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Abstract
From 1981 to 2012, within 31 years, the Sri Lankan elderly population has doubled. It is
estimated that one in four Sri Lankans will be elderly by the year 2041. One of the mistakes
done by marketers is neglecting this group by thinking that they have low income and spend
less money. Even though they have less income, they are not in poverty compared to the
population under age 34. Silver aged population (age 50+) experience physical and mental
changes during this period due to body postures, wrinkles, and changes in hair color and skin
tones. Despite the bodily changes associated with aging, previous studies reported that the
importance of appearance did not decrease with age, and appearance was more important for
women than for men. It is the nature of humans that want to appear as young and beautiful as
possible regardless of age. Hence the purpose of this research is to explore how appearance
management is used to improve the self-esteem in old age. This research adopted the inductive
approach since this research is trying to understand the hidden behaviors and psychological
matters of women who are passing the silver age. The population of this study was considered
as urban women, over fifty years of age in Sri Lanka and the individual level was used since
the researcher asked questions from women individually to discover their behavior. Clothing
is a visual representation of the self, women use articles of dress to construct and maintain
their appearance, cognitively coherent with groups. Individuals manage appearance to
represent their image. Fashion is closely linked to the emotional well-being of women. The
women in this research used fashion as both social and symbolic capital to classify themselves
concerning perceived social categories such as friends, peers, and their projected future self.
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Introduction
The elderly population in Sri Lanka is
defined as those who have completed sixty
years of age and above (Maduwage,2019). It
varies from country to country. Some
countries consider it as 55+ age group. The
fastest-growing elderly population is due to
longer life expectancy and baby boomers
entering this age group. "Sri Lankan elderly
population currently represents 12.4% of the
total population (Maduwage,2019). “Sri
Lanka is one country in the world that has a
rapidly aging population. In 1953, the Sri
Lankan elderly population was 5.4% and in
2003, it was 10.8% of the total population.
From 1953 to 2003, within 50 years, it has
almost doubled in size. In 1981 and 2012, the
elderly population was 6.6% and 12.4% of
the total population, respectively. From 1981
to 2012, within 31 years, the Sri Lankan
elderly population has further doubled. It is
estimated that one in four Sri Lankans will be
elderly by the year 2041" (Maduwage,2019).
“One of the mistakes done by marketers is
neglecting this group by thinking that they
have low income and spend less money. Even
though they have less income, they are not in
poverty compared to the population under
age 34” ((EBRI, 2005). Silver aged
population (age 50+) experience physical and
mental changes during this period due to
body postures, wrinkles, and changes in hair
color and skin tones. Despite the bodily
changes associated with aging, previous
studies reported that the importance of
appearance did not decrease with age (Kozar,
2005) and appearance was more important
for women than for men (Oberg and
Tornstam, 1999). It is the nature of humans
that want to appear as young and beautiful as
possible regardless of age (Hoffman, 1970).
In any society, appearing old has been
considered
undesirable;
thus,
older
individuals are often dissatisfied with their
appearance. Past studies showed that women
are more dissatisfied with their appearance
than are men (e.g., Oberg and Tornstam,
1999). This dissatisfaction with one's self or

appearance will lead to usage of grooming
products (e.g. cosmetics, fashion clothing,
accessories) and body modification activities
(e.g. diet). In addition to the physical change,
older individuals experience changes in
social roles (e.g., retirement, loss of family
members and friends) and develop new social
relations. Studies have noted the importance
of personal appearance and clothing in social
interaction among silver aged people (e.g.,
Kaiser, 1997). A considerable percentage of
urban silver-aged women in Sri Lanka get a
pension or other cash income according to
Asian Development Bank Report,2019.
By looking at Figures 1,2 and 3, it is implied
that about 20% of urban women have fixed
monthly income and they were used to work
in organizations in their young and middleaged having many interactions with society.
As well as this is an attractive market for
marketers with lots of opportunities as one in
four Sri Lankans will be elderly by the year
2041" (Maduwage,2019). Therefore, it is
important to have a good understand the
activities they perform during their silver age.
Specially to know the activities they
conducted to maintain their self-image (as it
is one of the main problems, they encounter
during the silver age (Kaiser, 1997)) will be
important to fashion and cosmetic marketers.
Therefore, this research is intended to explore
how appearance management is used to
improve/maintain the self-esteem of urban
silver-aged women in Sri Lanka.

Literature Review
Rosenberg (1979) defined self-esteem as
people’s feelings about their worth or value
of themselves. Self-esteem becomes
increasingly important to gain the respect and
appreciation of others (Malkanthie, 2019).
People need to accomplish things and then
have their efforts recognized. People need to
sense that they are valued and by others and
feel that they are contributing to the world
(Maslow 1943). Being trendy and
fashionable certainly transforms one’s selfperception.
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Figure 1: Income Sources of Women in Sri Lanka,2016
Source: Asian Development Bank Report,2016

Figure 2: Income Sources of Urban Women in Sri Lanka,2016
Source: Asian Development Bank Report,2016
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Figure 3: Income Sources of Rural Women in Sri Lanka,2016
Source: Asian Development Bank Report,2016

It won’t just influence the level of confidence
but also signifies how others perceive you
(Akash, 2019). Physical appearance is a part
of the self and is related to self-esteem. The
feelings about personal appearance, along
with other dimensions of the self, are the
foundations of self-esteem (Joung & Miller,
2006). “Appearance management is the sum
total of our appearance presented to others,
and the myriad ways we control it or make
decisions regarding that presentation” (Reilly
& Rudd, 2007). People made decisions about
the types of garments and accessories they
wear, their color, fit and style, and the ways
they assemble them into a complete “look.”
Appearance management also consists of
behaviors such as grooming and personal
hygiene, exercise and eating behaviors to
help determine body shape and muscle tone,
use of cosmetics and salon services, and
invasive body alterations such as liposuction
or implantation. Routine appearance
management behavior carries little or no
health risk, such as hair styling, makeup use,
and aerobic exercise (Reilly & Rudd, 2007).
One of the significant non routine aspect of
appearance is the dress, which can serve

various purposes, depending on an
individual's self-esteem level. For example,
one study observed that clothing might be
used as an adaptive function for individuals
with low self-esteem and as an expressive
function for individuals with high selfesteem. In other words, for those with low
self-esteem, dress improves one’s feelings
about oneself, while for those with high selfesteem, clothing is used as a visual
representation of a positive self-concept.
Therefore, all individuals construct their
appearances (i.e., engage in appearance
management, though their motives and levels
of management may differ based on selfesteem levels (Creekmore, 1974; Joung &
Miller, 2006). In another study, Joung &
Miller (2006) discovered that appearance
management is a significant predictor of selfesteem in women aged 55 and older. Their
results indicated that older women who
frequently
engage
in
appearance
management behaviors have higher levels of
self-esteem than those who are less involved
in appearance management. In addition to the
relationship
between
appearance
management and self-esteem.
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Aging changes how others see us and how
this affects our sense of self-esteem due to
changes in social roles/activities (e.g.
retirement), social relations (e.g. the loss of
spouse), and appearance. Older adults may
feel less important as they feel more
dependent on others. As mentioned earlier,
because our society places value on youth
and beauty and women are more dissatisfied
with their appearance, women are more
vulnerable than men as they age. Moreover,
dissatisfaction with one’s appearance or
dress may hinder social interaction (Kelly et
al.,1974).
Therefore, an interest in appearance
management may originate from different
motives. Individuals with both higher and
lower self-esteem may actively engage in
appearance management, but for different
reasons. Tyrchniewicz and Gonzales (1978)
found an inverse relationship between selfesteem and a need for social approval through
dress, supporting Creekmore's notion of the
adaptive role of dress for those with low selfesteem (Kaiser, 1997). Dressing and other
forms of appearance management, then, can
be important props for individuals in social
situations. Although women place more
importance on appearance than do men, even
as they continue to age (Oberg and Tornstam,
1999), little is known about how appearance
management is used to improve/maintain the
self-esteem of urban silver-aged women in
Sri Lanka.

Methodology
Research Approach
This research adopted the inductive approach
especially Interpretative method since this
research is trying to understand the hidden
behaviors and psychological matters of
women who are passing the silver age and
thereby trying to develop theories based on
the findings. If it follows deductive approach
key themes are often obscured, reframed, or
left invisible because of the preconceptions in
the data collection and data analysis
procedures imposed by deductive data
analysis.

Purpose of the study
The purpose of this research is to start with a
general idea and uses this research as a
medium to identify issues, that can be the
focus for future research. Interpretative
phenomenological analysis is used in this
research to answer questions like what, why,
and how. It is also expected to find out new
and hidden insights of appearance
management of silver-aged urban women in
Sri Lanka and to know how it leads to
increase the self-esteem of them.
Research Choice
The different aspects of the behavior of
silver-aged
women
regarding
their
appearance management and self-esteem are
difficult to predetermine as they can be
varying according to the context and some
internal and external factors. Further
quantifying of human aspects may less
effective. Therefore, it will be better to use a
more flexible, greater unconstrained, and
interaction allowing method rather than
being inflexible and sticking to a
predetermined question like in quantitative
approach. Therefore, a qualitative study was
selected for this research as it involves data
collection
of
personal
experiences,
introspection, stories about life, interviews,
observations, interactions, and visual texts
which are significant to people life. This
research area is highly personal, and people
hesitate to discuss it in public. Even women
might be hanging back to reveal their
practices regarding appearance and selfesteem. Therefore, using a method that can be
facilitated to maintain a less formal
relationship with participants is important
since it leads to understand the bigger picture
and to gain an access to descriptive multiple
realities via the elaborative responses.
Population and Sampling
The population of this study urban women,
over fifty years of age in Sri Lanka, and the
individual level was used since the researcher
asked questions from women individually to
discover their behavior. Qualitative studies
often use purposeful or criterion-based
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sampling, that is, a sample that has the
characteristics relevant to the research
question or question (Nastasi, n.d) s,
therefore, it states that Qualitative sample
sizes should be large enough to obtain
enough data to sufficiently describe the
phenomenon of interest and address the
research questions. The goal of qualitative
researchers should be the attainment of
saturation or the expected information level.
So, the sample of this study consists of
women who are in over fifty years who live
in urban Sri Lanka. So, the sample size was
twenty-five respondents.
Sampling Technique
According to the scenario of this research
study purposive sampling was selected. As
(Gentles, et al., 2015) A purposive sample is
where a researcher selects a sample based on
their knowledge about the study and
population. The participants are selected
based on the purpose of the sample; hence the
Participants are selected according to the
needs of the study therefore applicants who
do not meet the profile are rejected. This
study aims to obtain information about
appearance management and fashion
involvement of silver-aged urban women. As
Stephanie, (2020) shows there are seven
types of purposive sampling techniques.
Among them, Homogeneous Sampling was
utilized since it facilitated a collection of a
very specific set of participants. The set may
have similar background or experience. But
the way women responding may be different
due to some reasons like their behavior,
attitudes, experience, and perceptions. Then
it was facilitated to identify patterns and
differences of each participant to derive
answers for research questions and develop
theories.
Data Collection Instruments
In this study, the main data collecting
technique
was
in-depth
interviews.
According to (Showkat & Parveen, 2017), indepth interviews are mostly long-duration,
face to face, interviews. By using in-depth
interviews, we were able to extract more

detailed information about a relevant
phenomenon or deep understanding of the
subject and concepts. Further, according to
Kvale (1996) "Knowledge is understood as
buried metal and the interviewer is a miner
who unearths the valuable metal".
Similarly, to the above statement employing
a depth interview facilitated to find hidden
psychological and social factors relevant to
the appearance management and self-esteem
of silver-aged women in urban areas, Sri
Lanka. This study is carried out about the
phenomena regarding psychological and
physical changes experienced by women in
the silver age. Hence in-depth interviews are
more appropriate to answer research
questions and meet the objectives of the
research as it enabled the discovery of lots of
information relevant to the topic. At the
beginning of the interview, respondents were
informed and explained the objective of the
study to gain the willingness the participate
since this topic is highly personalized and
sensitive. After that, the time was needed to
ask questions and clarify some matters
deeply by probing. Therefore, the time
duration taken for an interview was around
fifteen minutes to thirty minutes.
Interview Procedure
In this study, semi-structured interviews have
been used. As (Cropley, 2019) defines semistructured interviews are more structured and
researchers already have some knowledge
about the key issues and some expectations
of what might emerge, or even wish to focus
interviews to some extent. It provides great
guidance to the direction of the discussions.
In this method, a protocol or recording sheet
was used as a guide. It is not necessary to
have a list of specific concrete questions that
are put to all respondents in a set order. To
identify appearance management and selfesteem of silver-aged women, semistructured questions were mainly focused,
and it further continued based on the answers
given by the participants. It is also obtained
information on the issues of interest with the
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assistant of the interview guide to remain the
interview relevant to the research. Hence, it
offered a better prospect of record data in
writing during the actual interview.
Throughout the interview, researchers were
able to develop a good rapport with the
participant by less formal and close
relationships and were able to obtain the
attitudes, perceptions, and experiences of the
participants in their own words and can
observe the non-verbal expressions like
facial expressions gestures and postures of
them which were direct closer to the reality.
Further, it provided more elaborations on
personal experiences, challenges during
periods, and behavioral differences.
Moreover, it will probe new areas and aspects
which were unknown or untouched by being
flexible. Voice Recordings and field notes
were used to record the data during the
interviews. later, data preparation (coding
and themes identification) was done using
transcribing of recorded data. Further, ethical
consideration of this study was ensured by
using information only for the study,
avoiding the unnecessary question that harms
the privacy of women and by using the
convenient language for the respondents.
Rigor of the Study
Generally, rigor is conceptualized as quality
in a study. As proposed by Guba & Lincoln,
1985, a quality research study should satisfy
four criteria: credibility, transferability,
dependability,
and
conformability.
Credibility is defined as the confidence that
can be placed in the truth of the research
findings. it is the equivalent of internal
validity in quantitative research and is
concerned with the aspect of truth-value of
the findings. In this study, the peer debriefing
technique was used to ensure the credibility
of the findings. As Guba (1981) argues peer
debriefing provides inquirers with the
opportunity to test their growing insights and
to expose them to searching questions. In this
study, data findings were discussed with
other researchers and had some comments
and feedback. Then it was able to compare
the similarities and differences of insights

among researchers on the facts of the
research and come across conclusions.
Transferability refers to the degree to which
the results of qualitative research can be
transferred to other contexts with other
respondents (Lincoln & Guba, 1985). In this
study, a thick and rich description was used
to ensure transferability. According to
Lincoln and Guba (1989), the thick and rich
description is not just the behavior and
experiences of respondents, but their context
as well such as observing and interpreting
respondents’ facial expressions, gestures, and
postures. Since this study was trying to get
highly personal matters of the respondents,
using thick and rich description in collecting
data was very useful for the researcher as the
observation of body language can be
generalized to other occasions as well.
According to Lincoln and Guba (1989)
dependability refers to the stability of
findings over time. To achieve dependability,
the reporting of the process was done, and it
helped to maintain a good understanding of
the methods of the research and their
effectiveness.
Conformability refers to the degree to which
the findings of the research study could be
confirmed by other researchers. The reason
for checking conformability is to make free
the findings from the typical human
preferences
and
biases.
Therefore,
Conformability is concerned with neutrality
and free from researchers' viewpoints and
imaginations, but derived from the data
(Baxter & Eyles, 1997) As Lincoln and Guba
(1985) argue conformability also can
measure through Audit trials. This research
used an audit trial to measure both
dependability and conformability.

Analysis of Data
Data Analysis Process
Data for the research was gathered from
semi-structured in-depth interviews from
silver-aged women who were in age 50+ who
are living in the western province. Instead of
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that when asking some critical questions,
observations like facial expressions were
done to have an in-depth idea of some
matters. The data from all these sources were
required to combine in the analysis to derive
answers for the research questions. The first
step of the data analysis process is the
conversion of data collected in the field to
texts. Then, we were able to get familiar with
the data collected. Afterward as mentioned in
the methodology, the data was analyzed
through thematic analysis. The data were
coded manually using simple word codes. As
a result, that, we were able to finalize four
major themes in this research, i.e., selfesteem, appearance management, social
participation, and fashion involvement.
Subsequently,
detailed
analysis
and
interpretation of data under each theme were
done.
Analysis of Findings by Theme
The thematic analysis is a data analysis
strategy commonly used approach across
qualitative studies (Castleberry & Nolen,
2018) the goal of thematic analysis is to
identify themes, patterns in the data that are
important or interesting, and use these themes
to address the research or say something
about an issue. Therefore, identified themes
should be relevant to the purpose and
objectives of the research. As the first step of
thematic analysis researcher must be
familiarized with the transcripts of interviews
by reading over them. With that
familiarization, codes that emphasize the
basic thing contained in an answer were
generated. Later searched and reviewed those
codes to identify themes by collating codes
based on their common recurring patterns. As
a result, the themes were finalized.
Subsequently,
detailed
analysis
and
interpretation of data under each theme were
done. Silver-aged women in Sri Lanka used
clothes and cosmetics to enhance the
appearance of them. By having in-depth

interviews with respondents
themes were able to identify:

following

Unique Self-identity
According to the interviews had with the
respondents, it was able to understand that
silver aged women prefer to wear more
fashionable clothes and try to maintain their
appearance to have a unique identity. During
the thematic analysis, the codes such as
“different”, “unique.”, “special”, “distinct”,
“unusual”, “outstanding”, were transformed
to the theme “unique identity”. As an
example, participant No:15 of the interview
mentioned “I feel happy when others say that
I am beautiful today, nice clothes etc. I feel
unique or outstanding and it improves my
personality and identity. Since I am getting
old, I used more cosmetics and nice clothes
to enhance my appearance”. Since, selfidentity refers to stable and prominent
aspects of one’s self-perception (Sparks &
Shepherd, 1992), theme was developed in
this research as “unique self-identity”, using
the codes given above in this research.
When the participant was asked on
comparison of cloths with others, the same
respondent (No.15) mentioned “I do not
compare my clothes with others, but I look at
them and have felt about their clothes. But I
do not like to be one of them, I need a unique
look appreciated by others.” As well, I use
cosmetics to enhance my appearance such as
hair color, lipsticks, nail polish, eyebrows,
foundation, etc.
An individuals' social identity is the view of
themselves with the social and physical
world where aspects of that view are
contributed by the membership of certain
social groups (Hogg, 2006). Regarding this,
some participants in this study were
motivated to moderate their clothing choices
in anticipation of not only the perceived
expectations of their friends but to achieve an
internal consistency within their social group.
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Internal Impression Management

External Impression Management

According to Leary and Kowalski (1990),
"impression management" highlights how
individuals control impressions to construct
and manage an image that they believe will
change or influence others’ perceptions of
themselves. Most of the respondents want to
maintain or use fashion and cosmetics to
enhance their appearance to impress others.
During the thematic analysis, the codes such
as “attract”, “appeal.”, “admire”, “appreciate
by
others”
“improve
appearance”,”
impressed by others” were transformed to the
theme “internal impression management” as
it really matches with the definition given
with impression management. As an
example, the first respondent of the
interviews mentioned that she was a teacher
and she used fashion and cosmetics to
impress her students. “I am a teacher, and it
is required to be pleasant, as only if the
students will like me and will be able to
attract the students to the lesson.

Regarding
the
motivations
behind
moderation of self-presentation through
clothing, this study aligned with the literature
in the terms of the context of the individual's
role and the perceived opinions of others. In
the context of roles, individuals in the study
understood that there were expectations
associated with given roles. For example, the
codes such as “neighbors expect”, “friends
want.”, “family wants me to wear”,
“Relations’ influence” were identified during
the discussions and transformed to the theme
“external impression management” "there is
a certain standard of dress that is expected at
work and you are just expected to meet it"
(Respondent 3). Literature states that people
are motivated to manage their impressions
for those who are seen as being more
powerful or hold a higher status than them. In
terms of the "work" role, a participant stated
that clothing is "[…] important in terms of
my job because I am dealing with businesses
and I need to present myself professionally”
(respondent 02). Tice et al. (1995) found that
one's self-presentation was changed
significantly depending on the type of
audience. These comments by participants
can be seen with both the "self-esteem" and
"belonging" motive. For specific roles,
participants felt that dressing a particular way
would allow for both a positive response
from others and to be accepted into the given
social circle. Further, regarding impression
management, participants felt motivated to
moderate their clothing choices based on the
perceived opinions of others. "Knowing that
there will be other women there who will be
dressed in amazing clothes is sort of an
incentive to dress nicely myself".
(Respondent 01).

Respondent (07) of the interviews also
mentioned that she had to meet clients and it
was required to dress well to improve her
appearance. But according to her fashion and
dressing well is different but related. “we
should wear matching clothes to the situation
but that does not mean we should buy clothes
every day to match the fashions available. I
do not buy clothes frequently, but I buy
clothes that enhance my look, attractive,
appreciated by others, and impressed others.
An individuals' social identity is the view of
themselves concerning the social and
physical world where aspects of that view are
contributed by the membership of certain
social groups (Hogg, 2006). Regarding this,
some participants in this study were
motivated to moderate their clothing choices
in anticipation of not only the perceived
expectations of their friends but to achieve an
internal consistency within their social group.

Extended Self
The extended self in appearance management
Roach-Higgins and Eicher (1992) claimed
that dress allows an individual to
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communicate their identity. Findings from
the study aligned with this, with many of the
women seeing their clothes and make-up as a
representation of self. “I tend to purchase
pieces that represent who I am and tell others
about my personality and do makeup to show
myself to others” indicates that this
participant wishes to define herself through
the possessions she consumes (Belk, 1988).
Participants confirmed findings by Solomon
and Schopler (1982) by acknowledging that
clothing and make-up choice could
significantly alter one’s appearance and, thus
affecting the way that others perceive the
individual. For example, one woman stated,
“I like to put effort into the way I dress, as I
believe dressing well will have a positive
effect on how people receive me"
(Respondent 5), with another commenting
that “they might even treat me differently”
(Respondent 2) depending on her choice of
appearance management. Therefore, the
study aligned with extended-self theory with
the participants confirming that they see
appearance management as an extension of
self and a way in which identity can be
communicated to others.

Discussion
A link between an individuals’ fashion
orientation (self-fashioning, following,
rejection, etc). and their self-concept has
been discussed in prior research (e.g. Gutman
and Mills, 1982; Goldsmith et al., 1999; Park
and Burns 2005), but the common
assumption is that those with high levels of
self-esteem, or a strong self-concept, are
more likely to exhibit self-confident and
independent fashion behaviors, whereas
those with low self-esteem are likely to be
fashion followers or non-engaged with
fashion. Since clothing is a visual
representation of the self, silver aged women
use articles of dress to construct and maintain
an appearance cognitively coherently with
the groups. Individuals are more concerned

with their appearance management (in
selecting clothes and cosmetics) to represent
their image (Abrams and Hogg, 1988). As
such, fashion is closely linked to the
emotional well-being of silver aged women
(Jantzen et al., 2006). These findings in the
previous studies are completely match with
the findings of this research. The findings of
this research show how important to maintain
appearance to silver aged urban women who
had many social interactions during their
middle and young ages. The findings show
how helpful it to enhance their self-esteem
and future self. And, how important to have a
good appearance when they are with their
peers, neighbors, and relations and how it
improves their self-esteem. Hence, the
finding was consistent with findings of
previous studies that socially active elderly
were interested in fashion and maintenance
of their physical appearance (e.g., French and
Fox, 1985; Lumpkin, 1985) Further,
fashionable behavior is largely affected by
the risk of getting old. The bad feeling of
one’s body image largely affect to the
requirement of appearance management and
one’s self-esteem. One’s attitude towards
body image consists of two sub-constructs,
which are body image evaluation/affect and
body image investment. Body image
evaluation/affect
is
an
individual’s
satisfaction or dissatisfaction with his/her
appearance. Body image investment is the
“cognitive-behavioral importance of one’s
appearance and its salience to one’s sense of
self” (Cash et al., 2003). In addition, an
individual’s body image is affected by the
positive or negative thoughts he/she has
about him/herself. Positive thoughts can
increase self-esteem levels and lead to
success in many aspects of life. When, people
are getting old, they feel bad about their body
image. Then being fashionable silver aged
women can increase their body image which
leads to enhance one’s self-esteem.

Conclusion and Recommendation
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The women in this research used fashion as
both social and symbolic capital (Bourdieu,
1984) to classify themselves concerning
perceived social categories such as friends,
peers, and their projected future self. This
paper presents a typology of fashion
identities, highlighting the clear differences
that we see between individual women in the
silver age and their engagement with fashion.
Indeed, the belief that all women will
similarly engage with fashion is outmoded –
even concerning the extent to which peer
groups and the media influence a woman's
fashion consumption. The women presented
in this study show differing levels of security
and independence concerning their fashion
expression, and these differences are
manifest in their consumption patterns and
display of fashion-related behaviors. This
paper illustrates the concept that, unlike
previous notions of fashion independence
and engagement with fashion, fashioninvolved categorizations of behavior are not
always driven by sophistication, confidence,
creativity, and low fear of risk. Instead, this
study has shown that fashion innovativeness
can be motivated by an overarching fear of
the outcomes of being judged unfashionable
– whether it is not fitting in, not having
friends, not supporting one's job profile, or
not being the perfect wife. The emotional
context described here is the most important
finding of this research and leads to a call for
future examination of role-portrayal in
fashion consumption, as a mechanism of
fear-avoidance.
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