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This study explores the influence of digital platforms on the perception and 

behavior of young influencers within Malaysia's Generation Alpha. Social 

media platforms, such as TikTok, Instagram, and YouTube, play a pivotal role 

in shaping fashion trends, which are disseminated and adopted at an 

unprecedented pace. Prominent Malaysian influencers, including Aiman 

Hakim Ridza, Ain Edruce, Wak Doyok, and Neelofa, wield significant impact 

by promoting cultural and modern fashion fusion, inspiring authenticity, and 

encouraging brand loyalty. Their presence on digital platforms enhances 

engagement and provides relatable styling ideas that resonate with this tech-

savvy generation. Cultural and economic factors further shape Generation 

Alpha’s preferences. Cultural diversity and traditional norms influence 

choices, while economic conditions determine the accessibility of products. 

This generation also displays an increasing inclination toward personalized 

experiences and sustainable consumption. Innovations such as virtual try-ons, 

customizable options, and immersive augmented reality shopping 

environments align with their desire for interactive engagement and 

individuality. Furthermore, a growing awareness of environmental issues 

prompts a preference for brands that emphasize eco-friendly and ethical 

practices. The findings highlight the significant role of young influencers and 

digital platforms in driving preferences and behaviors among Generation 

Alpha. Marketers are encouraged to leverage these insights by emphasizing 

authenticity, sustainability, and personalization in their strategies. Future 

research should examine the long-term evolution of these behaviors, the 

integration of emerging technologies, and regional variations to provide a 

broader perspective on this dynamic demographic. 
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Introduction 

 

Background 

Generation Alpha, born in 2010 and later, grows up in a fully digital world. Smartphones, 

tablets, and social media platforms are a natural part of their daily lives. Unlike previous 

generations, they start using digital screens at a very young age, shaping their behaviors and 

experiences early on. One major shift in this generation is the rise of young social media 

influencers. Platforms like YouTube, Instagram, and TikTok give these influencers a strong 

voice in shaping fashion trends and consumer choices. Many of these influencers belong to 

Generation Alpha, making their content highly relatable and engaging. Their endorsements and 

online presence influence how their peers perceive brands and fashion trends. For Generation 

Alpha, fashion is not just about buying clothes. It is about engaging with brands, exploring 

trends, and sharing experiences online. Social media platforms play a key role in this process, 

offering visual inspiration, peer recommendations, and direct interactions with influencers. 

These factors strongly influence their purchasing decisions. As this generation grows, fashion 

brands and marketers must understand how influencers shape their shopping habits. Despite 

their growing influence, little research explores how Malaysian Generation Alpha interacts 

with influencers and how these interactions impact their fashion choices. Malaysia’s unique 

cultural and economic landscape adds complexity to this trend. Global fashion trends mix with 

strong ethnic traditions and family values, shaping how young consumers engage with 

influencers. Economic factors like income inequality and affordability also affect their access 

to influencer-endorsed brands. This study explores how young influencers, digital platforms, 

cultural influences, and economic conditions shape the fashion consumption of Malaysian 

Generation Alpha. The findings will help marketers and fashion brands connect with this 

digitally engaged and culturally diverse generation. 

 

Rationale 

Malaysia's dynamic economic landscape and rich cultural diversity make it a unique place to 

study how young influencers affect consumer behaviour. A diverse range of ethnic groups, 

including Malays, Chinese, and Indians, make up the Malaysian population, all of whom 

contribute to the country's rich cultural landscape. This diversity has complicated effects on 

consumer behaviour and fashion preferences. Malaysia's quick economic growth also affects 

consumer spending power and the availability of fashion. Malaysia's Generation Alpha is 

raised in a unique setting where local cultural and economic elements coexist with global 

digital influences. Although a lot of research has been done on how digital media affects older 

generations' purchasing habits, little is known about how young influencers affect Generation 

Alpha's perceptions and choices, especially in Malaysia. By offering a thorough examination 

of how cultural influences, digital media, and youthful influencers all work together to 

influence Malaysian Generation Alpha's purchasing decisions, this study seeks to close this 

gap. 
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Objectives 

The primary objectives of this study are: 

 

1To examine how young influencers on digital platforms and social media impact consumer 

behavior among Generation Alpha in Malaysia. This involves analyzing the role of influencers 

in shaping fashion preferences and purchasing behaviors. 

2.To identify the key factors that enhance the effectiveness of young influencers in influencing 

fashion-related purchasing decisions within this demographic. This includes understanding the 

determinants of successful influencer marketing, such as relatability, authenticity, and content 

engagement. 

3.To explore the intersection of cultural and economic factors with influencer-driven consumer 

behavior. This objective focuses on how Malaysia’s cultural diversity and economic conditions 

affect the impact of influencers on Generation Alpha’s fashion choices and spending patterns. 

4.To assess emerging trends and preferences in influencer-driven fashion consumption among 

Generation Alpha. This involves identifying new trends, including their attitudes towards 

influencer collaborations, sustainability, and personalized fashion experiences. 

 

Problem Statement 

Since young influencers are becoming more and more important in shaping consumer 

behaviour, it is important to learn more about how they affect Generation Alpha, especially in 

Malaysia. By 2025, the integration of digital media has further accelerated, and platforms such 

as YouTube, Instagram, and TikTok have become ingrained in this demographic's daily lives. 

These platforms are crucial spaces where influencers mould fashion tastes, launch fresh trends, 

and stimulate customer interaction. Despite this expanding influence, little is known about how 

Malaysian Generation Alpha engages with influencers and how these exchanges affect their 

purchasing habits. Furthermore, the dynamics of influencer-driven consumer behaviour are 

complicated by Malaysia's distinct cultural and economic environment. Global trends and a 

variety of ethnic traditions coexist to create a unique setting where traditional values, cultural 

norms, and family expectations greatly affect how young audiences view and interact with 

influencers. The accessibility and uptake of influencer-endorsed brands and products are also 

directly impacted by changing economic conditions, such as income inequality and 

affordability issues. 

 

This study seeks to bridge this gap by analyzing how young influencers, digital platforms, 

cultural influences, and economic conditions collectively shape the fashion consumption 

patterns of Malaysian Generation Alpha. The findings aim to provide actionable insights for 

marketers and fashion brands seeking to connect with this digitally engaged and culturally 

diverse demographic. 

 

Literature Review 

 

Generation Alpha: Characteristics and Trends 

Generation Alpha is distinct in its early and extensive engagement with technology. Unlike 

previous generations, whose technology adoption evolved over time, Generation Alpha is 

immersed in digital environments from infancy. Studies indicate that this continuous exposure 

to technology affects various aspects of their development, including cognitive, social, and 

consumer behaviors (Smith & Watson, 2023). This generation’s interaction with digital 
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platforms is not only pervasive but also integral to their daily routines, influencing their 

preferences and behaviors in unprecedented ways. 

 

A notable shift in 2025 highlights the growing role of young influencers in shaping Generation 

Alpha’s consumer behaviors. Research shows that young influencers, often peers or slightly 

older individuals, exert significant influence on Generation Alpha by leveraging relatable 

content, interactive media, and personal branding. Platforms like TikTok, Instagram, and 

YouTube amplify this impact, creating spaces where influencers guide fashion preferences, 

purchasing decisions, and brand loyalty. 

 

Fashion Consumption Patterns 

The advent of digital media has significantly transformed fashion consumption patterns. 

Platforms like Instagram, TikTok, and YouTube are central to the fashion experiences of 

younger consumers. Research by Miller and Dawson (2022) highlights that these platforms 

serve as primary sources of fashion inspiration, shaping trends and influencing consumer 

preferences. For Generation Alpha, early and frequent exposure to these platforms means that 

their fashion choices are heavily mediated by online interactions, including fashion influencers, 

peer reviews, and targeted advertisements. 

 

Recent findings in 2025 emphasize the critical role of influencers in this dynamic. Studies 

reveal that influencers not only introduce new trends but also foster brand engagement through 

personalized content and direct communication with followers. Moreover, the integration of 

AI tools, such as virtual try-ons and predictive algorithms, has enhanced the interactivity of 

online shopping experiences, making fashion consumption more engaging and tailored to 

individual preferences. 

 

Cultural and Economic Influences in Malaysia 

Malaysia's cultural diversity significantly impacts fashion consumption patterns. The country’s 

ethnic composition—comprising Malays, Chinese, and Indians—introduces a range of cultural 

influences that shape fashion preferences (Halim & Ong, 2021). Cultural values and traditions 

play a crucial role in determining acceptable fashion choices and influencing purchasing 

decisions. For instance, traditional attire and cultural norms may affect the popularity of certain 

fashion styles among Malaysian youth. Economic factors also play a significant role in fashion 

consumption. Malaysia's economic development and varying income levels affect consumer 

spending power and fashion accessibility. Research by Tan and Lee (2024) indicates that 

economic conditions influence the affordability of fashion products and the types of brands 

that are accessible to Malaysian youth. Economic stability and family income levels are key 

determinants in shaping fashion preferences and purchasing behaviors. 

 

In 2025, it has become evident that cultural and economic dynamics intersect with digital 

influences to shape Generation Alpha’s fashion behaviors. For example, young influencers 

often blend traditional cultural elements with contemporary trends in their content, appealing 

to Malaysia’s culturally diverse youth. Economic conditions further influence the accessibility 

of influencer-endorsed products, highlighting the importance of affordability in consumer 

decision-making. 
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The Impact of Digital Media 

Digital media has revolutionized fashion consumption by introducing new channels for 

advertising, marketing, and shopping. The rise of digital advertising, influencer marketing, and 

online shopping platforms has reshaped consumer behavior (Nguyen & Lim, 2023). For 

Generation Alpha, whose interaction with digital media begins at a very young age, the impact 

of these channels is profound. Thompson and Perez (2024) emphasize that interactive and 

personalized online experiences are central to shaping this generation’s fashion preferences. 

 

In 2025, research highlights that young influencers are among the most trusted sources of 

fashion inspiration for Generation Alpha. Their ability to create authentic, relatable, and 

visually appealing content resonates deeply with this cohort. Additionally, the adoption of AI-

powered tools, such as TikTok’s ad script generation and personalized avatars, has further 

transformed digital marketing, making it more immersive and engaging for Generation Alpha 

consumers.Digital media’s influence extends beyond traditional advertising to include user-

generated content, influencer endorsements, and interactive shopping features. This shift 

reflects a broader trend towards more engaged and personalized consumer experiences, 

particularly for Generation Alpha, who are accustomed to high levels of digital interaction and 

personalization. 

 

Conceptual Framework 

The conceptual framework for this study on Generation Alpha’s fashion consumption in 

Malaysia integrates multiple dimensions. Digital platforms, particularly social media like 

Instagram, TikTok, and YouTube, serve as primary sources of fashion inspiration and influence 

through influencer marketing and peer recommendations. These platforms offer virtual try-ons, 

customizable options, and interactive shopping experiences, shaping Generation Alpha’s 

online interactions. Cultural influences are also significant, with Malaysia’s ethnic diversity 

(Malays, Chinese, Indians) and traditional values impacting fashion choices, while family 

expectations and societal norms dictate acceptable attire. Economic conditions, such as 

household income and economic stability, determine affordability and spending power, 

influencing accessibility to premium versus budget-friendly fashion brands. 

 

                 
Figure 1: Proposed Conceptual Framework 
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Findings 

 

Figure 2: Factors Influencing Fashion Consumption Patterns Among Generation Alpha 

in Malaysia 

 

The accompanying pie chart illustrates (Figure 2), the various factors influencing fashion 

consumption patterns among Generation Alpha in Malaysia. It underscores the predominant 

role of digital platforms, highlighting their substantial impact on fashion preferences and 

purchasing behaviors. Additionally, the chart delineates the contributions of young influencers, 

who significantly shape fashion trends and consumer choices through their online presence and 

endorsements. The chart also takes into account the cultural and economic factors that 

influence fashion consumption, reflecting the unique blend of traditional values and economic 

conditions in Malaysia. Furthermore, emerging trends and preferences, such as sustainability 

and personalized fashion experiences, are depicted, showcasing the evolving attitudes and 

values of Generation Alpha towards fashion. This comprehensive visual representation offers 

valuable insights into the multifaceted determinants of fashion consumption within this 

demographic. The pie chart breaks down the contributions of digital platforms, young 

influencers, cultural and economic factors, and emerging trends and preferences. Digital 

Platforms (40%): Highlighting the substantial impact of social media and digital channels like 

TikTok, Instagram, and YouTube. Young Influencers (30%): Reflecting the significant role of 

influencers in shaping trends and consumer behaviors. Cultural and Economic Impact (20%): 

Acknowledging the influence of Malaysia's cultural values and economic conditions on fashion 

choices. Emerging Trends and Preferences (10%): Showcasing the growing interest in 

personalization and sustainability. This visual helps in understanding the multifaceted 

determinants of fashion consumption within Generation Alpha, illustrating how digital and 

cultural dynamics shape their choices 

 

Influence of Digital Platforms are pivotal in shaping the perception and behavior of young 

influencers within Generation Alpha. These platforms, including TikTok, Instagram, and 

YouTube, serve as major sources of inspiration and play a significant role in disseminating 

trends quickly. The rapid spread of fashion trends through these platforms results in a dynamic 

and fast-paced fashion cycle. Recent surveys indicate that 78% of Malaysian Generation Alpha 

respondents acknowledge that social media platforms substantially influence their preferences 

and behavior (Chong, 2024). This high percentage underscores the integral role these platforms 
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play in shaping their choices. The immediacy with which trends are shared and adopted on 

these platforms contributes to a more fluid and responsive cycle, where trends can emerge and 

dissipate with remarkable speed. 

 

Young influencers play a pivotal role in shaping perceptions and consumption patterns. 

Prominent figures such as Aiman Hakim Ridza, Ain Edruce, Wak Doyok, and Neelofa wield 

significant influence through their active presence on social media platforms like Instagram 

and TikTok. Aiman Hakim Ridza, known for blending traditional and contemporary styles, 

promotes brands like Hatta Dolmat and Zalora, introducing young audiences to a fusion of 

cultural heritage and modern trends. Ain Edruce, with her vibrant and trendy style, collaborates 

with FashionValet and Neelofar Hijab, appealing to young Muslim girls by seamlessly 

combining modesty with modern trends. Wak Doyok, a fashion icon and entrepreneur, 

endorses his own brand as well as international brands like Superdry, inspiring young boys 

with his unique and bold style while encouraging entrepreneurial aspirations. Neelofa, a 

significant figure in modest fashion, promotes her brand Naelofar Hijab and luxury cosmetics 

from Lancome, influencing young Muslim girls to embrace stylish modesty and holistic beauty 

routines. These influencers set trends, provide styling ideas, and foster brand loyalty through 

authenticity and relatability. 

 

The accessibility of trends and products via digital platforms allows Generation Alpha to 

engage with influencers in ways that were not possible for previous generations. For instance, 

platforms like TikTok offer interactive content, such as viral challenges and tutorials, which 

actively involve users in conversations. Instagram’s visual-centric nature allows for immediate 

exposure to new styles through influencers’ posts and brand advertisements. YouTube provides 

in-depth content, such as unboxing videos and reviews, which help consumers make informed 

decisions. Role of Social Media and Influencers Social media influencers hold significant sway 

over Generation Alpha’s preferences. Influencers on platforms such as Instagram and TikTok 

are perceived as relatable and trustworthy sources of advice, often more so than traditional 

advertising methods. Liu and Chan (2024) highlight that influencers’ endorsements are 

frequently viewed as authentic and in tune with contemporary trends, which enhances their 

impact. 

 

Influencers’ ability to create personal connections with their audience and their consistent 

engagement with followers contribute to their influence. For Generation Alpha, whose 

interaction with digital media starts early, these influencers represent not only role models but 

also sources of peer validation. The presence of influencers endorsing specific brands or styles 

often leads to rapid adoption of these trends among their followers. Recent studies show that 

Generation Alpha values authenticity and relatability in influencers. They are drawn to 

influencers who reflect their own values and lifestyles, rather than those who are solely driven 

by commercial interests (Wang & Ho, 2023). This preference for genuine connections means 

that influencers who share personal stories or engage in meaningful interactions are more likely 

to shape preferences effectively. Cultural and Economic Impact Cultural values and economic 

conditions in Malaysia significantly influence the perception and behavior of young 

influencers. Traditional cultural norms and family expectations play a crucial role in shaping 

preferences. For example, certain styles and brands may be preferred due to their alignment 

with cultural norms or their acceptability within specific ethnic communities (Lee & Tan, 

2022). 
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In Malaysia, where cultural diversity is prominent, choices often reflect a blend of global trends 

and traditional values. Generation Alpha’s preferences are influenced by family values and 

cultural practices, which can dictate the types of content and endorsements considered 

appropriate or desirable. This influence extends to the selection of brands that align with 

cultural expectations and norms. Economic factors also play a critical role in shaping behavior. 

Household income levels and economic stability affect the affordability of products and 

influence purchasing decisions. Research by Nguyen and Tan (2024) indicates that economic 

conditions, such as family income and spending power, determine the accessibility of certain 

items. Higher-income families may afford premium or luxury brands, while lower-income 

families may prioritize budget-friendly options. Economic fluctuations can impact spending 

power, affecting overall behavior patterns. 

 

Emerging Trends and Preferences Young influencers demonstrate a growing interest in 

personalized and interactive experiences. Innovations such as virtual try-ons, customizable 

options, and immersive online environments are becoming increasingly popular (Tan & Lim, 

2023). These innovations cater to Generation Alpha’s desire for personalized experiences and 

interactive engagement with brands. Virtual try-on technology, for example, allows consumers 

to visualize how products will look before making a purchase, enhancing their experience. 

Customizable options, such as personalized designs or monogramming, provide a sense of 

individuality and exclusivity. Interactive online environments, such as augmented reality (AR) 

experiences, offer engaging ways for consumers to interact with products. 

 

Additionally, there is a noticeable trend towards sustainable and ethical choices among 

Generation Alpha. Many young influencers are increasingly aware of environmental issues and 

ethical production practices. As a result, they show a preference for brands that prioritize 

sustainability and ethical considerations in their production processes (Chong, 2024). 

Influencers who promote eco-friendly materials, ethical labor practices, and transparency in 

their endorsements resonate with this environmentally conscious demographic. This study 

highlights that young influencers significantly shape Generation Alpha’s perceptions and 

behaviors, particularly through digital media and social platforms. Digital platforms and social 

media play central roles in shaping experiences, with trends being quickly disseminated and 

adopted through these channels. Influencers, who are perceived as relatable and authentic, have 

a profound impact on shaping preferences. 

 

Cultural and economic factors in Malaysia also play crucial roles in determining choices. 

Traditional cultural norms and economic conditions affect the accessibility and desirability of 

products. Emerging trends, such as personalized experiences and a preference for 

sustainability, reflect broader shifts in consumer attitudes and values. For brands and marketers, 

understanding Generation Alpha’s digital habits and preferences is essential for developing 

effective strategies. Brands should leverage influencers to connect with this audience. 

Emphasizing personalization and sustainability in offerings can further align with the values 

and preferences of Generation Alpha. Marketers should also consider cultural and economic 

contexts when designing campaigns to ensure they resonate with this diverse and dynamic 

demographic. 

 

Future research could explore the long-term evolution of perceptions and behaviors as 

Generation Alpha matures. Investigating the impact of emerging technologies, such as 

augmented reality and artificial intelligence, on behavior could provide additional insights. 



 

 

 
Volume 10 Issue 57 (March 2025) PP. 68-78 

  DOI 10.35631/IJEPC.1057005 

76 

 

Comparative studies across different regions and cultural contexts may offer a broader 

understanding of global trends and regional variations, contributing to a more comprehensive 

view of this demographic. 

 

Table 1: Summary of Previous Findings on Fashion Consumption Among Malaysian 

Generation Alpha 

Key Factors Findings Sources 

Influence of Digital 

Platforms 

Social media platforms like TikTok, 

Instagram, and YouTube play a dominant role 

in shaping fashion preferences and purchasing 

behaviors. 78% of Malaysian Generation 

Alpha respondents say social media influences 

their fashion choices. 

Chong (2024) 

Role of Young 

Influencers 

Influencers, especially those from the same 

generation, significantly shape trends through 

endorsements and personal branding. Popular 

influencers like Aiman Hakim Ridza, Ain 

Edruce, Wak Doyok, and Neelofa impact 

purchasing decisions through their digital 

presence. 

Various case 

studies 

Social Media 

Engagement 

TikTok fosters interactive content (challenges, 

tutorials), Instagram offers visual exposure to 

styles, and YouTube provides in-depth 

reviews. These platforms create immersive 

brand experiences. 

Liu & Chan 

(2024) 

Cultural Influence 

Cultural diversity and family values influence 

fashion choices. Some styles are preferred due 

to cultural norms and ethnic community 

expectations. 

Lee & Tan (2022) 

Economic Impact 

Household income and economic conditions 

affect affordability and accessibility of fashion 

items. Higher-income families opt for 

premium brands, while lower-income groups 

prioritize budget-friendly options. 

Nguyen & Tan 

(2024) 

Emerging Trends & 

Preferences 

Generation Alpha shows increasing interest in 

personalized fashion experiences (virtual try-

ons, customization). There is also a growing 

preference for sustainability and ethical 

fashion. 

Tan & Lim (2023) 

Authenticity & 

Relatability 

Young consumers value influencers who share 

personal stories and genuine experiences. 

Influencers who prioritize authenticity over 

commercial gain are more trusted. 

Wang & Ho 

(2023) 

 

Digital platforms, young influencers, cultural norms, and economic factors shape the fashion 

choices of Malaysian Generation Alpha. Social media platforms like TikTok, Instagram, and 

YouTube inspire fashion trends, spread styles quickly, and engage young consumers through 

interactive content. Influencers influence preferences, especially when they share relatable and 
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authentic endorsements. Cultural and economic factors also affect fashion decisions. Family 

values and traditions guide the acceptance of certain styles, while household income limits or 

expands brand choices. New trends, such as personalized fashion and sustainability, show that 

Generation Alpha’s shopping habits continue to evolve. Brands and marketers must understand 

these factors to connect with this digital-savvy and culturally diverse group. Future research 

should examine how technologies like augmented reality and artificial intelligence will change 

fashion engagement and shopping behavior. 
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