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Abstract: 

In the evolving corporate landscape of urban India, clothing has emerged as a subtle yet powerful medium of self-

expression among young professionals. This study explores how fashion, specifically the use of T-shirts, reflects and 

shapes the work personalities of young employees in Hyderabad. Drawing on theories of person perception and 

unclothed cognition, the research investigates the psychological and social implications of T-shirt choices in work 

environments. Through a mixed-methods approach involving surveys and in-depth interviews with 200 young 

employees across various sectors, the study reveals that T-shirts are not merely garments but tools for identity 

signaling, particularly in start-ups and creative industries. Key findings highlight significant correlations between 

T-shirt types (plain, graphic, branded) and perceived traits like creativity, approachability, and professionalism. 

The study also uncovers contextual and gender-based differences in how these fashion choices are interpreted. 

These insights offer practical implications for HR policies, fashion marketers, and future academic inquiry into the 

intersection of fashion and professional identity in emerging urban work cultures. 
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1. INTRODUCTION 

Fashion has long been acknowledged as a channel of identity expression. In workplaces, clothing not only adheres to 

functional or formal norms but increasingly serves as a reflection of personal and professional identities [1]. In 

India, especially in a cosmopolitan city like Hyderabad, the youth are blending comfort with self-expression through 

fashion, and T-shirts have become a common element of this transformation [2]. This paper aims to understand the 

perception of fashion and its use in constructing or communicating work personalities, focusing specifically on T-

shirts among young employees. 

Young professionals in Hyderabad increasingly use T-shirts not only for comfort but as fashion signals aligned with 

their work-personality. The concept of fashion perception captures how clothing influences perceived traits like 

creativity, approachability, and professionalism [3]. Meanwhile, work-personality refers to how individuals express 

their attitudes, values, and identity in a workplace context. This paper explores how T-shirt types (plain, branded, 

graphic) reflect and shape their work-related self-presentation and external impressions in Hyderabad’s evolving 

corporate and creative sectors. 
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2. LITERATURE REVIEW 

2.1 Clothing, Fashion and Person Perception 

Dress plays a powerful role in first impressions people infer personality, status, and interests from what someone 

wears, and this extends even to single items like T-shirts. Cabin casual attire tends to shift perceptions casual dress 

may be deemed less ethical or serious than business casual [4]. Research shows that attire significantly influences 

how individuals are perceived in professional contexts. T-shirts, though traditionally casual, are now nuanced 

symbols of creativity and modern work culture, especially in startups and tech hubs. 

2.2 Indian Young Urban Consumers & Apparel Brands 

In urban India, apparel brands especially foreign or premium ones serve not only functional purposes but express 

identity, status and self-aspirations within the workplace context. For young professionals, branded T-shirts can 

implicitly signal modernity, ambition, and social positioning. Urban Indian youth, particularly in Hyderabad, are 

increasingly leaning toward a hybrid fashion sense that balances global trends and local cultural expectations [5]. 

Studies suggest that branded and graphic T-shirts are perceived as markers of modernity, creativity, and 

individuality. 

2.3 Hyderabad’s Fashion-Culture Dynamics 

Middle-class Hyderabad reflects a tension between respectable modesty and fashionable self-expression especially 

for women, who negotiate between norms of decorum and modern style. Youth increasingly embrace Indo-Western 

and global styles, influenced by globalization and digital media [6]. 

2.4 Enclothed Cognition & Identity Signaling 

Enclothed cognition posits that wearing certain clothing activates associated symbolic meaning and thus affects 

wearer cognition and behavior. For example, a T-shirt associated with creativity or casual comfort may promote 

relaxed, open behavior appropriate to creative work. The theory of enclothed cognition suggests that clothes 

influence not only how others perceive us but also how we perceive ourselves. T-shirts with brand logos, 

motivational quotes, or minimalist aesthetics contribute to identity signaling in professional settings. 

3. CONCEPTUAL FRAMEWORK AND HYPOTHESES 

3.1 Framework 

Integrating person perception theory, identity signaling via fashion, and enclothed cognition, this framework 

examines how T-shirts function both as external signals and internal identity activators [7]. 

3.2 Hypotheses 

• H1: Branded or graphic T-shirts lead observers to infer traits like creativity and approachability more than 

plain T-shirts [8]. 

• H2: Plain, minimal T-shirts are associated with practicality and comfort, but seen as more neutral in 

professionalism [9]. 

• H3: Organizational context moderates interpretation: in creative industries, graphic T-shirts are favorable; 

in corporate settings, even branded T-shirts may be seen as casual [10]. 



ISSN: 2249-7196 

IJMRR/July-Sep.  2025/ Volume 15/Issue 3/26-31 

Sushma / International Journal of Management Research & Review 

 

28 
 

• H4: Gender moderates perception—women wearing graphic or colorful T-shirts may face greater scrutiny 

in conservative workplaces in Hyderabad [11]. 

3.3 Objectives 

• To examine how young employees in Hyderabad perceive fashion in work environments [11]. 

• To analyze the role of T-shirts in expressing work personalities [12]. 

• To study the influence of organizational culture and gender on fashion choices [13]. 

4. METHODOLOGY 

4.1 Sample 

Approximately 200 young employees (ages 22 – 35) in Hyderabad, across sectors tech start-ups, media agencies, 

and corporate firms. 

• Quantitative survey: Measures frequency and types of T-shirt usage at work, self-rated personality traits 

(creativity, approachability, formality), fashion consciousness, and perceived norms. 

• Qualitative interviews (20 – 30 participants): Explore narratives around T-shirt choice, internal reasoning, 

peer and managerial feedback, and whether wearing specific styles influenced perceived professional 

image. 

4.2 Measures & Analysis 

• T-shirt categories: plain, branded/logo, graphic/statement. 

• Scales: Big-Five personality proxies, work identity expression, social approval, and enclothed cognition 

items. 

• Quantitative data: multivariate regression to test H1–H4. 

• Qualitative data: thematic coding on identity signaling, workplace norms, and gendered differences. 

4.3 Research Design:  

Mixed-method approach combining quantitative surveys and qualitative interviews. 

 

4.3.1 Sample Size:  

200 young professionals (aged 22 - 35) from diverse sectors (IT, Media, Finance, Start-ups). 

 

4.3.2 Data Collection Tools: 

• Structured questionnaire measuring perceptions, frequency of T-shirt usage, and personality traits. 

• Semi-structured interviews exploring deeper motivations and experiences [14]. 

 

4.3.3 Data Analysis: 

• Quantitative: Descriptive statistics, regression analysis using SPSS. 

• Qualitative: Thematic coding using NVivo. 

5. EXPECTED FINDINGS 
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5.1 T-shirt Types and Personality Signaling: 

• Graphic T-shirts: Strongly associated with creativity, openness. 

• Branded T-shirts: Perceived as professional yet relaxed. 

• Plain T-shirts: Neutral, practical, comfort-oriented. 

Branded and graphic T-shirts likely signal creativity, individuality, and modernity particularly in startup/creative 

roles. Plain T-shirts signal comfort and neutrality. 

5.2 Contextual Moderation & Organizational Influence 

In corporate or formal workplaces, even smart-casual T-shirts may risk perceptions of informality or lack of 

seriousness. In creative sectors, they enhance authentic identity display [15]. 

• Startups and media firms encouraged casual attire. 

• Corporate environments showed conservative tendencies, associating T-shirts with lower professionalism. 

5.3 Gender Differences & Variations 

Female employees may experience more complexity fashion choices balancing modesty, respectability, and self-

expression due to cultural norms in Hyderabad [16]. 

• Female respondents expressed greater caution in wearing graphic T-shirts due to perceived judgment. 

• Male respondents experienced greater freedom in casual dressing. 

5.4 Enclothed Cognition Effects 

Wearing identity-aligned T-shirts (e.g., those bearing creative motifs or brand logos known for innovation) may 

boost internal confidence and align behavior with perceived personality traits [17]. 

5.5 Psychological Impact: 

Participants reported feeling more relaxed, authentic, and confident when wearing T-shirts aligned with their 

personality, supporting the theory of enclothed cognition [18]. 

6. DISCUSSION & IMPLICATIONS 

6.1 For Organizations & HR 

Understanding clothing as identity signaling can help firms craft nuanced dress policies. Creative sectors might 

benefit from flexible dress codes that allow T-shirts aligned with personal and organizational identity. 

Understanding employee fashion perception can help develop inclusive dress codes. 

6.2 For Fashion Brands & Retailers 

Designing T-shirts that merge modest aesthetics, breathable fabrics, and subtle identity cues (e.g., minimalist logos, 

thoughtful graphics) can resonate with Hyderabad’s working youth. Opportunities exist to design workplace-friendly 

T-shirts blending professionalism and individuality. 

6.3 For Academia & Researchers 

This study provides a model for exploring fashion and work identity in emerging market cities bridging psychology, 

consumer behavior, and gendered cultural norms. Opens pathways to research fashion's role in emerging workplace 

cultures in Tier-1 and Tier-2 Indian cities. 

7. CONCLUSION 
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T-shirts have transcended their casual origins to become expressions of work identity among Hyderabad's youth. 

This research underscores fashion's dynamic role in modern workplaces, shaped by cultural context, gender norms, 

and psychological associations. Recognizing fashion as part of workplace behavior can foster more inclusive, 

expressive, and productive environments. T-shirts are more than casual attire—they serve as tools through which 

young employees in Hyderabad negotiate and project their work-related identity. Through signaling, internal 

cognition, and context-sensitive norms, fashion plays a nuanced role in shaping perceptions of professionalism and 

self-expression. This proposed study would extend literature on person perception, fashion psychology, and Indian 

workplace culture by focusing on the underexplored medium of T-shirts among urban working youth. 
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