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Part One Overview of Fashion
B1E ERE@a

Chapter 1  Fashion and Fashion Industry
F1E RESRFEW

1.1  The function of fashion/ g3t t1EH

Fashion is and has been and will be, through all ages, the outward form through which
the mind speaks to the universe. Fashion in all languages designs to make, shape,
model, adapt, embellish, and adorn.

People started covering their bodies with clothes to keep warm and to be modest, but
adornment——decoration——was already an important part of dressing. Pressure from
peer groups and changes in lifestyle influence the adornment considered acceptable in a
particular time or for a particular group. The basic reasons people have for wearing
clothes have not changed. Today, people still wear clothes to keep warm or cool and for
the sake of modesty, but what we select for those purposes is very much influenced by
a desire to adorn ourselves. )

Because people are social animals, clothing is a social statement. By looking at the way
a person dresses, you can often make good guesses about his or her social and busi-
ness standing, sex-role identification, political orientation, ethnicity, lifestyle, and aes-
thetic priorities. Clothing is a forceful and highly visible medium of communication that
carries with it information about who a person is, who a person is not, and who a person
would like to be.

RE, TER AER, ERNERZOREHFNENER, REBIFABIITES
BiE HEMEIMEALNLER,

AT BB MESE, ARNBEETRARBRREZSK, BhHRERN, KIFIEABLRN
BT IRENGEN—TEBART S ERFENRK BENBEE, EFAXNTURSIR
HENEEZHEANTERTRINER, X, BRANEBERYHEXFEELR A TH
BOHBNEES  CEFEEMNRACKEATEHFHEHRBC,

EAANLBRHSBHE, BREDEF—MUHSURBE. BI—PANKE, TUELH
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(3)

Basic Functions of Clothing: (1) Protection. Clothing serves as protection against the cold weather; (2) Decora-
tion. Clothing requires more decoration for special occasion; (3) Identification. Clothing can also signal the belonging
of an individual. For example uniforms of police, or the dress codes of social movements such as punk

i AT RE: (1) RRIPIHAE : BREE & LLEBITTREAME A ; (2) BMithel: — K EHAEREL
FHEMDIRERIIREE; (3) FRiRThAl . AREE T LUABLAT IR AORE(R , N9 IR, BRI LB S IRBEAT &,
0 985 5 XU 14 R

1.2 The nature of fashion/fR3& #y & 7= 514

The fashion business is often paradoxical in its elements. It is both an art and a science
and at the same time both personal and incredibly public. It is a business where oppo-
sites attract and, in turn, excite these opposites to reach out and engage the buying
public.

Fashion can be viewed as an art because so much creativity is required to make its
products. Unlike most other businesses where conformity‘is the norm, fashion nurtures

2



innovation and creativity in those who work in the industry. Fashion has always been
considered a science as well. Modern fashion manufacturing was born during the in-
dustrial revolution and has matured in the age of technology. Without machines, clothing
could never be mass-produced. Technology has revolutionized the way fashion is made.
Almost all stages of clothing production from design to delivery rely to some extent on

technology.
Fashion, always a highly personal business, is in the process of becoming even more
so. Clothing design has always been about one person’'s——the designer's——ideas.

Today, though, one cannot examine the personal element in fashion without also talking
about the customer. Mass customization, like Levi’'s made-to-order jeans, has taken root
in the fashion industry, and may well transform the business. Where the makers of
fashion once got their ideas entirely from their own world of style, they now borrow freely
from the external world. New fashion ideas now come from the world around us: the
streets, innovative teenagers, a new play, a celebrity with his or her unique look. But
however personal fashion is on one level, the making of clothes is still very much a public
business. In general, the fashion business must cater to a mass market, and these
days, even to one with rapidly rising expectations. Thanks to modern communications,
new ideas and trends now sweep across the country and the world and are adopted in a
matter of days. When we speak of fashion as a public business, we are also referring to
the external forces that affect the business. Shifts in the economy, sociological influ-
ences, and demographic change all contribute to change in fashion and therefore affect
the fashion business.

All these contradictory elements work to keep the fashion business dynamic and ever-
changing.

BREMNERRTEREN L. REEZ—IER, X2—1HE, BEE ML, E
BB XAT B AR RN o BRFRAXER 7 REHERS], RERBRKKE, B ENK
BT RIXRTEERENKRE,

RER—IIZR, REAREAMZ . SHERERSHNEENH, EHMASHTLE,
F—HERAKIBAITOE, MERK L, EFMEBEFREBETLINES 1. BRELE—
NEE, ARBREVETVEGPRSE , HERARNKES . RANKKE,RERTE
FERARRBELIAER=, BARRHETREE~HARXAHD, MREMSITEIHENLTEED
KPR EZROHBERB TR

RERDBHEARINAMEEE, HEMESMENIER, RERITNEF—ERAR T
mAART BRI, ATES, MRAESBERENTK, EXARRBRENMER
o RFUHBEAR A ESEHSFFE,AEHEEEEMEROOTESER, 28
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MR E RIIEE", REMNFBARBTEEBRR B HLAEEXERMNELFE. —
B LA E . BB NNELZA - RNEABEREN—Y), BIRMAAFHFAKR
HHEHRER. MURRRETI VN —MEE, RRLDET— T8 EARLATL. &
FEVFDERNHEETS, BEHEERARRSNARBERR FEBMARKRER, T
PURER 2 A S FIRITES, HERENBALAMNEREES . JRNREEIR
FEVRAXMTLHEE, hiERELHRRLAOMTERER, 2FNEL. £ 0EBNY
moHBEAQREK, XETHESE OB ST, N mE AR,
ERXENRAENGEIERTEBRRLARBEFTEFIU . FEEDIE

(2)

The Nature of Fashion: Fashion is both an art and a science and
at the same time both personal and incredibly public. (1)Fashion

on runway; (2)Design and construction of fashion

AR AR IRRBER—TTEAR, XR—ITR,
BIEE D, BRI SURTT R B KR (DT GR/ARE
AR e s (2) B et il 1
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1.3 The fashion cycle/ g 3& 71T EH#H
1.3.1 Stages of the fashion cycle/ #1T EHA 8 B B

All fashions move in cycles. The term fashion cycle refers to the rise, wide popularity,
and then decline in acceptance of a style. The word “cycle” suggests a circle. How-
ever, the fashion cycle is represented by a bell-shaped curve. Some authorities com-
pare the fashion cycle to a wave, which shows first a slow swell, then a crest, and finally
a swift fall. Like the movement of a wave, the movement of a fashion is always forward,
never backward. Like waves, fashion cycles do not follow each other in regular, mea-
sured order. Some take a short time to crest; others, a long time. The length of the

INNOVATION STAGES | CULMINATION STAGES DECLINE STAGES
BB B | T B B TR B

ntroduction é Rise , Acceleration | Mass Decline Obsolescence
[ EF , B2 Acceptance | FRE HT
' | KREZ

———

Time B [B]

The basic life cycle of fashion can be represented by a
bell-shaped curve. Variations can occur in the height to

which a fashion rises at its peak and the length of time it

takes to get to that point and then to decline in popularity
SEASONAL STAPLE T AT A i R 8 B0 B AT 25 0T LA A B E il £k
- ol 42, RO DAtk 25 535 T B T, DA O 5
TR A B[R] , LA B A i 0 39 £ i 4 BE AR A —

Sales &8



cycle from swell to fall may be long or short. And, again like waves, fashion cycles
overlap.

Fashion cycles are not haphazard; they don’t “just happen”. There are definite stages in
a style's development that are easily recognized. These stages can be charted and
traced, and in the short run, accurately predicted. Being able to recognize and predict
the different stages is vital to success in both the buying and the selling of fashion.
Every fashion cycle passes through six stages: introduction, rise, acceleration, mass
acceptance, decline and obsolescence.

FERNENEAURAER AP, RERTAPI—HSRE—MRXELAXEZTA
MERBATEERITHERENSE. "B B REANRE, RERTABI A
S S

BELZFIERTEMLLBER, EREFAR, AGABNA, HERIEER. BKER
FEs—H, HENEN SR @R, Tea/E. WERRFEFIRE, RITRBRKHEAR
R ZEE-TEENTEENINSF, ANRENNEER T S, 1HRNEE1R
<o M EFBRIR BN K 3 BRI B Bt K8 . EREBR—F, TRER{TA 82
HERZEN,

RITEBHAZBAN, EMNFENNE 47", ENEMNETSRFENLANST
WA EL o X /LB R T A ER KRS, EREAA M LUETR TN . 88 % IR A1 F0 TR &S
BRTHARENBRNREEIMHEER A BARSEETEEN,

BIRTEAPHEEZEZLY R INER:. A, LA, BZ, KBS, TRMET.

1.3.2 Consumer buying and the use cycle/H#EMIL 55 EEH

Every fashion has both a consumer buying cycle and a consumer use cycle. The curve
of the consumer buying cycle rises in direct relation to that of the consumer use cycle.
But when the fashion reaches its peak, consumer buying tends to decline more rapidly
than consumer use. Different segments of society respond to and tire of a fashion at
different times. So different groups of consumers continue to wear fashions for varying
lengths of time after they have ceased buying them. While each group is using and
enjoying a fashion, the producers and retailers serving that group are already aban-
doning the style and marketing something newer. Their efforts in this direction are most
profitable when they anticipate, rather than follow, the trend of consumer demand.
Consumer buying is often halted prematurely. This happens because producers and
sellers no longer wish to risk making and stocking an item they believe will soon decline
in popularity. Instead, they concentrate their resources on new items with better
prospects for longevity. This procedure is familiar to anyone who has tried to buy sum-
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