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Study on psychological transmission of female apparel consumption
in China based on Grounded Theory

YU Xia LU Cheng
( Costume Institute Shanghai University of Engineering Science Shanghai 201620 China)

Abstract: To survey the cognitive difference between customers and designers on the design of
product and design the garments that better meets consumer demands a qualitative study was conducted
guided by Grounded Theory through the interview of 50 female consumers and a psychological
conduction mechanism framework of consumer behavior was proposed accordingly named the Ideal
female image-Perceived social rulesProduct nature model ( IPP). Among the three sources of
motivations 20 categories were furthered summarized. In the last section of this paper the practical
implications of psychological conduction mechanism were discussed in designing element for business
fashion designers.
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