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 Introduction 
 Fashion is a dynamic area, and it comes and goes. As a society’s values keep evolving from the traditionally established norms, so is their beliefs and culture. Even though Fashion is not an ambitious projected image reinterpreted old values, it is an evocative and refreshing concept that offers the refreshing concept that is appreciated by the society, making it more instinctive (Chittenden, 2010).  Fashion exceeds an individual’s appearance but also transmits nonverbal communication to cues that may describe social status, values, lifestyle, among others. As such, Fashion continues to shift rapidly to accommodate the dynamic needs and express the emotional experiences through interactive implements in the dress.  One of the most robust demographics in fashion is the youth (Silva & Bonetti, 2021). Therefore, this study will dissect the youth-oriented fashion market as enhanced by the digital platforms and the comparative analysis as compared to the already existing fashion and digital space. 
The Contemporary Youth-Oriented Fashion Products
For a fashion trend to be successful, it depends on the society’s reception, interpretation and judgement. The modern-day youth-oriented fashion is driven by asp rationalism which effectively diminishes the gap between the rich and the poor while accepting a trend (Pathak-Shelat & DeShano, 2014).  As such, the market dynamics has changed from just the ability to afford, but the acceptability of a given trend. Additionally, internet uptake has greatly influenced the market space, from the traditional markets to a more robust global borderless market. However, despite the new opportunities created both to customers, vendors and fashion designers and influencers, there is still a huge gap in the value chain for youth-oriented fashion products, as will be discussed and compared with the already existing markets.
There is a popular culture across the globe of e-commerce businesses with one of the most common current /trends in internet access include cable television and syndicate radio programs. Giant e-commerce corporates include Amazon, Alibaba among others. Due to the dynamic nature of the cyber space, there is an increased growth of young customers’ expectations and demands for products that represent their own cultural statement (McPherson, 2007). As such, this market demographic creates the market gap for youth-oriented Fashion products which deviate from the traditional concept of products and price. The idea in consideration targets small towns across the world and make the products available to the fashion-conscious youth. 
Literature Review
The contemporary world youth have a predictable audacity, they want to shop, venture out and try which makes them to decide how long fashion trend lasts  (Subrahmanyam & Smahel, 2010). The global world has no geographical constraints to reach and witness as the youth are connected by web technologies.  There is a significant line between the buying behaviors among the youth as their key interests include the visibility on social networks, get appreciated and interact on the platforms. In the given context, the top-down consumerist model approach is relevant (Reaves et al., 2004). Consumption theories describe a complex picture in which fashion does more than signal the social position of a person, which id further explained by rather populist models and trickle across theories to explain the models. For example, there is a prevalence of attitude and lifestyle which decides the product purchase rather than merely following cultural stars and people in the limelight, or those from wealthy people. On the contrary, today’s world of fashion industry, more so among the youth, is driven by knowledge and experience which provides a chance to all individuals to experience and appreciate a moment that is not decided by their monetary status. 
	 In many instances, the rich has superiority in appreciating a taste or value. As such, the commonality of information and will enable the rich and the economically vulnerable compete on the same level. More so, the market is shifting lines between the ignorant and the people with information. In most E-commerce platforms, only premium products make it to the markets (Crewe, 2013). Additionally, most products offered are for general population, making them uncompetitive and unreachable to the low-income earners, given the logistics and the diversity in fashion culture and unique youth needs. Additionally, the platforms do not offer unique products for specific needs in the various regions across the globe. The idea gap is to customize local needs while minimizing on the lead times while meeting the local youth unique needs.   
Table 1: A Structural Analysis of Conspicuous Consumption Behavior 
(Source: Chaudhuri and Majumdar, 2006)
	Social structure
	Primary Objects of Consumption
	Drivers of
Behavior
	Consumers
	Principal
behavior
dimensions

	 Pre-capitalist Feudal
	Salves, women and food
	Military and political powers
	Nobility
	Pure ostentation

	Modern Capitalist
	Very expensive products e.g., diamonds
	Social power and status
	Nobility and upper middle class
	Ostentation and signaling and uniqueness

	Post-Modern
	Image and Experience
	Self-Expression and self-Image
	Middle class and the “masses”
	Uniqueness and social conformation



	Retailers and fashion designers have an elaborate focus on e-commerce and are greatly drifting from the traditional youth’s designs that that have dominated the industry for decades. The youth market has suffered serious failures in the recent years, since the management has had a continuous focus on the traditional and outdated tactics which dictated that mall stores continue to be their primary focus (Crewe, 2013). Therefore, the market has shifted to digital markets, since the youths are felt to no longer visits boutiques and malls for their fashion strategy. However, the e-commerce markets do not come unchallenged by competition, as they do not equally come without, they own challenges as will be discussed below. 
	Some of the key direct and indirect competitors to digital youth-oriented fashion online stores include the traditional fashion stores, established online platforms (like amazon, Alibaba among others), general malls and boutiques and established children and youth cloth lines among others. In the four major competition categories, there are unique strengths, weaknesses, opportunities, and threats as will be discussed below.
1. Youth-oriented online Fashion stores.
The youth oriented online fashion stores form the market gap that this study seeks to target. Strengths: an easily accessible website that should also be entertaining. It should be attractive and always offer something new for the youth, thereby encouraging them into coming back. Additionally, a personalized and excellent relationship of the vendors and the client will greatly enhance the prospects of the new idea.
 Opportunities: There is a big potential given that the existing markets focus has largely been on the high-end customers while leaving out the low income earners. Also, there has not been a distinct market for the youth fashion and young people are forced to fit within a large global market that is not keen in meeting their specific and unique needs.
Weaknesses: one of the weaknesses perceived will be the ability to fulfill urgent orders where the customers are located in a different geographical location. 
Threats: Existing threats include lack of internet accessibility and know how among the customers. The online platforms will also highly rely on the internet whose outage will render the business unavailable.
2. Traditional fashion store
Weaknesses: Fashion stores mainly rely on the fashion trends at any one time to make their revenues and are not necessarily fashion influences or trend setters. They are also geographically limited to their physical locations. 
Strengths: they resonate well with their customers who are able to walk in and validate their expectations against their expectations. 
Opportunities: Despite the huge shift towards technology, fashion stores have a big opportunity in complimenting the online stores as pick up points or partner vendors.
Threats: in the current global economy with vast logistical capabilities threaten the monopoly of these stores in the areas they are established.
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