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Message
tO our readers

When Individuality was first published, it was one of the first texts to address
clothing choice as not merely a “right” or “wrong” choice but rather as a way of pro-
ducing a desired effect with which the wearer would be comfortable psychologically,
physically, and socially. The text has continued to provide general guidelines for in-
dividual and family clothing choices through its four previous editions. For three
decades this major text has provided a broad base of knowledge at an introductory
level for the general education of students—a task ignored by most clothing texts,
which typically have either a more narrow, in-depth focus or target the more ad-
vanced student. Individuality is unique because it meets the needs of both the stu-
dent who is interested in taking a single course in fashion as well as the student who
aims at becoming a fashion professional.

New to this Edition

In approaching this fifth edition, major modifications were made to update the
book’s content to reflect both societal and fashion industry trends that influence
clothing choice. In addition, many changes were made to the format of the book to
render it more user friendly.
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W MESSAGE TO OUR READERS

Focus

The fifth edition is written from a consumer/fashion-industry perspective. It is de-
signed for students who want to develop an expertise in the various consumer issues
of personal clothing choice. It is also designed to lay a foundation of knowledge for
students who plan to pursue a career in the fashion industry.

Conceptualization

The text has been streamlined. There are now fifteen chapters rather than twenty.
Several chapters were eliminated; other chapters were consolidated. The three ma-
jor sections follow a logical path, beginning with a discussion of the influences on
clothing selection and ending with a discussion of clothing purchasing.

e Part 1 covers the major influences on clothing selection: sociopsychological,
cultural, physical, demographic, and the fashion industry. A new chapter on
demographics describes the important consumer groups.

e Part 2 presents the organizing principles of design and design elements and
describes how they are used to design the apparel from which consumers
have to choose.

e Part 3 discusses the consumer issues that influence clothing purchase deci-
sions such as fit, quality, care, and wardrobe needs.

Update

The text has been extensively updated. The majority of the photography is new and
chosen from a variety of contemporary designers who design for diverse consumer
groups. The photographs and illustrations were selected to mirror the multi-ethnic
composition of contemporary society. In addition, each chapter reflects both current
research in the field as well as industry trends.

Format

Several features have been added to reinforce important concepts to the reader:

e A model introduces each of the three parts and illustrates the topics of that
part’s five chapters. The model is also featured on the first page of each new
chapter to remind the reader of the interrelationship of this chapter to the
whole part.

e Objectives open each chapter.

e Definitions are boxed to increase visibility.

e Activities that involve students in applying their new knowledge appear
throughout the text.

e Cuase studies have been added to several chapters.

e Figures consolidate large portions of information.

e A summary of key information ends each chapter.

e Key words and concepts are given for the student to review at the end of
each chapter.
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» Explain the significance of apparel as a form of nonverbal
communication.

Apply the theory of impression formation to clothing and
human behavior.

Apply individuality to clothing and human behavior.

* Recognize the role of physical and nonphysical qualities in
individuality, such as physical appearance, self-image,
personality, and lifestyle.




