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Research on the influence of clothing brand with clothing consumption
psychology based on pearson coefficient
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Abstract: Based on Pearson coefficient SPSS adopted the method of psychological data analysis of
clothing consumption this paper explored current consumer s clothing brand consumption view and
consumer psychology development trend. Through studying the influence of clothing brand intrinsic factor
on clothing consumption psychology it will help garment enterprises to better understand consumer
clothing consumption psychology more fully understand clothing factor influence. Finally through the
clothing brand intrinsic factors of clothing consumption psychology research results from the perspective
of clothing enterprise by building brand consumer psychology recognize patterns to meet consumers”
psychological dimension and put forward constructive suggestions this paper provided strong support for
clothing enterprises more effective management and the development of the domestic garment industry.
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