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Abstract 
By describing the unique attributes of fashion market and comparing the fa-
shion products with other products, this paper analyzes factors that contri-
bute to consumers’ behaviors in fashion market. Those factors include con-
sumers’ needs, social identity, and psychological irrationality. Particularly, I 
based my analysis on Maslow’s theory of hierarchical needs, social identity 
theories, and human irrationality theories. The present article reviews these 
important factors and extends previous work by synthesizing the above-men- 
tioned three aspects, which can provide basis for future studies on consumer 
behaviors in fashion market. 
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1. Introduction 

As many aspects of individuals’ lives, such as education, internet, medical care, 
and so on, are boosting the global economy at a surprisingly fast pace, individu-
als’ living standards are improving. People with stable income are paying more 
and more attention to their clothing, thus spurring fashion industry to flourish. 
For example, a recent report from Statista demonstrated that the revenue of global 
apparel market was 1802.59 billion dollars and it was estimated that it will achieve 
2246.62 billion dollars worldwide by 2025 (Shahbandeh, 2021). To better serve 
the customers and achieve success in fashion businesses, it is necessary to inves-
tigate the factors that affect consumers’ behaviors in fashion market. 

Despite that consumers’ behaviors in fashion market are controlled by time, 
money, and other variable factors, their self attributes and unconscious biases 
matter as well. Maslow’s hierarchy needs function to influence consumers’ pur-
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chasing intention from different dimensions, such as income disparities, gender 
disparities, and fast fashion. When social identity applies, people who belong to 
certain gender group or serve at certain positions are more likely to buy certain 
fashion items, so this is the reason that it is essential for the businesses to ensure 
their target customers. Moreover, consumers usually cannot realize the under-
lying biases they possess, which will affect the consumer choices unconsciously. 
Utilizing the customers’ personal information and inevitable irrationality, busi-
nesses are able to create comprehensive marketing strategies to appeal to cus-
tomers and maximize the profits. Thus, the present article analyzes factors that 
influence consumers’ behaviors in fashion market and pointed to the implication 
of those factors in marketing strategies.  

2. Consumers’ Needs 

Identifying consumers’ needs are the first step for consumer purchase (Engel, 
Kollat, & Blackwell, 1968). According to Maslow’s theory of hierarchical need, 
five types of needs exist, from lowest order to highest order, including physio-
logical need, safety and security needs, love and belonging needs, esteem needs, 
and self-actualization (Maslow, 1943). These needs are linked to individuals’ be-
haviors in many scenarios, including socializing, working, as well as shopping, 
among which the purchasing behaviors worth investigating for it overthrows 
one of the economic postulates: people behave in rational ways and consider op-
tions and decisions within logical structure of thought (DiRita, 2014). The present 
article focuses on how consumers’ needs affect their behaviors in fashion indus-
try. Particularly, guided by Maslow hierarchy of needs theory, I investigated how 
income disparities, gender disparities, and money attitudes affect consumers’ needs, 
thus influencing behaviors.  

2.1. Income Disparities 

Fashion industry plays a critical role as people’s living standards are growing. 
The most significant features or representations in the fashion industry are ap-
parel, footwear, and accessories. For people with low income and low social sta-
tus, they cannot afford the apparel of famous brands, which means the purpose 
of purchasing clothes is merely to meet the physiological needs and security 
needs. For people with stable and high level of income, the basic needs are al-
ready satisfied, and they would shift their attention to luxury goods in order to 
meet their self-esteem needs, such as representing social status or gain more re-
spect from others. According to Henry (2014), as income level increases, luxury 
items account for a greater share of the consumer’s market basket. The data show 
that by year 2013 in Singapore, the first income quintile, which is the poorest 
quintile, spent only 1.8% of monthly expenditure on clothing and footwear, whe-
reas the fifth income quintile spent about 2.7% (The Singapore Department of 
Statistics, 2016).  
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2.2. Gender Disparities 

Another factor that shapes consumers’ behaviors is gender disparities. For ex-
ample, men and women differ when purchasing apparel. Specifically, men and 
women have distinct money attitudes, which reflect different levels of needs of 
men and women as well. As suggested by Oleson (2004), for men, money atti-
tudes were most related to safety needs (27.5%), whereas for women, money at-
titudes were most related to esteem needs (26.7%). Therefore, women may pay 
more attention to and consider longer on which design model effectively shows 
their temperament and improves others’ impression on themselves. Moreover, 
women were more likely to share attitudes of budget and retention than men.  

Similarly, a recent study by Stuart (2019) further indicates gender difference 
in women and men’s apparel purchasing. For instance, women are more en-
gaged in apparel purchasing than men. First, “price” was an important factor to 
70% of women shoppers, compared to 55% of men shoppers. Second, some 67% 
of women thought that “fits well” was important to their clothing purchasing, 
compared to 56% of male shoppers. Third, some 60% of women shoppers thought 
that apparel that “looks good” was important, while only 47% of male picked it 
as a factor.  

2.3. Fast Fashion 

The term “fast fashion” refers to the fashion trend that features a series of high- 
street clothes inspired by the celebrities or from catwalks (Rauturier, 2021). The 
reason why fast fashion can secure a place in fashion market is because of people’s 
intention or need to be accepted by the society, as referred to as Maslow’ need of 
love and belonging. As some people around us start to wear a certain fashion 
item, people tend to integrate into the group by buying same or similar piece of 
fashion item. For example, bike shorts, initially wore by some celebrities and 
prevailing in the USA, spread to China in 2019 although they are common skin-
ny pants wore by cyclists. 

In conclusion, individuals purchase apparel or other luxuries basically for phy-
siological needs, security needs, love and belonging needs, and self-esteem needs. 
However, individuals may differ in the degree they are influenced by those needs, 
depending on their gender, income, or other variables. 

3. Social Identity 

Maslow’s hierarchy of need emphasizes individuals based on their personal identi-
ties. However, life is not a monodrama but full of connections with the society, 
which means people serve different roles in various social groups. This self- 
concept of own role within a group is called social identity (McLeod, 2019). So-
cial identity theory suggests that people define themselves based on social as-
pects, including perceptions of belonging to a human group (Tajfel, 1981). Tajfel 
defined social identity as “that part of an individuals’ self-concept, which derives 
from his knowledge of his membership of a social group (or groups) together 
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with the value and emotional significance attached to that membership”. In oth-
er words, people take different responsibilities corresponding to different social 
identities. In return, social identities influence individuals’ attitudes and beha-
viors in various aspects in their lives, consuming behaviors in particular. Below I 
examined how different social identities affect consumers’ behaviors in fashion 
market. 

3.1. Gender 

One of the most common social identities is gender. According to the research, 
women’s possibility to purchase an item in all segments in fashion market except 
accessories was nine percent higher than men (Stuart, 2019). Although women 
themselves are more engaged in shopping than men, their different identities 
matter as well. Other than being a woman, she may also be a mother and a 
daughter, which makes them purchase clothes for their children and the elderly 
more commonly than men do (Stuart, 2019). Conceivably, some arguments state 
that women are overwhelmed by taking care of their children all day long and 
have limited time to shop, so the housewives have little contribution to the pur-
chasing power of women. However, as the internet technology as well as the on-
line shopping platforms gradually penetrates our daily lives, people, especially 
women, have more access to shopping. Considering the fact that online shop-
ping provides consumers more choices of brands and products and requires less 
cost, including commuter costs, time costs, and so forth, the youths are inclined 
to purchase online and the online fashion markets are developing rapidly. As 
suggested by Orendorff (2021), online fashion industry market value will rise 
from $759.5 billion in 2021 to over $1.0 trillion by 2025. Therefore, women are 
still considered the majority leading this trend of online shopping.  

3.2. Occupation 

Occupation is another typical social identity, through which individuals are able 
to fulfill self-values and exploit their potentials, thereby contributing to the so-
ciety. Working in different positions, people may focus on different attributes of 
goods before making purchasing decisions. Perhaps it is the natures of their jobs 
that require them to dress up in certain style or people just favor. In turn, con-
sistent exposure to certain working environment nurtures one’s apparel style 
and the way they want to reveal themselves.  

People working in service industry stress the “uniqueness value” “hedonic val-
ue” “prestige value” more than the professionals and business people do by Sri-
nivasan, Srivastava and Bhanot (2014). This is probably because service people, 
such as those working in tourist industry, medical industry or educational in-
dustry, have close contact with their customers, which unintentionally makes 
them to care about their personal images to leave a decent impression on the 
customers. Differ from the frequent cooperation among business people and pro-
fessionals, the common relationship in service people’s workplaces is providing 
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service and receiving service, which renders them feel a kind of responsibility 
and uniqueness of this clear defining of roles. In this case, the unique designs of 
the fashion products are more likely to attract customers from service industry.  

Moreover, business people value more on “usability” than service people and 
professionals do (Srinivasan, Srivastava, & Bhanot, 2014). This tendency can be 
attributed to the business thinking developed throughout their careers. Business 
people may consider whether the product is cost-effective by focusing on the 
quality or usability to make purchasing decisions. For example, the durability or 
the suitability may serve as factors of determining the usability of fashion prod-
ucts, and the appropriateness of the products used in certain situation influences 
their decisions as well. Hence, occupations affect customers’ purchasing deci-
sions in some ways, and people working in different positions may pay attention 
to certain attributes to different extent.  

4. Irrationality 

Many economic models and theories were built based on the assumption of “Ho-
mo Economicus” or “economic man”, which postulates that human beings are 
rational when making decisions by using limited resources to maximize their own 
benefits (Smith, 1776). However, this idealized situation never exists because of 
the susceptibility of human nature and people always hold biases and irrational-
ity when making decision, which happens unconsciously and inevitably. These 
biases and irrationality strongly influence purchasing behaviors in particular for 
people are making choices all the time when being consumers. Here in the present 
article, I focused on the anchoring effect, the halo effect, and availability heuris-
tic that are more obvious and have greater influence on consuming behaviors in 
fashion market. 

4.1. Anchoring Effect 

Tversky and Kahneman (1974) introduced that anchoring effect is that people 
make decisions or judge something based on the initial piece of information— 
the anchor—they obtain. This psychological bias can be seen in many facets of 
our lives, such as the consuming behaviors. For example, the initial price con-
sumers know serves as the anchor or standard when they decide whether to buy 
the product or not at the current price. Although the anchoring bias affects con-
suming behaviors of all goods to some extents, consumers are more susceptible 
of this effect when purchasing in fashion market. Different from daily necessities 
of what we eat or use, fashion products like apparels, accessories and shoes are 
generally more expensive, so most individuals will consider whether to buy de-
pending on the previous price they know to avoid spending too much. Moreo-
ver, the demand of products from fashion market is not as urgent as that of oth-
er products, so consumers are inclined to buy them at an economic price, which 
means they are likely to compare the current price with early known price. 
However, daily necessities occupy a much larger market and consumers must be 
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loyal to certain brands. Considering the price, quality and their adaptivity, con-
sumers will decisively continue to purchase the products of preferred brands 
even if the price increases. According to the research about the anchoring effect 
on purchase intention of organic food (Shan, Diao, & Wu, 2020), consumers will 
have high purchase intention and positive attitude towards the organic food when 
presented with lower anchor price. The reason is that people are not familiar 
with organic food and tend to compare the price of it to non-organic food. If the 
anchor price is high and the price gap between organic food and non-organic 
food is large, people will feel they were deceived and are less likely to purchase 
the organic food. Therefore, it is reasonable to speculate that when consumers in 
fashion market face unfamiliar brands, a relatively low anchor price for that brand 
may boost their purchase intention. 

4.2. Halo Effect 

The halo effect means that one single trait of an item, an event or a person will 
influence individuals’ impression on its other unrelated traits (Thorndike, 1920). 
In fashion market, people can either consume in offline stores or online stores. 
Generally speaking, the extent to which halo effect influences consumers’ beha-
viors depended on the popularity of the brands, which means consumers may 
favor and are more likely to purchase those well-known brands instead of less 
well-known brands (Beckwith, Kassarjian, & Lehmann, 1978). If individuals in-
tend to try some new and lesser-known brands, the first thing they notice is the 
design of the store or the website, which is the key to appealing to the customers. 
Influenced by the halo effect, people tend to prefer buying in those stores with 
delicate appearance and designs because they believe the products in these stores 
will be in high quality as well. By contrast, small stores with simple and normal 
designs signify that the products are in low cost and low quality, thus reducing 
people’s desire to consume. Moreover, Koltuv (1962) stated that the halo effect 
strengthens as familiarity decreases, which is applicable to the situation in fa-
shion market as well. When facing unfamiliar products, if consumers feel satis-
fied about the price and quality of one piece of fashion item they bought, they 
are likely to regard other types of products of that brand as equally worth buy-
ing, thereby boosting consumption again and again. For instance, after a woman 
bought a dress in one store which was comfortable and also cost-effective, she 
would be likely to purchase a pair of shoes in the same store for she believed that 
pair of shoes was also comfortable to wear even though she was completely un-
familiar with the brand. This is how the halo effect works to attract customers 
and stimulate them to purchase. 

5. Conclusion 

Considering consumers’ needs and social identity, businesses are supposed to do 
surveys to collect information about people’s fashion favors and ensure their 
target customers. To make the fashion brands prosper continuously in the long 
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run and better utilize these psychological biases, the core principle is to improve 
the quality as much as possible. Reputation of most famous fashion brands is 
built upon the quality of the products, such as luxury handbag brands like Hermès, 
Louis Vuitton, Channel, and jewelry brands like Pandora and Tiffany & Co. 
Once the quality improves, people who are unfamiliar with the brand will be ex-
posed to it through the words of mouth, thus increasing the probability of avail-
ability heuristics. 
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