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"Frame Effect" — Applying Optical Illusions to Self-

Narrative in Fashion Design
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Abstract

This study examines the application of the framing effect and optical illusion principles in fash-
ion design from a psychological perspective. Through a review of "framing theory," "optical illu-
sions in Op art," "fashion design case studies," and "societal frameworks and female stereotypes," it
is found that frames are constructed through cultural backgrounds, historical contexts, life experi-
ences, and symbols, which in turn influence perception and visual judgment. The cognitive limita-

tions imposed by framing effects are far more extensive than previously anticipated.

Additionally, the study critically reflects from the perspective of a ready-to-wear brand designer,
questioning whether the current design process in the fashion industry is constrained by main-
stream aesthetic values. By examining the evolution of aesthetic views over time, the study explores
the frameworks within past design processes and their potential impact on women, aiming to
inspire designers to break free from conventional frameworks and explore new creative possibilities

in both current and future fashion design.
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