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Abstract	

Clothing	was	originally	invented	only	to	protect	from	the	cold,	but	with	the	continuous	
development	 of	 social	 productivity,	 clothing	 has	 also	 taken	 on	 the	 spirit	 of	 ‘beauty’,	
which	not	only	reflects	the	human	need	for	survival,	but	also	conveys	the	human	spirit,	
consciousness	 and	 psychology.	 The	 history	 of	 the	 development	 of	 clothing	 from	 the	
initial	single	function	to	meet	the	needs	of	human	survival,	to	modern	society,	a	variety	
of	 styles	 and	 designs,	 and	 has	 formed	 an	 independent	 discipline,	 its	 popularity,	
manufacturing	and	sales	has	become	an	important	part	of	the	modern	economy.	In	the	
development	 of	mainstream	 clothing,	 we	 have	 noticed	 an	 interesting	 phenomenon,	
represented	by	Lolita	and	Hanfu,	which	seem	to	be	incompatible	with	modern	lifestyles	
but	have	emerged	as	a	major	popular	trend,	sought	after	by	many	young	women.	In	the	
marketing	 process,	 the	 subjectivity	 of	 the	 consumer	 should	 be	 emphasized,	 pay	
attention	 to	 the	psychological	activities	of	consumers	 in	 the	process	of	consumption,	
these	changes	in	consumer	psychology	and	behavior	will	directly	affect	the	changes	in	
the	supply	and	demand	situation	in	the	market,	and	then	have	a	significant	impact	on	the	
clothing	production	enterprises.	
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1. Background	of	the	Study		

Marx	pointed	out	that	in	order	to	be	able	to	‘make	history’,	people	must	be	able	to	live.	But	in	
order	to	live,	one	needs	first	of	all	clothing,	food,	shelter,	and	other	things	[2].	Unlike	any	other	
species	on	the	planet,	human	beings	move	all	over	the	planet	‐	from	the	equatorial	regions	of	
the	heat	to	the	icy	regions	[2].	Unlike	any	other	species	on	Earth,	human	beings	have	been	traced	
all	over	the	planet	‐	from	the	equatorial	regions	of	the	heat	to	the	frozen	poles.	One	of	the	most	
important	factors	that	makes	this	possible	is	that	man	can	live	perfectly	with	the	climate	of	his	
region	through	the	clothes	he	wears,	and	ultimately	survive.	
Human	dressing	actions,	like	other	human	social	actions,	are	influenced	by	economic,	social	and	
psychological	factors,	and	clothing	is	increasingly	becoming	a	carrier	of	non‐verbal	messages	
[3].	In	today's	society,	the	social	status,	occupation,	cultural	level	and	even	personality	of	the	
person	taking	it	can	be	basically	judged	by	the	way	they	dress,	etc.	For	example,	the	popular	
torn	jeans,	cut	denim	was	invented	by	the	Americans,	and	initially	the	act	was	only	to	express	
resistance	 to	 the	mainstream,	 not	 to	 show	 the	 fashion.	With	 the	 development	 of	 the	 times,	
today's	young	people's	love	for	ripped	denim	has	little	to	do	with	these	historical	backgrounds,	
and	ripped	jeans	have	become	more	synonymous	with	‘individuality	and	avant‐garde’,	bringing	
a	sense	of	visual	impact.	
No	 matter	 how	 the	 style	 of	 popular	 clothing	 evolves,	 but	 when	 we	 look	 closely	 at	 the	
evolutionary	 history	 of	 clothing	 it	 is	 not	 difficult	 to	 conclude	 that	 the	 evolution	 of	 clothing	
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always	 upholds	 the	 principle	 of	 adapting	 to	 social	 productivity,	 from	 the	 Han	 and	 Tang	
dynasties	 to	 the	 Ming	 and	 Qing	 dynasties,	 and	 even	 the	 advent	 of	 the	 industrial	 age,	 the	
acceleration	of	the	pace	of	people's	lives,	the	increase	in	world	population,	the	reduction	in	per	
capita	 living	space,	 the	development	of	the	times	 in	minimizing	unnecessary	decoration	and	
maximizing	 the	 use	 of	 limited	 space	 Under	 the	 characteristic	 of	 minimizing	 unnecessary	
decoration	and	maximizing	the	use	of	limited	space,	popular	clothing	is	also	developing	in	the	
direction	of	simplicity.	Although	the	life	cycle	of	fashionable	goods	is	not	exactly	the	same	as	
the	life	cycle	of	other	general	goods,	it	still	does	not	escape	the	most	essential	laws	of	evolution.		
In	the	past	two	years,	a	wave	of	wide‐legged	pants,	shark	clips	as	the	representative	of	the	90s	
‘retro‐Hong	Kong	style’	dressing	trend,	so	that	people	issued	a	fashion	is	a	cycle’	lament,	but	we	
still	 can	not	deny	that	 the	 trend	 is	also	a	rule	 to	 follow,	 the	clothing	The	history	of	clothing	
evolution	 still	 upholds	 the	 process	 of	 emergence,	 fixation,	 popularity,	 differentiation	 and	
extinction	[3].	
However,	 in	 the	midst	of	 this	mainstream	theory	of	dress	evolution,	we	 find	 that	Lolita	and	
Hanfu,	which	seem	to	be	incompatible	with	modern	lifestyles,	have	become	very	popular	and	
have	 formed	 an	 industry,	 and	 many	 clothing	 manufacturers	 are	 actively	 involved	 in	 the	
production	of	this	type	of	clothing,	but	the	main	trend	of	design	is	still	in	the	hands	of	very	few	
enterprises,	and	most	of	 the	manufacturers	on	the	market	Most	of	 the	manufacturers	 in	the	
market	only	play	the	role	of	a	‘follower’.	Why	have	Lolita	and	Hanfu	become	popular	again	and	
popular	with	girls?	What	is	the	psychology	of	consumers	behind	this	seemingly	illogical	social	
phenomenon?	
Since	the	consumer	market	in	China	is	complex	and	huge,	and	the	customer	groups	of	Lolita	
and	 Hanfu	 have	 obvious	 characteristics	 ‐	 young	 women,	 plus	 the	 aesthetics	 of	 women	
themselves	have	a	significant	 impact	on	social	 trends,	and	the	popularity	of	clothing	mostly	
changes	with	the	changes	of	women's	aesthetics,	this	paper	subdivides	the	consumer	groups,	
focusing	on	the	analysis	of	the	psychology	behind	the	consumer	behavior	of	young	This	paper	
segments	the	consumer	group,	focuses	on	the	psychology	behind	the	consumption	behavior	of	
young	female	consumers,	and	combines	the	law	of	apparel	fashion	and	development,	and	finally	
gives	reference	development	advice	for	the	current	situation	of	‘following’	apparel	production	
enterprises	in	the	market.	

2. Characteristics	of	Consumer	Behavior	of	Young	Female	Consumers		

This	paper	focuses	on	consumers	who	are	young	women,	between	the	ages	of	18‐28,	and	who	
have	actual	purchasing	power	in	the	market.	The	characteristics	of	these	consumers	are	that	
they	have	stable	jobs	and	income	sources;	or	they	are	college	students,	who	have	already	moved	
from	 adolescence	 to	 youth,	 and	 their	 psychological	 cognition	 and	 behavior	 have	 gradually	
developed	towards	adulthood,	and	are	basically	free	from	parental	constraints.	In	their	daily	
consumption	and	 life,	 they	are	more	 inclined	to	act	according	 to	 their	own	preferences	and	
wishes,	with	strong	autonomy	in	their	consumption	behavior	and	obvious	personal	preferences	
in	choosing	clothes	[4].		
In	 general,	 they	 are	 the	 decision	makers	 and	 the	 executors	 of	 their	 consumption	 behavior.	
Young	people	represent	individuality	and	fashion,	they	are	curious	about	new	things,	they	have	
new	consumption	concepts,	they	are	willing	to	experience	new	consumption	patterns,	they	are	
the	‘main	force’	in	creating	consumption	fashions,	and	their	consumption	potential	is	huge.	
Generally	 speaking,	 women	 are	 more	 emotionally	 rich	 than	 men,	 and	 their	 consumption	
behavior	 is	 easily	 influenced	 by	 irrational	 psychology,	 and	 they	 are	 prone	 to	 emotional	
consumption	when	spending.	This	 is	 reflected	 in	 the	 fact	 that	women	are	more	 likely	 to	be	
influenced	by	advertisements,	discounts	and	even	the	shopping	atmosphere,	especially	when	
buying	fashionable	clothes,	so	many	of	their	shopping	behaviors	are	often	carried	out	by	their	



Volume	2	Issue	11,	2021	

DOI:	10.6981/FEM.202111_2(11).0059	

445	

Frontiers	in	Economics	and	Management	

ISSN:	2692‐7608	

feelings	in	the	leisurely	shopping,	a	kind	of	impulsive	consumption	with	little	consideration	for	
‘economy’.		
A	common	example	is	that	many	young	women	are	encouraged	by	advertisements	or	discounts	
to	buy	‘non‐essential’	clothing,	only	to	find	that	they	have	very	few	occasions	to	wear	it	at	home	
or	that	they	already	have	similar	clothing.	In	addition,	with	the	development	of	the	economy	
and	the	rise	of	women's	education,	work	ability	and	social	status,	young	women's	sense	of	self‐
consumption	has	become	stronger,	i.e.	they	tend	to	buy	unique	styles	and	distinctive	features	
in	order	to	show	their	uniqueness,	and	some	women	are	even	more	willing	to	spend	more	time	
and	money	to	customize	their	clothes	for	this	purpose	[5].	

3. Research	Methodology		

Based	on	the	understanding	of	the	consumption	characteristics	of	this	category	of	consumers,	
this	paper	adopts	an	interview	research	method	and	interviews	12	young	consumers,	including	
realistic	 consumers,	 potential	 consumers	 and	 never	 consumers	 of	 Lolita	 and	 Hanfu,	 and	
summarizes	the	typical	consumption	psychology	common	or	unique	to	them	by	asking	them	a	
series	of	questions	about	clothing	consumption.		
	

Table	1.	The	backgrounds	of	the	interviewees	(by	age)	

age	 number	
of	people	 Level	of	education	 economic	level	 consumption	habits	

18‐25	
years	 8	 University/postgraduate	

studies	in	progress	

Most	of	them	are	not	
yet	financially	

independent,	and	
most	of	their	daily	
living	expenses	still	
come	from	their	

parents,	but	some	are	
at	their	disposal.	

There	is	incomplete	autonomy	
and	independence	in	their	

consumption	habits.	They	lack	
comprehensive	consideration	
in	purchasing	goods	and	are	
more	inclined	to	consume	
according	to	their	own	

preferences	and	wishes.	While	
pursuing	individuality,	they	
are	easily	induced	by	the	
consumption	environment	
and	produce	the	consumer	
psychology	of	conformity.

25‐28	
years	 4	

Graduated	from	
university/graduate	
school,	working	

They	have	their	own	
stable	jobs	and	

sources	of	income,	
are	fully	financially	
independent,	and	

generally	have	small	
family	financial	

burdens.	They	have	
more	money	at	their	
disposal	and	more	
spending	power.	

They	have	a	strong	sense	of	
self	and	individuality,	and	like	

to	pursue	personalized	
products.	When	consuming,	
they	are	not	limited	to	the	
basic	functions	of	the	goods,	
but	also	prefer	them	to	have	
rich	emotional	colors,	thus	
reflecting	their	emotions	and	
cultivation.	As	a	result,	they	
have	less	herd	consumption	

behavior.	
	
The	interview	questions	were	as	follows	(questions	3,	4	and	5	apply	to	"Realistic	consumers"	
only).	
Q1.	Can	you	share	your	usual	dressing	style?	
Q2.	Do	you	have	a	particular	favorite	clothing	brand?	Or	do	you	use	clothes	to	express	your	
emotions?	(e.g.,	do	you	purposely	buy	the	same	style	of	your	idol,	etc.)	
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*Q3.	For	your	recent	favorite	Lolita	and	Hanfu,	can	you	share	the	reason	why	you	bought	them	
initially?	
*Q4.	Do	you	remember	how	you	felt	when	you	first	put	them	on	(Lolita,	Hanfu)?	Did	you	feel	
that	you	became	unique	or	that	your	fashion	taste	was	reflected?		
*Q5.	When	you	buy	clothes	like	Lolita	and	Hanfu,	do	you	make	a	point	to	check	their	brands	and	
design	concepts?	
Q6.	Have	you	paid	attention	to	Lolita	and	Hanfu,	which	have	become	popular	in	recent	years?	
Can	you	share	your	opinion	on	these	costumes?		
Q7.	Do	you	have	the	urge	to	buy	a	unique	style	of	clothing	when	you	see	a	friend	wearing	it?		
Q8.	If	you	came	across	a	design	(cut)	that	you	had	never	seen	before	and	your	friends	around	
you	had	never	worn	it	before,	would	you	be	willing	to	be	the	first	one	to	wear	it?	
Q9.	 If	everyone	in	the	group	wanted	to	dress	 in	a	uniform,	but	the	style	of	 the	costume	was	
something	you	didn't	like,	would	you	choose	to	wear	it	if	you	were	given	a	free	choice?	
Q10.	How	would	you	feel	if	you	met	a	passerby	on	the	street	who	was	dressed	strangely	and	in	
a	style	that	was	not	very	acceptable?	(or	Do	you	admire	or	despise	his	‘dare	to	wear’	spirit?)	

4. Research	Findings		

After	interviewing	and	organizing	and	summarizing,	we	concluded	the	following.	

4.1. Realistic	Consumer	
(1)	We	found	that	one‐half	of	the	consumers	were	motivated	by	‘patronage’	when	buying	Lolita	
and	Hanfu,	which	 is	mainly	 because	 they	 choose	 clothes	 from	 a	 relatively	 fixed	 number	 of	
brands	based	on	emotion	and	 rational	 experience.	They	are	 trusted	by	a	particular	brand's	
trademark	and	spend	money	under	that	brand	often	and	repeatedly,	and	they	pass	on	their	
consumption	ideas	and	feelings	to	other	consumers.	
When	comparing	the	range	of	brands	chosen	by	these	consumers	when	purchasing	common	
style	clothing,	we	were	surprised	to	find	that	consumers'	‘patronage	consumption	motive’	was	
only	reflected	in	the	purchase	of	Lolita	and	Hanfu,	and	that	the	brand	of	clothing	was	not	an	
important	influencing	factor	in	the	choice	of	everyday	clothing.	As	the	interviews	progressed,	
it	became	clear	that	this	type	of	consumer	behavior	is	mainly	due	to	the	originality	and	brand	
value	of	these	clothes,	rather	than	the	consumer's	own	consumption	habits.	Lolita	and	Hanfu	
are	 constantly	 promoting	 and	 reinforcing	 the	 image	 of	 certain	 brands	 in	 order	 to	maintain	
consumer	recognition	and	popularity.	
(2)	Interviews	with	realistic	consumers	revealed	that	four	of	the	respondents'	initial	reasons	
for	choosing	to	buy	this	type	of	clothing	were	related	to	their	own	experiences.	Interestingly,	
the	four	respondents	had	a	very	similar	style	of	dressing,	as	they	were	all	influenced	by	their	
family	 environment	 or	 parental	 over‐interference	 to	 dress	 in	 a	 ‘unisex’	 style.	 One	 of	 the	
common	 reasons	 cited	was	 that	 they	wanted	 to	 change	 their	 dressing	 style	 and	 even	 their	
stereotypical	image,	to	release	their	internal	suppression	of	their	fantasy	of	being	a	princess,	
and	to	satisfy	their	inner	vision	of	their	image.	
The	desire	to	look	attractive	is	universal.	Young	women,	especially	female	consumers	in	their	
20s,	who	are	in	their	youth,	tend	to	have	stronger	self‐esteem	and	like	to	judge	themselves	and	
others	by	their	choice	of	taste	and	the	content	of	their	purchases.	And	it	so	happens	that	Lolita	
and	Hanfu	are	famous	for	their	numerous	decorations,	complex	production	processes,	obvious	
pattern	 styles	 and	 unique	 styles	 out,	 plus	 the	 unique	 beauty	 created	 by	 the	 use	 of	 copy,	
composition	and	lighting	filters	in	the	marketing	process	has	attracted	a	lot	of	attention	on	the	
internet.	
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The	 interviewees	 said	 that	 their	 initial	 motivation	 for	 consumption	 was	 to	 gain	 inner	
satisfaction	through	the	slightly	exaggerated	and	unique	style	of	clothing,	and	to	express	their	
‘rebellious	mentality’	through	Lolita,	taking	the	purchase	and	wearing	of	this	type	of	clothing	
as	a	sign	of	their	independence	and	freedom	from	discipline,	so	as	to	gain	the	approval	of	their	
parents	and	friends	for	their	image	change	and	find	their	own	They	also	use	Lolita	to	express	
their	 ‘rebelliousness’	and	to	buy	and	wear	these	clothes	as	a	sign	of	their	independence	and	
freedom	from	discipline,	so	that	they	can	gain	recognition	from	their	parents	and	friends	for	
their	image	change	and	find	their	own	value.	
Only	 two	 respondents	 said	 that	 they	 chose	 to	 buy	 Lolita	 and	 Hanfu	 out	 of	 curiosity	 and	
‘encouragement	‘from	their	friends,	but	they	did	not	know	much	about	these	clothes,	and	their	
interest	was	only	in	the	clothes	themselves,	not	in	the	meaning	behind	the	clothes	or	the	culture	
of	these	clothes	circles.	These	consumers'	purchases	are	based	on	‘imitation’	and	‘comparison’.	
2	respondents	share	the	characteristics	of	being	responsive	and	receptive	to	new	things,	having	
a	high	interest	in	following	fashion	and	trends,	and	being	very	prone	to	dressing	in	They	are	
also	highly	interested	in	following	fashion	and	trends,	and	they	are	easily	attracted	to	others	
and	change	their	style	in	terms	of	dressing	and	lifestyle.	
Some	said	that	when	they	saw	similar	outfits	around	them,	they	would	want	to	try	them,	and	
that	they	would	quickly	imitate	and	buy	them	after	making	secret	comparisons	and	receiving	
positive	 psychological	 cues,	 resulting	 in	 a	 pleasant	 and	 satisfying	 shopping	 experience.	
However,	 their	buying	behavior	 is	not	blind	 imitation.	For	Lolita	and	Hanfu,	which	are	very	
distinctive	 styles,	 the	 interviewees	made	 it	 clear	 that	 they	 have	 a	 process	 of	 reflection	 and	
acceptance,	during	which	they	compare	the	style	with	their	own	temperament	several	times	
before	making	a	decision.	

4.2. Potential	Consumers	
Three	respondents	have	a	conservative	attitude	towards	Lolita	and	Hanfu,	their	consumption	
habits	are	more	pragmatic	and	their	consumption	motives	are	more	sensible;	these	consumers	
tend	to	have	 their	own	fixed	dressing	style	and	preferred	clothing	brands,	and	are	not	very	
sensitive	to	popular	fashion	clothing.	However,	they	are	very	sure	about	the	function	of	these	
clothes	that	can	make	people	reflect	their	personality	and	fashion.	On	the	one	hand,	they	believe	
that	this	type	of	clothing	will	not	become	a	mainstream	type	of	clothing	and	will	be	of	little	use	
in	their	daily	studies	or	work,	and	they	also	express	the	idea	that	they	do	not	want	to	be	overly	
noticed	by	the	outside	world	because	of	what	they	wear.	
On	the	other	hand,	respondents	also	conveyed	a	positive	willingness	to	experiment	with	Lolita	
and	Hanfu,	which	they	attribute	more	to	‘dressing	up’	for	certain	occasions	than	to	everyday	
wear.	They	appreciate	the	courage	of	real	consumers	to	show	off	their	style	and	not	care	about	
the	eyes	and	judgments	of	others,	and	respondents	said	they	would	consider	buying	a	Lolita	
suit	or	Hanfu	for	themselves	if	they	could	realistically	do	so.	For	example,	when	wearing	Lolita	
and	Hanfu	is	not	a	bold	and	individual	act	on	vacation,	at	a	concert,	or	in	a	hypothetical	situation,	
they	are	happy	to	incorporate	it	and	be	equally	bold.	

4.3. People	Who	Will	Never	Consume	
Among	the	3	interviewees	(2	males	and	1	female),	2	of	them	expressed	a	strong	anti‐Lolita	and	
Hanfu	attitude.	Compared	to	potential	consumers,	they	have	a	stronger	personal	style	and	very	
stable	and	sensible	consumption	behavior	with	a	strong	sense	of	realism.	They	are	basically	not	
influenced	by	external	fashions,	have	their	own	independent	set	of	 judgment	standards,	and	
will	not	easily	make	changes.	In	the	process	of	consumption,	they	will	pay	more	attention	to	the	
quality	 and	 brand	 of	 clothing,	 and	 will	 not	 pay	 much	 attention	 to	 the	 style,	 fashion	 and	
uniqueness	of	clothing.	
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For	these	people	who	will	never	consume,	their	antipathy	towards	Lolita	and	Hanfu	comes	from	
what	they	have	learned	about	the	unhealthy	consumer	perceptions	of	the	clothing	scene,	such	
as	the	‘stigma	chain’.	They	are	very	economically	conscious	and	like	to	associate	a	lot	of	fads	
with	marketing,	thus	forming	their	own	bias	against	these	types	of	clothing.	Once	the	inherent	
prejudice	is	formed,	it	is	difficult	to	change.	These	interviewees	will	not	buy	it	themselves,	but	
will	 also	 try	 to	discourage	 their	 friends	not	 to	 fall	 into	 the	marketing	 ‘trap’,	 and	also	 in	 the	
relationship	will	be	such	a	dressing	style	as	a	standard.	They	give	this	type	of	style	of	consumers	
a	wide	berth.	

5. Marketing	Suggestions	

5.1. Retaining	Realistic	Consumers	
This	requires	that	‘follow‐the‐leader’	manufacturers	fully	understand	and	grasp	the	three	main	
stages	of	‘consumer	fads’	and	analyze	where	they	are	in	the	market	development	and	make	the	
right	market	response.	For	example,	 the	production	of	Lolita	and	Hanfu	 is	gradually	moving	
from	the	imitation	stage	to	the	economic	stage,	where	the	supply	of	these	garments	is	greatly	
increased	after	being	advertised	and	pursued	for	imitation;	while	in	the	economic	stage,	the	
savvier	producers	will	shift	their	productivity	and	start	developing	new	designs.	
If	a	‘follower’	manufacturer	can	correctly	grasp	the	new	wave	of	popularity,	and	avoid	‘mass	
appeal’,	 it	 can	make	 full	 use	 of	 various	 antecedent	 factors	 (including	 attracting	 consumers'	
attention,	using	copy,	pictures,	etc.	to	stimulate	interest)	to	keep	consumers	interested	in	the	
product.	 We	 will	 keep	 consumers	 interested	 in	 the	 product,	 and	 keep	 switching	 between	
attention	and	interest	to	keep	consumers	happy	and	the	product	fresh.	When	consumers	stay	
interested	in	a	product	long	enough,	the	interest	will	be	transformed	into	the	desire	to	buy,	and	
there	is	hope	for	higher	profits	based	on	the	retention	of	the	original	consumers	[6].	

5.2. Stimulating	the	Consumption	Motivation	of	Potential	Consumers	
Young	female	consumers	pay	more	attention	to	the	consumption	experience,	and	the	current	
operation	mode	of	Lolita	and	hanfu,	which	mainly	conducts	online	sales,	will	to	a	certain	extent	
weaken	 the	shopping	enthusiasm	of	potential	 consumers.	This	 is	particularly	evident	 in	 the	
sales	of	apparel,	where	respondents	all	said	that	shopping	is	not	only	for	their	consumption	
needs,	but	also	a	mode	of	leisure	and	relaxation	for	them.	Whether	the	environment	of	the	store	
is	arranged,	the	atmosphere	of	the	store	is	created	in	line	with	their	characteristics,	whether	
the	product	packaging,	store	fronts,	billboards,	banners,	etc.	are	new	and	interesting,	whether	
the	 sales	 staff's	 sales	 service	 is	 attentive,	 etc.	will	 determine	whether	 consumers	will	make	
consumption	[4].		
Many	of	the	consumption	of	female	consumers	are	often	done	in	the	midst	of	hanging	out	with	
friends,	an	apparel	in	the	online	browsing	pictures	may	not	want	to	buy	the	desire,	but	when	in	
the	 physical	 store	 atmosphere	 and	 try	 on	 the	 dual	 role	 of	 visual	 impact,	 young	 female	
consumers	are	more	likely	to	impulse	consumption,	so	the	offline	try‐on	service	is	undoubtedly	
a	good	way	to	increase	sales.	

5.3. Try	to	do	to	Eliminate	Existing	Resistance	Attitudes	that	Hinder	
Consumption	

Consumers	 will	 always	 have	 many	 psychological	 perceptions	 and	 inherent	 impressions	
associated	with	a	popular	product.	Normal	consumer	psychology	needs	to	undergo	a	gradual	
shift	from	an	initial	skeptical	attitude	to	a	positive	attitude	through	consumer	experience	or	
learning	 through	 mass	 media	 communication.	 Individuals'	 consumer	 preferences	 are	
developed	 in	 their	 daily	 consumption	 behavior,	 and	 therefore	 preference	 change	 is	 not	
something	that	can	be	achieved	overnight.	
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Negative	attitudes	caused	by	the	origins	of	the	apparel	itself,	such	as	the	fact	that	Lolita	was	
originally	 popularized	 by	 Japanese	 culture,	 cannot	 be	 easily	 changed	 by	 the	manufacturer.	
However,	companies	can	use	the	Lolita's	unique	graphics	to	promote	a	positive	image	of	the	
apparel	and	eliminate	as	much	misunderstanding	as	possible	due	to	information	asymmetry.	
Patterns	are	visual	symbols	that	perfectly	convey	individual	emotions	and	are	more	visual	and	
direct	than	words.	The	addition	of	beautiful	emotions	to	patterns	and	logos	makes	it	easy	for	
female	 consumers	 to	 relate	 to	 them	 and	 deepen	 their	 impression	 of	 the	 product	 [7].	 For	
example,	 the	 decoration	 of	 Lolita	 is	 rich	 in	 history	 and	 retro,	 a	 fusion	 of	 Baroque,	 Rococo,	
Victorian	 and	 other	 styles,	 through	 the	 advertising	 of	 popular	 science,	 enrich	 the	 cultural	
connotation	of	the	goods,	and	improve	the	audience	of	this	type	of	clothing.	[8]	

6. Conclusion	

The	 development	 of	 popular	 goods	 is	 a	 very	 attractive	 development	 opportunity	 for	 any	
enterprise.	 The	 life	 cycle	 of	 popular	 goods	 represented	 by	 Lolita	 and	 Hanfu,	 together	with	
consumer	 psychology,	 determines	 the	 stage	 of	 development	 of	 consumer	 fashions.	 In	 the	
current	market	growth	and	maturity	stage,	"following"	production	enterprises	to	launch	new	
products	on	the	inherent	popular	style,	not	only	need	a	certain	economic	strength	and	risk,	but	
also	need	to	master	the	consumer	psychology	of	enterprises.	Practice	has	proved	that	only	by	
paying	attention	to	consumer	psychology	and	consumer	behavior	research,	in‐depth	analysis	
of	 the	 characteristics	 of	 young	 female	 consumers,	 and	 from	 the	 perspective	 of	 women's	
consumption,	segmentation	of	the	consumer	market;	at	the	same	time,	innovative	marketing	
channels,	accurate	target	consumer	groups,	in	order	to	flexibly	respond	to	the	market	changes,	
to	provide	support	for	enterprises	to	develop	a	successful	production	and	marketing	strategy.	
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