American Journal of Interdisciplinary
Research and Innovation (AJIRI)

ISSN: 2833-2237 (ONLINE

VOLUME 5 ISSUE 3 (2026)

----------

.............
oooooooooo
"""""""""
...........
..............
...............
...............
oooooooooooooo
..............
..............
...............
..................
ooooooooooooooooooo
.....................
000000000000000000000
ooooooooooooooooooooo
.....................
..........................

--------
........

- z 2 e < < N o 6 6 6 _ O _0_0_90_0_0 o o o o o o o o e e & o
.................................
ooooooooooooooooooooooooooooooooooo
oooooooooooooooooooooooooooooooooooo
oooooooooooooooooooooooooooooooooooo
ooooooooooooooooooooooooooooooooooooo
oooooooooooooooooooooooooooooooooooo
oooooooooooooooooooooooooooooooooo
y S e L o ® ® ® ([ P My ) () [ ) [ ] [ ] [ ] [ ] [ ] S O 5 0 0 5 0 0 _ 0 _0_0_0_0_0o_ o o o o o o 0o
.........................................
ooooooooooooooooooooooooooooooo

NN SO PP M IO N PUBLISHED BY
eeeeretete e e T TN TITITITLNLILIUUTUL E-PALLI PUBLISHERS, DELAWARE, USA



Volume 5 Issue 3, Year 2026
ISSN: 2833-2237 (Online)
doi.org/10.54536/ajiri.v5i3.7900
journals.e-palli.com/home/index.php/ajiri

American Journal of Interdisciplinary

/ DOI: https:
@ Dalli Research and Innovation (AJIRI)

https:

The Digital Resurrection: Analysing the Cyclical Revival of Past Fashion Trends in
Gen Z Culture

Asmi Khurana!”
Article Information ABSTRACT

The way people think about fashion is changing, especially among young peo-
ple. In the past, fashion trends would come back after 20 years, but now they are
happening faster thanks to the internet and social media. This study examined
why old-fashioned trends are returning so quickly and how social media is shaping
people’s fashion thinking, The researchers interviewed 160 people and found that
most think fashion trends last less than a year. They also found that people are
getting fashion ideas from social media, such as Facebook and Twitter, rather than
from traditional fashion leaders. The study showed that people are feeling nostalgic
for the past, even if they didn’t live through it, and that this is influencing how
they think about fashion. But the main reason old trends are coming back is that
they are going viral on social media. The researchers also found that many people
know big fashion brands are trying to manipulate them into buying certain things,
but they still buy into trends because it makes them feel good and helps them fit
in online. This study explored how fashion works now: it’s like a big loop, where
old trends are constantly brought back and mixed with new elements to create
something new. This is happening really fast, and it’s changing the way people think
about fashion and consumerism. The study also discusses how this could affect
the future of sustainable fashion, which is environmentally and socially responsi-
ble. Fashion consumption has changed over the years; nowadays, it’s more about
instant gratification and social media validation. No traditional fashion leader is
now looking for inspiration; instead, they are turning to social media and influenc-
ers. This is creating a new kind of fashion cycle, where trends come and go really
quickly, and people are always looking for the next big thing, The study’s findings
are important because they show how the fashion industry is changing and how
people are thinking about fashion in new ways. It also highlights the need for more
sustainable and responsible fashion practices, which could help reduce waste and
promote more positive body image. Overall, the study offers a new perspective on
the fashion industry and its evolution in the digital age.
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INTRODUCTION

Fashion doesn’t always move in a straight line - it’s more

which were popular in the 80s and 90s, are back in style.
Even things like choker necklaces and platform shoes,

like a circle. Things come in, go out, and then come back
again. This is called the “fashion cycle”. It means that old
styles don’t really die, they just wait for the right moment
to come back. Lately, this cycle has been happening really
fast. Over the last ten years, people have been really into
the way things looked in the 90s and eatly 2000s. From
the grunge style of the 90s, which was all about being
against the mainstream, to the super flashy and glittery
style of the early 2000s, old trends are coming back in a
big way (Turunen, 2021)(Yang, 2023). This is happening
so quickly that it’s going against what we used to think
about how long trends would last. The way people dress is
influenced by what’s happening around them. Sometimes,
old styles come back because they remind us of a certain
time or place (Fisher, 2014). Other times, they come back
because they’ve been forgotten and seem new again.
Either way, the fashion cycle is what makes fashion so
interesting - it’s always changing, but also always looking
back. In recent years, we’ve seen many old trends return.
For example, high-waisted jeans and oversized jackets,

which were big in the 90s, are back in style. This just goes
to show that fashion is always looking to the past for
inspiration while also trying to create something new. So,
what’s next? Will we see a return to the sleek, minimalist
styles of the 60s? Or maybe the flashy, over-the-top styles
of the 80s? One thing’s for sure - with the fashion cycle,
you can never really predict what’s going to happen next.
But that’s what makes it so exciting.

The way fashion works has changed a lot over time. In
the past, there was a rule that said it takes about 20 years
for a fashion trend to go from popular to out of style
to old-fashioned, and finally to vintage or classic. This
happened because it would take a whole generation for
people to forget about the original style and see it as cool
again. But with the internet and social media, this rule
doesn’t really apply anymore. Now, old and new styles can
exist together, and people can pick and choose what they
like from different time periods. This has created a kind
of “digital resurrection” where old-fashioned trends are
brought back to life and reworked for a modern audience.
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It’s like taking old pieces and putting them together in
new ways to create something fresh. This is happening
because nostalgia and modern technology are no longer
separate things - they’re mixed together in the way we
think about fashion. For example, we’re seeing a lot of
old styles from the past, like Y2K fashion, coming back
into popularity, but with a modern (Agins, 1999). This
is changing the way we think about fashion and how we
consume it.

The way people get into new fashion trends is changing
really fast. This is mainly because of how social media
platforms like TikTok and Instagram are evolving. These
platforms are like super-powerful machines that can make
a certain style, like the “clean girl” look or “indie sleaze,”
go viral all around the world in just a few weeks (Blumer,
2017). In the past, new fashion trends would start with
high-end designers and then slowly make their way to
ordinary people. But now, that’s not how it works. Young
people, especially those born after the internet became
a big thing, don’t just follow what designers say is cool.
Instead, they use the internet to create their own unique
styles and identities (DiMaggio, 2002). They mix and
match different trends and personal touches to show the
world who they are. For people today, fashion is a way
to express themselves and navigate a world that’s getting
more and more complicated. They use fashion to curate
their own personalities and styles, and social media helps
them do that (Rasheed e¢f a/., 2023).

The desire to hold on to the past is deeply rooted in
what’s called “affective fashion”, which is all about the
emotional connection between a person and their clothes.
For people born after 1995, who grew up during a time
of global health crises, economic uncertainty, and climate
change, the styles of the 90s and 2000s are like a warm
hug they evoke a sense of nostalgia for a time they never
actually lived through. By wearing the same kind of
clothes their parents wore when they were young, these
younger people feel like they belong to a simpler time. This
emotional pull is really powerful, and companies know it
- nostalgia can make people love a brand more and share
its stuff online. That’s why brands are now using “retro”
themes and old designs in their marketing campaigns to
tap into the sentimental value of past decades. It’s like
they’re saying, “Hey, remember the good old days? Let’s
bring them back and make you feel all warm and fuzzy
inside.” And it’s working people are eating it up, and it’s
changing the way fashion works (Kawamura, 2018).

The comeback of old-fashioned isn’t just about feeling
nostalgic, it’s also connected to what’s happening in
the world today, economically and environmentally.
The movement towards being more sustainable has
made “thrifting” and buying second-hand clothes really
popular, with websites like Depop and Vinted leading the
way (Laver, 2013). This naturally makes people like older
clothes more. But there’s a weird contradiction: even
though people love the look of “vintage” clothes, big
fashion companies can make similar clothes quickly and
cheaply, like flared pants from the 70s or crop tops from

the Y2K era. This creates a situation where consumers
criticise the fashion industry for manipulating them, but
at the same time, they’re still buying into it because it’s
affordable and easy to get from big brands (Sproles, 1981)
(Fritzsche, 2002).

The way people interact with fashion has changed a lot,
and it’s not just about what’s in style anymore. There’s
a big gap in our understanding of how social media,
nostalgia, and marketing all come together to create the
fashion trends we see today. Most studies focus on one
thing, like the history of a certain type of clothing or how
brands get people to be loyal. But we need to look at all
these things together to understand why old trends keep
coming back, and how the internet has changed the way
we experience fashion. Fashion has always gone through
cycles, but now they’re happening faster than ever. We
need a new way of thinking about how social media,
people’s desire to connect with the past, and companies
trying to make money all work together to make old
trends popular again, especially among younger people.
We’re missing a big picture view of how all these things
intersect and drive the rapid return of past trends. It’s
not just about what’s old being new again, but about how
our digital lives are changing the way we think about and
interact with fashion (Goulding, 2001). By looking at all
these factors together, we can start to understand why
certain trends come back and how companies are using
social media and nostalgia to sell us things. This can help
us make sense of the fast-paced and often confusing
world of fashion and how it’s being shaped by the digital
age. The digital experience has transformed the way we
live with fashion, and it’s time we caught up with a new
way of thinking about it. We need to consider how social
media algorithms, psychological nostalgia, and corporate
marketing all work together to create the trends we see
today. Only then can we start to understand the complex
and often surprising ways that fashion is evolving in the
digital age.

This paper aims to investigate the primary social,
psychological, and economic factors contributing to the
cyclical resurgence of past fashion trends in contemporary
youth culture. Through analysing survey data and existing
literature, the study will explore the degree to which
digital platforms act as accelerators and how consumers
navigate the tension between authentic self-expression
and commercial manipulation. The contemporary revival
of past fashion trends is not a mere repetition of history
but a digital reconstruction driven by a synthesis of
social dynamics (algorithmic influence and subcultural
identity), psychological motivations (nostalgia and the
search for belonging), and economic realities (marketed
nostalgia and the accessibility of fast fashion), resulting
in a continuous, accelerated feedback loop rather than a
linear cycle.

LITERATURE REVIEW
Fashion often reflects social and cultural change, but its
evolution is complex and does not follow a straight path.
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Many styles return after fading away, often taking on new
meanings in different contexts. Early theories suggested
that trends needed time to lose their old associations
before becoming fashionable again (Sproles, 1981). This
idea was that time apart helped people see old styles as
fresh and appealing. While this explanation fit much of
the twentieth century, it does not fully explain how trends
reappear in today’s digital world. The return of Y2K
fashion shows how things have shifted. Clothes inspired
by the late 1990s and early 2000s are now become famous
even among the youth who did not experience that era.
Yang (2023) studied that this comeback is more than
just repeating old styles (Yang, 2023). These styles are
updated with modern touches, so they reference the past
but have current tastes. This shows that easy access to
digital images, videos and archives has made the time
gap between trends less important. Social media has
changed how fashion trends start and spread. In the
past, designers and luxury brands acted as gatekeepers
by slowly introducing new styles to the public (Blumer,
2017). But now, the process becomes more open with
influencers, content creators and regular users all helping
to decide what is fashionable. Boyd (2010) described
social networks as places where people create, share,
and change cultural content, not just consume it Boyd
(2010). As a result, trends spread faster and through
more channels, reducing the power of traditional fashion
leaders. Pedroni (2023) also argued that influencers play
a key role in making niche styles popular. At the same
time, researchers have expanded their views on nostalgia
in fashion (Pedroni, 2023). Earlier studies saw nostalgia
as a feeling depend on personal memories (Holbrook,
1993). More recent literature shows that people can feel
nostalgic for times they never experienced. Daszkiewicz
(2023) noted that films, music, digital archives, and social
media keep past decades alive and helping younger
generations to connect emotionally with those decades
(Daszkiewicz, 2023). Because of this, nostalgia is now
seen more as a shared cultural feeling, not just a personal
one. Fashion brands use retro designs and marketing to
create a sense of familiarity and strengthen emotional
ties with customers. Fashion does more than just look
good or serve business interests. Kawamura (2018) said
that clothing helps people show their identity, values,
and social connections (Kawamura, 2018). This role
has grown in the digital age, as people share their styles
through photos, videos, and social media. Marwick
(2015) found that social media pushes people to shape
their public image, making clothing an important way to
express themselves (Marwick, 2015). So, people adopt
revived trends not just because of history, but also to
show their personality, identity, and group ties both online
and offline. Changes in how the fashion industry works
have sped up the return of old trends. Bhardwaj and
Fairhurst (2010) showed that fast-fashion brands can now
copy popular styles in just weeks (Bhardwaj & Fairhurst,
2010). When a retro trend gets noticed on social media,
cheap versions quickly become available to many people.

While this makes fashion more accessible, it also leads
to more buying and throwing away of clothes. Joy e# al.
(2012) pointed out the growing conflict between wanting
cheap, trendy clothes and caring about the environment
(Joy et al., 2012). Even though second-hand shopping and
circular fashion are becoming more popular, fast fashion
still dominates the market.

In summary, research shows that the return of old fashion
trends happens because of many connected reasons,
not just one. Things like fashion cycles, digital media,
nostalgia, identity, and business strategies all play a part,
but they are often studied separately. As a result, there is
little research on how these factors work together in the
daily lives of Generation Z. Looking at these influences
together could help us better understand why old styles
keep coming back in a world shaped by social media,
algorithms, influencers, and fast digital communication.
This study aims to explore the social, psychological, and
economic reasons behind the current revival of past
fashion trends.

MATERIALS AND METHODS

To really understand how old fashion trends come back
into style, especially among younger people, we looked
at the complex relationship between what’s happened in
the past and how digital technology is changing things
today. Our study used a mix of looking at what’s already
been written about the topic and collecting new data
from surveys to get a complete picture. By combining
these two approaches, we made sure our findings were
based on established ideas about society but also reflected
what’s actually happening right now. This way, we could
see why certain old trends are popular again, especially
among Gen Z.

Research Design and Framework

This study looks at how fashion trends come back into
style. It wants to understand what’s currently happening
with fashion revivals and why they happen. The researchers
are considering how social media and nostalgia play a role
in this. They’re using a few key ideas to guide their work.
One idea is that trends spread quickly through social
media, across different groups of people. Another idea is
that fashion is like a circle, where old and new styles are
always connected. This means that what’s old can become
new again, and vice versa. By studying these factors, the
researchers hope to gain a better understanding of how
fashion revivals happen. They’re looking at how social
media influences people’s choices and how nostalgia, or
a longing for the past, contributes to the return of old-
fashioned trends.

Secondary Research: Systematic Literature Review

The first step in our study was to thoroughly review twenty
academic papers and industry reports. This was a crucial
part of the process, as it helped us identify some key areas
that hadn’t been fully explored yet - particularly the way
consumers actually experience and interact with products,
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rather than just looking at what the industry thinks is
trending. We found that most research had been focused
on what the industry thought was important, rather than
what really matters to the people using the products. By
looking at it from the consumer’s perspective, we were
able to pinpoint some significant gaps in the existing
research.

To find the right information, we looked at papers from
websites like ResearchGate and Taylor & Francis. We
chose papers that talked about the history of fashion,
like how trousers became popular from the 1920s to the
1980s. We also looked at papers about how people feel
nostalgic and how digital marketing affects what people
buy, like the STEPPS framework and why Y2K styles are
popular again.

Let’s break it down: to understand how fashion trends
have changed, a special tool was used to analyse each
study. This tool had different parts: where the information
came from, the title, the method used, what was learned,
and what was missing. By using this tool, it was possible
to compare and see how fashion cycles have evolved
from the early 20th century to today’s digital age. This
approach made it easier to identify patterns and changes
in fashion over time, from the past to the present day,
which is heavily influenced by digital technology.

Case Study Integration: Specific modern case studies,
such as the marketing of Stranger Things and KFC’s retro
campaigns, were analysed to understand how “Retro-
Marketing” strengthens consumer-brand ties.

Primary Research: Quantitative Survey

To bridge the gap linking theory and contemporary
reality, a primary survey was conducted. This method was
chosen to capture the specific behaviours and attitudes of
the current “trend-setters”, Gen Z and young Millennials.
We used a simple way to pick people for our study,
looking for them in online places where people talk a lot
about fashion.

This made it easy to find people who were interested in
the topic. In the end, 160 people took part in our study,
sharing their thoughts and opinions with us.

Participant Demographics: The sample was strategically
skewed toward the “Digital Native” demographic to
ensure relevance. Most of the people who answered were
young - 42.5% were between 18 and 24 years old, and
32.5% were even younger, under 18. This gave us a good
idea of what Gen Z is like.

Gender: The sample was predominantly female (67.5%),
reflecting the gendered nature of high-frequency fashion
consumption and trend engagement. Most of the people
in the group, about 75%, were students. Students are
usually the first to try out new fashion trends or bring
back old ones. They like to express themselves through
the way they dress and are often at the forefront of new
subcultural styles.

Instrumentation and Data Collection
The main tool used was a detailed online survey with 15

questions, covering things like basic information about
the person and how they felt about certain things, using a
special scale to measure their responses.

Variable Measurement

Trend Tracking: Measured by frequency (Regularly
vs. Occasionally) to determine the level of “fashion
consciousness” among the group.

Ownership & Era Preference: Participants were asked
to identify specific pieces they owned (e.g, 70s flares,
90s crop tops) to quantify which decades are currently
dominating the market.

Motivational Drivers: The survey used multiple-choice
questions to isolate the “why” behind consumption,
distinguishing between aesthetic appeal, social media
popularity, affordability, and nostalgia.

Perception of Industry: A specific set of questions
addressed the “Critical Consumer” aspect, asking whether
respondents

believed global brands “intentionally”

manipulate cycles for profit.

Data Analysis Procedures

After the survey was finished, the information was looked
at closely using basic statistics to understand what it
meant.

Quantitative Synthesis: Responses were coded and
converted into percentages to identify dominant patterns.
For instance, the correlation between social media usage
and trend adoption was calculated to test the “Digital
Acceleration” hypothesis.

Let’s take a closer look at how people think about fashion
trends. We compared what people told us in a survey to
what we found out from reading about the topic. One
interesting thing we found was that a lot of people who
write about fashion say that trends usually last for about 20
years. But when we asked people in the survey how long
they thought trends lasted, half of them said it was less
than a year. This made us think that maybe the internet
and social media are changing the way trends work and
making them come and go faster than they used to.

Ethical Considerations

Before we started the study, we made sure all the people
taking part knew what it was about. We also kept
everything anonymous, so people could answer honestly
without worrying about their privacy. This meant we
didn’t collect any personal details that could identify
them, and they were free to stop taking part at any time
if they wanted to.

Methodological Limitations

The survey gives a good idea of what Gen Z thinks, but
it’s limited because it only asked 160 people, and they
were all from the city. This means the results are more
like a quick look at what young people in the city think
about fashion, rather than a rule that applies to everyone
everywhere.
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RESULTS AND DISCUSSION

Here’s a rewritten version of the input in a more human-
like tone, inspired by the provided human samples: Let’s
take a closer look at the results of our survey, which
gathered insights from 160 participants. We’ve grouped
the findings into four main areas: who our participants
are and what they know about current trends, how they
shop and what they think about different eras of fashion,
what motivates them to make certain choices, and how

they think fashion affects the economy. If we start with
the basics, as shown in Table 1, it’s clear that Gen Z and
students are driving the fashion revival movement - they
make up a big part of our study group. This gives us an
interesting perspective on what’s shaping the future of
fashion. By exploring these different themes, we can get
a better understanding of what’s behind the latest fashion
trends and how they’re impacting our world.

Table 1: Demographic and Behavioural Profile of Respondents

Category Variable Frequency (N=160) Percentage (%)
Age Group Under 18 52 32.5%
18-24 068 42.5%
25-34 28 17.5%
35-44 4 2.5%
45-54 5.0%
55+ 0 0.0%
Gender Female 108 67.5%
Male 52 32.5%
Occupation Student 120 75.0%
Working Professional 20 12.5%
Self-employed/Entrepreneur | 12 7.5%
Other 8 5.0%
Trend Tracking Regularly (Weekly/Monthly) | 52 32.5%
Occasionally (Aware) 88 55.0%
Rarely (Only when viral) 12 7.5%
Never 8 5.0%

Demographic Profile of the Sample
Understanding the demographic composition is essential
to contextualise the findings. The survey targeted a
specific cohort of digital natives whose consumption
habits are most susceptible to the “Digital Resurrection”
of fashion.
As shownin Table 1, the survey sample was predominantly
composed of Gen Z respondents and students, reflecting
the study’s target population.
* Age Distribution: The sample is overwhelmingly
dominated by the Gen Z cohort.

1. Under 18: 52 respondents (32.5%)

2. 18-24: 68 respondents (42.5%)

3.25-34: 28 respondents (17.5%)

4. 35-44: 4 respondents (2.5%)

5. 45-54: 8 respondents (5%)

6. 55+: 0 respondents (0%)
Most of the people in the study, about 75%, are between
15 and 24 years old. This is important because it means
the results show what the “Reels generation” is doing.
They are the ones who are really into vintage fashion right
now, so it’s useful to know what they think and do.

* Gender Identity:
1. Female: 108 respondents (67.5%)

2. Male: 52 respondents (32.5%)
Itseems that when it comes to bringing back old-fashioned
trends, both men and women are interested, but women
are more likely to try out new and old styles. They tend
to be more adventurous and eager to experiment with
different looks from the past.

* Occupational Status:

1. Students: 120 respondents (75%)

2. Working Professionals: 20 respondents (12.5%)

3. Self-employed/Entrepteneurs: 12 respondents (7.5%)

4. Other: 8 respondents (5%)
The high percentage of students aligns with the theory
that fashion innovation often occurs within academic or
subcultural environments before entering the mainstream
corporate world.

Fashion Consciousness and Trend Tracking

To really understand what’s going on with current trends,
we first needed to figure out how in touch the people in
our study are with what’s happening in the global fashion

world.
* Frequency of Trend Tracking:
1. Regulatly  (Weekly/Monthly — updates): 52

respondents (32.5%)
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2. Occasionally  (Aware but
respondents (55%)
3. Rarely (Notice only when viral): 12 respondents
(7.5%)
4. Never: 8 respondents (5%)
It’s really interesting to see that most people, about 55%,

not active): 88

are what you’d call “occasional” trackers of trends. This
means that they don’t necessarily go out of their way to
research and find the latest trends, but instead, they kind
of absorb them through their everyday surroundings. It’s
like these trends are all around them, and they pick up on
them without even realising it. This says a lot about how
trends can spread and become popular, even if people
aren’t actively seeking them out.

Material Evidence: Ownership and Preferred Eras
This subsection quantifies the physical adoption of
revived trends.

e Ownership of Retro-Inspired Clothing:

1. Yes: 60 respondents (37.5%)

2. No: 52 respondents (32.5%)

3. A Few Items: 48 respondents (30%)
Combined, 67.5% of the sample (108 out of 160) own
at least some clothing inspired by past decades. This
confirms that the “revival” is not just a digital aesthetic
or a “mood board” phenomenon but has translated into
tangible purchasing behaviour.

* Popularity of Decades: When asked which specific
decades their clothing was inspired by, the responses
were distributed as follows:

1. The 1990s (e.g., Grunge, Slip dresses): 52 mentions
(32.5%)
2.The 1980s (e.g, Power dressing, Neon): 38
mentions (23.75%)
3. The 2000s (Y2K, Low-rise, Velour): 36 mentions
(22.5%)
4.The 1970s (Flares, Boho-chic): 34 mentions
(21.25%)
The 1990s led the resurgence, likely due to the decade’s
emphasis on “effortless cool” and minimalism, which
contrasts sharply with the digital maximalism of the
modern era. However, the Y2K (2000s) era is rapidly
gaining ground, particularly among the youngest
demographic (under 18).

Catalysts of Revival: The “Why” and “How”
This is the core of the research, identifying the
mechanism that pulls a trend out of history and into a
modern wardrobe.
e The Primary Driver of Resurgence:
1. Influence of Celebrities & Influencers: 84
respondents (52.5%)

2. Fashion Industry Marketing Cycles: 48 respondents

(30%)

3. Nostalgia and Cultural Memory: 20 respondents
(12.5%)

4. Availability in Fast Fashion Stores: 8 respondents
(5%)

It’s pretty clear that celebrity and influencer culture is
driving the way trends come back. Even though a lot of
academic talk is about “nostalgia”, only a small percentage
of people, 12.5%, say that’s the main reason they revisit
old trends. What this really means for Gen Z is that a
trend isn’t popular again just because it’s old, but because
it’s been given the seal of approval by someone important
online. This shows that validation from modern digital
voices is way more powerful than just being nostalgic for
something, It’s all about who’s promoting it now, not just
that it was cool back in the day.
* The Source of Influence: Where do these consumers
actually see these trends?
1. Social media (Instagram /TikTok): 112 respondents
(70%)

2. Movies & TV Shows: 24 respondents (15%)

3. Friends and Family: 12 respondents (7.5%)

4. Fashion Magazines/Blogs: 8 respondents (5%)

5. Other: 4 respondents (2.5%)
Social media’s 70% dominance confirms the “Digital
Resurrection” hypothesis. Traditional gatekeepers like
magazines (5%) have been almost entirely replaced by
algorithmic feeds.

Psychological Motivations and Identity
Despite celebrities being the catalyst, the internal
motivation for the consumer vaties.
* Internal Motivations for Adoption:

1. Stylish regardless of history: 64 respondents (40%)

2. Social Media Popularity: 40 respondents (25%)

3. Nostalgia/Familiarity: 40 respondents (25%)

4. Peer Influence: 12 respondents (7.5%)

5. Affordability: 4 respondents (2.5%)
A significant number of people, around 40%, think
certain fashion items are always in style. This means they
like these items because of how they look, not because
they remind them of a particular time or era. For example,
someone might wear wide-legged pants from the 1970s
in 2024 simply because they like the way they fit, not
because they’re trying to recreate a retro look. This way of
thinking about fashion is called “de-contextualization”,
where people separate the style from its original time and
context, and just enjoy it for what it is.

* Identity and Belonging:

1. Strongly Agree/Agree: 100 respondents (62.5%)

2. Neutral: 52 respondents (32.5%)

3. Disagree/Strongly Disagree: 8 respondents (5%)
A significant majority (62.5%) associate vintage trends
with a sense of identity. This supports the “Affective
Fashion” theory, where clothing serves as a bridge between
the individual and a broader cultural narrative. Table 2
identifies the “mechanism of resurrection,” contrasting
internal psychological motivations with external digital
and industry influences. Table 2 summarises the major
drivers of fashion revival, including external influences,
personal motivations, and respondents’ perceptions of
trend longevity.
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Table 2: Primary Drivers and Influences of Fashion Revivals

Research Question Response Variable Frequency (n) Percentage (%)
Primary Driver of Revival | Influence of Celebrities & Influencers | 84 52.5%
Fashion Industry Marketing Cycles 48 30.0%
Nostalgia and Cultural Memory 20 12.5%
Availability in Fast Fashion Stores 8 5.0%
Main Source of Influence | Social media (Instagram, TikTok) 112 70.0%
Movies & TV Shows 24 15.0%
Friends and Family 12 7.5%
Magazines or Blogs 5.0%
Other 4 2.5%
Personal Motivation Stylish regardless of history 64 40.0%
Popularity on Social media 40 25.0%
Familiarity/Nostalgia 40 25.0%
Peer Influence 12 7.5%
Affordability 4 2.5%
Expected Trend Longevity | Less than 1 Year 80 50.0%
1-3 Years 68 42.5%
3+ Years 12 7.5%

Economic Realities and Industry Perceptions
The final section of the results deals with the tension
between the consumer and the multi-billion-dollar
fashion industry.
* The Role of Affordability:
1. Yes (Impacts choice): 60 respondents (37.5%)
2. Maybe: 56 respondents (35%)
3. No: 44 respondents (27.5%)
Over 72% of respondents are influenced by cost, which
explains why many “vintages” looks are actually purchased
through fast-fashion retailers rather than authentic thrift
stores.
e Perception of Industry Manipulation:
1. Yes (They do it intentionally): 68 respondents
(42.5%)
2. Possibly: 72 respondents (45%)
3. Not Sure: 16 respondents (10%)
4. No: 4 respondents (2.5%)
It’s pretty shocking that nearly 90% of people think big
fashion brands are tricking them into buying more stuff
by constantly changing what’s trendy. This shows that
younger generations, like Gen Z, are actually really aware
of how they’re being marketed to, but they’re okay with
it and still want to be part of the latest fashion trends.
They’re basically saying, “yeah, we know you’re trying to
sell us something, but we’re going to buy it anyway.” This
mindset is often called the “Cynical Consumer” - they’re
sceptical of the brands, but still willing to participate in
the trend.
* Perceived Longevity of Trends:
1. Less than 1 Year: 80 respondents (50%)
2.1-3 Years: 68 respondents (42.5%)
3.3+ Years: 12 respondents (7.5%)

Half of the respondents believe a revived trend will die
within 12 months. This is perhaps the most significant
finding: the “Fashion Cycle” has been compressed from a
20-year wave into a 12-month “micro-trend” cycle.

Discussion

The transition of fashion from a linear progression
of styles into a recursive, hyper-accelerated feedback
loop represents one of the most significant shifts in
contemporary material culture. The findings of this
study, derived from a sample of 160 participants and a
comprehensive review of historical literature, provide a
clear roadmap of how digital technology, psychological
nostalgia, and market forces have converged to redefine
the “fashion cycle.” This discussion interprets the data
through the lens of sociocultural theory, exploring the
implications of a world where the past is perpetually
present.

The Death of the 20-Year Rule: Digital Compression
and Hyper-Circulation

People used to think that it takes 20 years for a fashion
trend to go from being old-fashioned to vintage
(Daszkiewicz, 2023). This was because it would take that
long for a new generation to grow up and look back at
their parents’ clothes with nostalgia. But now, things are
changing. A recent survey found that half of the people
asked think that a trend will only be popular for less than
a year before it fades away. This is a big shift from the
traditional 20-year rule, and it shows how fast-paced the
fashion world has become. Nowadays, trends come and
go quickly, and what’s popular today might be forgotten
tomorrow. The survey results challenge the old way of
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thinking about fashion trends and how long they last.
It’s no longer about waiting 20 years for something to
become vintage - now, it’s all about what’s hot right now.
The way fashion trends spread has changed a lot because
of “Digital Resurrection”. Social media platforms like
TikTok and Instagram are speeding up this process
(Salasac & Lobo, 2022). In the past, trends would start
with high-end designers, then appear in magazines, and
finally make their way to stores (Muehling & Pascal, 2011).
Now, trends can start with a small group of people on
platforms like Tumblr or Pinterest, become popular on
TikTok through videos like “Get Ready With Me”, and
be mass-produced by fast-fashion companies like Shein
in just a few weeks. This creates a situation where old
trends are not just brought back, but also quickly become
overused. When millions of people can see a trend all
the time, it doesn’t feel new and exciting for very long,
which is why we’re seeing a lot of short-lived trends, or
“micro-trends”.

Nostalgia vs. Aesthetic Validation: The Search for
Identity

One of the most striking contradictions in the results
is the role of nostalgia. While 62.5% of respondents
“agree” or “strongly agree” that vintage trends provide
a sense of identity, only 12.5% cited “Nostalgia and
Cultural Memory” as the primary driver of the revival.
Instead, 52.5% pointed to the influence of celebrities and
influencers.

For the younger generation, the appeal of old-fashioned
clothes isn’t really about missing a bygone era they never
lived through. Instead, it's more about finding a way to
express themselves in the present. You could call this
“anemoia” - a kind of nostalgia for a time that’s not their
own. In today’s digital age, where pictures from different
decades all appear together on the same screen, the
original meaning behind a piece of clothing gets lost. A
pair of flared pants from the 70s, for example, doesn’t
symbolise disco or rebellion like it used to. Now;, it’s
just a visual tool people use to create a certain image of
themselves online. This shift in how we think about old
clothes is pretty interesting, and it says a lot about how
our relationship with the past is changing in the digital
world.

It’s clear that these days, what’s considered “cool” has
nothing to do with when something was first popular. In
fact, 40% of people follow trends simply because they
think they’re stylish, no matter how old they are. This
means that the past is now like a big library of styles that
young people, especially Gen Z, can browse through
and pick what they like (Reynolds, 2011)(Ybema, 2004)
(Escourido-Calvo et al., 2025). They use this to cope with
the uncertainty of the world we live in, where technology
and society are changing so fast. By wearing clothes that
don’t seem to go out of style, young people can create
a sense of stability and consistency in their lives. This
way, they can feel more grounded and secure, even when
everything around them is changing so quickly. It’s all

about finding a sense of timelessness in a world that’s
always on the move.

The “Cynical Consumer”: Awareness and Complicity
One important thing we learned from this study is that
people who buy things today are really smart and aware
of what’s going on. A huge 87.5% of the people we asked
think that big companies are tricking them into buying
more stuff by making them think certain things are cool or
not cool. This means that the younger generation, known
as Gen Z, is not just blindly following what companies
tell them to do - they are actually “Critical Consumers”
who think for themselves.

People know what’s going on, but they still take part. This
creates a situation where consumers are aware of what’s
happening, but they choose to go along with it anyway.
It’s like they’re trapped in a cycle of marketing, where
brands like KFC or Netflix use old-school tactics to make
people feel loyal, and it works. They keep engaging with
these trends because it gives them a sense of being part
of the group, a kind of “social currency” that’s valuable in
the digital world (Boyd, 2010). Being trendy is like having
money in the bank - if an influencer says a certain style,
like a velour tracksuit from the 2000s, is cool, people
feel pressure to join in, even if it means ignoring the fact
that the industry is manipulating them (Jenkins Henry &
Plasencia Adolfo, 2017). The fear of not being part of the
trend outweighs any concerns about what’s really going on.
The connection between affordability and fashion choices
is really interesting. It seems that even though people
love the vintage look, they often end up buying from
modern mass-market retailers because it’s cheaper. This
creates a kind of paradox - the vintage style is supposed
to be about sustainability and taking it slow, but in reality,
it’s often just fuelling the fast fashion machine. It’s like,
people want to look vintage, but they don’t necessarily
want to shop vintage. They’d rather buy new, trendy
clothes that just happen to have a vintage vibe. And that’s
what’s driving the fast fashion industry forward. The fact
that 72.5% of people are influenced by cost when making
fashion choices really highlights this issue. It’s all about
finding a balance between looking good and doing good,
you know?

Affective Fashion and the Body

People often choose to wear certain clothes because of
how they make them feel. This is called the “sensory
experience”. For example, a study in Finland from the
1920s to the 80s found that people liked wearing trousers
because of the way they felt (Marwick, 2015). Our survey
also found that many people like to wear old trends again
because it helps them feel like they belong to a group
or express who they are. This feeling of identity and
belonging is a big reason why people choose to wear
certain clothes.

When someone from Gen Z wears a “90s grunge” style,
it’s not just about putting on a flannel shirt - they’re
also embracing the attitude and vibe of that time, like
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being real and authentic, and rejecting mainstream
commercialism. In a world where everyone’s online life is
perfectly curated and filtered, the rough, unpolished look
of the past feels more genuine and tangible (Pedroni,
2023)(Bhardwaj & Faithurst, 2010)(Fletcher, 2013).
The comeback of corsets or oversized streetwear is like
a game of dress-up, where people can try on different
versions of themselves and show off their personality. So,
fashion is still a powerful way for young people to express
themselves and navigate the line between their real-life
bodies and their online personas (Joy ez al., 2012).

The “Digital Resurrection” of fashion has transformed
the industry into a state of “Perpetual Present.” The past
is no longer “behind” us; it is a resource that is constantly
being mined, remixed, and sold back to us in real-time
(Niinimaki, 2010). The results of this study show that while
the industry provides the tools (marketing and availability)
and the influencers provide the spark (validation), the
consumer provides the meaning (identity). The cycle
has moved away from being a predictable 20-year wave
and has become a chaotic, algorithmically driven sea
of “micro-revivals.” This suggests that future fashion
research must move beyond chronological history and
focus instead on algorithmic sociology, understanding
how the code behind our screens determines the clothes
on our backs (Colombi & D’Itria, 2023).

If trends continue to cycle this quickly, we may reach a
point of “trend saturation,” where the very concept of
a “trend” disappears because everything is fashionable
simultaneously. For brands, this means that “heritage”
and “storytelling” will become more important than ever.
For consumers, the challenge will be to find authentic self-
expression within a system that is designed to turn their
nostalgia into a commodity every 12 months. Ultimately,
the revival of the past is a mirror of the present: a
generation using the fragments of history to build a sense
of home in a rapidly changing digital landscape.

CONCLUSION

Fashion resurgence is no longer driven only by nostalgia
or the repetition of historical trends. The findings of this
study shows that digital platforms have fundamentally
changed the way of fashion cycles operate. Based on
survey responses from 160 participants and insights from
existing literature, the study shows that social media has
become the primary force behind the rapid return of
styles from previous decades. Rather than waiting years
for trends to reappeat, consumers are now exposed to a
continuous mix of fashion influences from different eras,
making the cycle much faster than in the past. The results
also show that Gen Z looks vintage fashion as a means
of self-expression rather than a way to recreate the past.
Influencers, celebrities and algorithm driven platforms
play a significant role in shaping these choices that often
make older styles feel contemporary and relevant. At
the same time, many consumers are aware of fashion
brands that deliberately restore trends for commercial
gain, but they continue to participate because these

styles provide social acceptance, aesthetic appeal, and a
sense of identity. Overall, today’s fashion work within
a digital environment where past and present coexist
simultaneously. The comeback of older trends shows
a combination of technological influence, consumer
psychology and marketing strategies, demonstrating that
the modern fashion cycle is dynamic, continuous, and
closely linked to online culture.

Future Scope of the Study

The findings of this study provide an idea for future
research. First, larger and more diverse samples from
different regions and age groups could provide a broader
understanding of how fashion comeback differs across
demographic and cultural contexts. Second, comparative
studies across different region of the world would help in
finding whether digital fashion restoration is managed by
global social media trends or by local cultural influences.
Future research should also study the role of new
technologies mainly Al and recommendation algorithms,
in determining and promoting fashion trends. In addition,
longitudinal studies could examine whether the rapid
rise of micro-trends increases sustainable consumption
or leads to increase in fashion waste over time. At last
qualitative methods such as interviews or focus groups
may also provide deeper insights into the motivations,
emotions, and identity-related factors that influence
consumers’ adoption of revived fashion trends. These
approaches would contribute to a more comprehensive
understanding of fashion consumption in the evolving
digital environment.
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