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Influence of Fast Fashion Apparel Products on
Irrational Consumption Behavior
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Abstract ; The paper discusses the influence of fast fashion apparels product attributes on consumers irrational consumption
behaviors, uses regression models to establish the product model, consumer psychology, and irrational consumer behavior
interpretation models, designs relevant measurement scales, and conducts surveys through questionnaires. Finally,

according to the data analysis, the regression model was verified, and the impact of fast fashion apparel products on irra-

tional consumer behavior was obtained.
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R AE i AR BRPE T 2%

E | 7R f A= FriEAL e t B Sig. JH R R F
N bR 2= "
ZHB EX 4
(W& 0.679 0.219 3.105 0.002 0.479 82.688" "
7 B 0.290 0.072 0.285 4.044 0. 000
SRR P 0.429 0.063 0.477 6.761 0.000

Heox o« FoR BEMKFE P<0.01,

HE 5 AT LAE Hh, th A48 5 R0 3L A [l )5
JrtfE R AR e AR PR B A B, B oA AR
S A B MEATI O R B I 2 A S e, {H [ R
BN U B AE 7 JE R S AR BRI SR DG R
KB OHELE B T AR, A RO RO L
%1547 (0. 633 x0.426) +0.592 =45.55% ., [G]HH
2 6 TIAL K BROHAR 2IER AR, A RON
SAZKRE FE AR (0. 642 x0.477) +0.592 =51.73%
Zi b Rk Hy  Hg BT,

5 % iE

A PR A R ]S 0 g SO R B AT T
ATl €/ TR T VNI G i A e N e
AR PRI RE 8 78— & R b A 0 2% AR SR
OBEASR BB, L, SR AR | A R SR O
HEAT S5 TE LRI, 7™ i A9 K 6 SR B LAY (35 1
[ S 5 SR Co B KSR B B ot A B 1 2 4
AT IE ) 52 W A P o TR R 7 it Je A o I B T
FRAFEIR I ZR v, SR GB O BRI SR B O B4 591 2 3035
AR LRI STAE R, PR i i o e
sty Ja 1 AT LA a8 AN TR B 2 0 LR A2 {68 ot 7
PRAEAR VI 9 . DRI, TR IR i A REE B AT
B AT LR HUA [ A 5 SR A2 18 9 9% 27 A AN [
THALH (RIS, 25000 1 il M 32 I i A 8
o AR BRI RE I, 3 £ T AR A I, X
TIAT i R 04 Al R G2, 5% Hh IR 1) el RSN, A
RO M B RGBT O B, VT 5] A2 W SE B .
S8 RO EUE i I 30 7%E B S5 U A% SR A R
TR I 2 AR B E , AT fe 8 DL KA n
SRR T SR T 9% 5 SR AR B SR AR T
T A W S RS DT RE A8 A — 7 R JEE b 2 k9
P A AR BT 2 AT

B AT A% i M 2K P AR i, AR
PR S AT o G dl T B B L, e e — P ST B
R R WGBSR B RER T SR AT R R Rk
IR o SCH DA b sl 2R Bl RIA 3 1Y 9 2% P A

[ 248 2 SRR B T 2%, (R I I P 00 B Ol
H DR R A ™ it s o A B VH 2547 D 14
SR, N Jr 2 %o AR B T 9 AT O RO I ST FT T HLE
S:Ai

S0k

[ 1 ] SCHERHORN G,REISCH L. A,RAAB G. Addictive buying
in west Germany: an empirical study [ J]. Journal of
Consumer Policy,1990,13(4) :355-387.

[ 2 ] ROOK D W. The buying impulse[ J]. Journal of Consumer
Research,1987,14(2) :189-199.

[ 3 ] TAUSEEF A. Impulse behavior of consumer for the FMCG
products in Jodhpur[ J]. Australian Journal of Basic and
Applied Sciences,2011,5(3) :231-262.

[ 4 ] STERN H. The significance of impulse buying today[ J].
Journal of Marketing,1962,26(2) :59- 62.

[ 5] FORNEY J C,RARK E J,BRANDON L. Effects of evalu-

ative criteria on fashion brand extension [ J]. Journal of

Fashion Marketing and Management, 2005, 9 (2):

156-165.

WK - PP, FRE . B AT e [ M.

Paibesie, A, WIRE AL, 45 %%, 10 pi. Jbat: PR AR

2 R, 2014 :228-230.

BB, A T o8 31 2% i) rh SV I SEA T O Y

[J]. BT ,2012(12) :165-169.

WANG Xinxin, TIAN Chaojie. Research on impulsive

—
)}
[

—
N |
[

buying behavior based on fashion consumption [ J ].
Commercial Research,2012(12) :165-169. (in Chinese)

[ 8] EW =z LR A S IR LA T AT FE[ D ]
g AR AR 2011

(O 1 XU PRRF v 5 LS 7 SR W% A B x50 I 2 il Y
JA7R[D]. dbat: AT 5 5 K, 2012,

[10] 2= i sk, o A BRI 2847 LR AT [T ] K
Al Rl (2 B hi) ,2016,9(5) :449- 458.
LI Yi, YANG Xiaole. Study on mechanism of irrational
consumption behavior of customers [ J ]. Journal of

Shenyang University of Technology ( Social Science

Edition) ,2016,9(5) :449- 458. (in Chinese)

(FeEspdit . o R A, AR 2 4k)



