged. The survey missed to consider the 
authenticity and credibility of content being promoted on 
social media and by influencers. Hence, caution should be 
taken with generalising the findings and applying in real-
life situations. 

 
While this study highlights the potential insights, future 

research can extend this research in several ways, 
including developing marketing strategies for fashion 
brands to target Gen Zs. 
 

VI. CONCLUSION  
 

In brief, this study explains the relationship between 
Gen Z consumers, social media platforms and micro 
influencers and Indian fashion industry. By conducting an 
online questionnaire survey which consisted of 103 
responses, through this we can understand that Gen Z’s 
consumer behaviour in the fashion industry is greatly 
influenced by digital platforms and online personalities.  

 
The discovery underscore the significant importance of 

social media platforms specially, Instagram which is 
known as a primary source of findings of new fashion 
trends between Gen Z’s. Furthermore, micro influencers 
have a significant impact in shaping fashion choices with 
over half of the respondents specifying their Gen Z’s 
behaviour or their purchase decision. 

 
This research provides valuable insights into Gen Z’s 

choices and behaviour. It is necessary to acknowledge its 
limitations, specifically related to authenticity and 
credibility of the promoted content on social media. 
Hereby, the focus should be exercised on the discovery of 
real scenarios. 

 
    After that we reached the conclusion that this research 
paper highlights the pivotal role played by social media 
platforms and micro influencers into designing Indian Gen 
Z’s consumer preferences and their behaviours. Moving 
forward, future research could give light on developing 
marketing strategies to effectively attract and engage with 
Gen Z consumers in the digital world. 
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