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: The purpoae of this study was to aneuer two questi.ons.‘ "Does a
relationship exist betueen genexal va.lues and clothing Va.lues?" and
"How does this rela.tionship relate to cha.racteristice and behavioral

uspects of consumers?" The aspects of ‘honsz,mer behavior undex consider-‘

-ation ares looation of purchases, not.ivatioua.l aspects. epending lavel

,pnrchui.ng practises, consumer ea.tisfaction. and cdneumer concerns. The

tbeoretical ba.ais for this stucLV vas that v‘a.lues are rank order entitles

which guia?e ran's behavior 1n life. The behavior under consideration

‘Was cona“uner behavior and"a soclal psychological approach was taken.

+

It is concluded that a moderate positive relationship does exist
'betveen general and olothing va.luee. The degree of assoclation betueen

and clothlng values was eignificantly related to spending level

-

d/ the consumer contexns: quality of fabric and ca.re-labelling.
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INTRODUCTION

This atudy was doaignod to a.n'suor two questions: Does a relation-
ship exist between the general a.nd‘ clothing value systems? If so, how
dogs this relationship relate to characteristics and behaviorall aspects
~ of consumers? | - ‘ | | | ‘ '.

The obje_oﬁ.ve_s of this research were basically tos gain informa-
tion'tm-ongh a mailed qxieaﬂ_onnairo from a sample of consiners with re-
gards to thelr gono:ui value systen, 'clothingv value system, background
chgracteriatlcs and aspects qf consumer behaviof; to determine the degree
of a.@soclation botueen‘genera.l }and clbtm.ng,value 'patte:ns of consunexs;
“to relate the degree of assoclation between the general and clothing
value systems with the characteristics and,behavioral aspects of con-
sumers; a.nd a descriptive a.na.l.yais of fhe background characteristice and

. behavioral aspects of consumers.



CHAPTER 1 -
'ruas' PURPOSE - O Y
J
In apf%e of the great neod for underetand1ns. explnlnlng and pre-

-

dicting consumer behayior. very 11tt1e uork hae been done inL\’ '
;‘end little 1s known ebout the . motivatlonal forcee 1nVo1ved in consumer ‘
behavior. The complexity of ooneumer ‘behavioxr neceasitatoa a breakdown
of the behavior into component parts for the purpoae of analysis in
order 'to identify possible contributing aepeote. In other realms of
: hunen behavior, values have played a significant role and ovidence indi-
catee that values. may have a dynanic effect on consumer behavior as well.
The term values is broadly conceptualized as fundauental beliefs
and feolinge whlch includo or direct our specific attitudes and 1ntereets.
It can be assumed that values will operate as a directive force or moti-
~ vate the individual in specific fields of hunan: behavior (Britt, 1970).
Research has shown (Lapitzky. 1961,r0reeknere.‘1963, Finlaxpon. 1959,
Dowdeswell, 1972) that general basic values are usually consistent witn
valuee in the clothing area, and these in turn arxe coheietent with some
: nttitudes concerning olothing and behavior in the seleotion and use of

;clothing. The reason for a lack of eignificant correlation between the

' General Values Syetem and the Clothing Values Syeten however, ie not

known. This propbsed study could provide valushle informstion in answer- _ -

ing the above question. ° ' ' ' | “
A

N

Hhen epecific value pettern does not repreeent the Gene:al Value
Pattern of an individnal. a eituaxion exists which requires explanat1on.z
Any theory of consumer behawior nust recosnize the 1nportance of social

", foroee as they shape thie hehavior. In order to underetand coneune:

-
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behavior it is imperative to look, not only-at psychological factors,

but also at the sociological factors. A study such as this with a soclal
pbyohological apprbach would be vexry bon;flcialvlh uﬁdenatandigg and ex- -
plaining consumeér behavior. In regards to ooAnuner beh#vior in the area
of clothing, Ryan (1966) gives a Strata of Explanation as follows:

1st Stratum (lfrefmme-) - The attributes of the garment 1tself -
factors which aro.conpletely independent of the respondent and
oan be measured oﬁjeétively. auch as color, flber, Weave, price,
styla, shape of ollu:. eto. ‘.

- 2nd Stratum of Explanation (Satisfaction) - is concexned with the
propertieq{of the individual attributes or the components of
?atlsfaction. Examples of»responées are: ease of care,
durability, appo#fﬁnce; performance, etc.

3rd étratun of*Expl#nation (Motlvation) - 15 notiQation 1h thei
eeloction of cPothing as found in the relationship between
intoroats and valuos in cloﬁhing and the . general interests and
values of the individual. —

- - 4th Stratun 1s‘concerned with the ultimate explanations of behavior. -
Explanations of why the 1nd1vidnal has interests and values
«hich lead to consumer choices. Recent studles hava entered -
" into.the 3rd level, and the 4th level is in uhole an ugattain—
" able rosoarch objective. although it can be toucbed upon through
the use of social paychologlcal instruments. "

Baaicallj, the proposod study is in Ryan's 3rd Stratum of Explanation,

but extends 1nto tho Lth Stratum. In ao doing, the study concerns itself

prinnrily uith nooda. valuas and wants of individuals rather'than with

(¥
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characterisﬁicé‘of the'clofhing items. In‘addition,'ﬁhe individual canQ
not be stﬁdieduig isolation but rather in idteraction with the social
environment. A study such as this witL a social psychological approabhv\
would be very beneficial in understanding and explaining consumer |
behavior. In contribufintho our understanding of the consumer it could
{glsb provide valuable direction for educational érogramsvand future
researche S s s
 Objectives
’ Four objectives havé been formulated for this researchi ’
ie T6 gain informatioﬁ from a sﬁmple of consumers with regards io thgirs
(a) General Value éystém :
(b) Clothing Value System
(c) Background Characteiisticsxh
(1) Sex : . | | . BN
(41) Marital status |
{121) Number a;d ageé of childxen
-(i#) Spouse's oc#hpation |
(v) Place of résiqence
(wi) ?lace of wWork
(vii) Level, Exp@iience, and Training of Teschex
(a) fspects of.cwnsumex behavior:
{1) Location of Purchases
(i1) Moiivational Aspects
(141) Spending Level
(iv) Purchasing Practises
{v) Consumér Satisfaction

{vi) Consumer Concerns.
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To determine-the degree of association between consumeég;\Geheral o

Value and Clothing Value Patterns."

To relate the degree of association between General Value and Cloth—'
ing Value Patterns to background characteristics and aspects of

consumer behavior.

Lk, To study backgfound chaxacteristics'and behsviorel sspects of con~
sUReXs. ' ‘ -
Limitations

1.

.. problems.

The sample was randomly selected from teachers professionally em-. i

ployed by five school boards in Edmonton ‘and surrounding districts.

-Generalizations therefore, cannot be made beyond this populationo

The dsta were collected in the form of a mailed questionnaire, and
hence there is not as much control as with some other methods of
data collection. The -respondent could actually get someone olse to
fill out the questionnaire or nisinterpret the questions. Other

types of data collection such as the interview could minimize such

4



-+ CHAPTER II
RGVIEW OF LITERATURE

A body of research has been'esfaﬁliéhed and a number of theories
have been developed in the area of Values and Consunmer Behavior. The
:nost'pert¢nent ﬁave been reviewed under tﬁree headings: General Values,
Clothing Values and Consumer Behavior and Marketing Research.

Gene;gl Values |

- The value realm consists of enduring and central clusters of
:beliefs, thoughts and feelings which influence or determine important
evaluations or choices regarding persons. situations, agékieeas.. Values
uMbpfluence judgements oxr specific situatlons or goals by’pfgviding an
abstract frame of reference for perceiving and organizing experience and
for choosing among possible courses of action, |

The measurement of values must overcome two basic problenms. Iteme
‘selected must (1) be‘neither‘too general nor too specific; (2) distinéuish
between §alue8‘as what 1is p;efeggﬁie as opposed to what ought to be‘!
desired. In other words, values may 1nd1ca£e societal values, as what
one “should® or ought” to believe i.e. honesty, trust. On the other hand,
'values may indicate 1ndividual values or what is preferred by the individu-

al i.e. economy, aesthetics. This atudy i1s interested in General Values.
as "what is yreferred“; therefore a scale was chosen accordingly.

‘A “value system" is a hierarchiai organization--a renk ordering of
ideals or values in terms of importance. The Allport-Vernon-Lindzey Scale
of Values (1960) enables one to0 measure the relative order of 1mportance
of six classes of values - theoretical, social, political, religious,

aesthetlc, economic. The Study of Values (Allport, Vernon, Lindzey 1960)

A

s

~
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was originally published in the year 1931, and revised in 1951. The
classification is baséd directly upon Edwnrd_Spranger's *Types of Men".
Hin thoory implies the view that the personalities of nen are best known
through a study of their values or evaluative attitudes. Spranger does
not imply that a given man belongs exclusively to one or another of these
types of men. His depictions are entirely in terms- of "jdeal types”;
This test looks at tho relative 1mpo¥tnnce of six areas of values, It
‘measures preferences, not whnt oug..c to be preforred.

Behavior is influenced by the value system hierarchy. Values are
thonght to run in a continuum from most to least important and the ar-
rangenent 1s,susceptible to alteration as the organism matUIes (Rogérs,

1962). An individual's value system is}mucn‘iike an organigzed set of
nules which aro used for maklnglchoicés_and for resolving‘conflicts'
(Rokeach, 198). Those, values which are high in imi)ortanoe to the in-
dividualvshould supers;de other values in arforced choice decision pro-
cess; "

One advantage we gain in nsking subjocts to rank-order a set of

positive values for importance is that the subject, having little

or no awareness of the psychological significanco of his responses,

has 1little or no reason to disgulse them’(Rokea¢55 1968,‘p. 1?2);

Murray (1938) believed that the needs which an individual experi-
ences are in direct response to a value. Kluckhohn (1956) differed in
opinion; she believed that needs can both arise from. and create a value,
serving partially as an 1nh1b1tor ang pnrtially as an aid in aatisfying
needs. The individual who satlo}ied his needs, and identified and ful-
filled values was known as a self actualized person in Maslow's (1954)

framework,
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Kluckhohn (1950) develéped a value orienté%lon theory and an instru-
ment based on this theory. of dowinant and varied value orientations.
Value orientations are complex but definitely patterned (rank-
| oxrdered) pﬁiuciples. fosulting from the transactional\interblay
of .three analyticalle\distinguishable elements of the evaluative
process--the cognitive. the affective, and the directive elements~-
whicb give order and direction to the everflowing stream of human
acts and thoughts as these relate to the solution of “common human ’
problems (Kluckhohn and Strodbeck, 1961, pelt)e
An. individual's ideas of conditions and objects that glvé meaning to life
and reality, as he thinks 1t should be, contribute to. the formation of
- values., Hhen the human organism is confronted with & decision making ex;
perience, the degree of applicability this event bas to a value will
'deternine the degxee of influence the value will create (Conbs and Snygg,
1959).. The ‘clearer va.lues are to an individual, the more likely they are
to influence behavior. Studies by Combs and Snygg, (1959) ‘indicate that
values differ greatly id the degree of clarity with which they are per-
ceived, Those values which are precise in the individual‘s perceptual
organization are more likely to influence behawior.
Man's long time preferencoa; his deep-rooted tastes and interests, :
his objects of respect and reverence are his values. He makes
”docisiohs on the basis of them (Greiger, 1947, p.167).
 The items in 1ife which are laportant to an individual are part of
Y vaiue system. General values 1nfluence choices made duxring moét situ~
ations; clothing values influonce ohoices which involve clothing based

deciqlons. | ' Lo ~ =



Clothigg Yalued -

The first rosearch which used Allport, Vernon, Lindzey s Scale ofl
Values in relation to clotbing was done by Neuman, Nickersou and Bryers
(1933), who related scores on the Allport, Vernon, Lindzey's Scale of
~Values with general interest in clothing. They found no relationehip
'hetween men s interest in clothing and their scores on the value test.’
Women who were high on economilc, aesthetic or political valuee wexe also._v
high on clothing intereet. - There vwas also an attempt to relate specific

intereete in clothing to epecific valuee, but a low correlation was

found. The correlations however, were in the predicted directions, .
hence, it was suggested that more rigid experinents uould disclose the
nature of the relationship. ﬂ |
| Lapitzky (1961) provided a major lﬁhk in the field of clothing
‘ values by delineating major clothing. values and develoPing an instrument
{0 measure these values. Lapitzky (1961) hypothesized a correlation
' between both clothing’ values and general values and eooial security-
insecurity. She adapted the format of the Allport-Vernon—Lindzey Scale
of Values and formulated the followings Aesthetic, Economic, Political,
_ Social I and Social II as Clothing Values to be measured but dropped the
theoretical and religious values because she belieyed'these would not be
refatedvto interest in clothing. A aecond'social value Was added.
‘Lapiteky hypothesized that 1in addition to the philanthropic nature of
the social valus described by Spranger and measured by Allport Vernon's
teet. there was a value which etreesed the need to be accepted and ap-
proved by others, Since no suitable instrument in clothing values was

available, she developed a Clothing Value Scale. She defined Clothing
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Values aai uiehes. deeiree. intereete. motives. or g s uhich an in~
dividual considera worthwhile and thus axe najor deter nants of atti-
“tudes and behaviors in relation to clothing choicee and W age
(Laptisky, 1961). D o \ =
The first attempt to deviee an instrument to neasure the etrength

'of each clothing value independently of other Values uas abandoned be-
,'cause of numerous - difficulties. Instead an instrument was developed to
measuré the xe tive etrength.of the Clothing Values. Lapitzky (1961)
. proposed, and the results of hexr study confirmed the hypothesis - that
positive relations exlst betueen Clothing Values and parallel General
Valuea. She worked with a sample consisting of* a group of teachers and
a group of college etudents. For the teacher group the correlation.be-
tween CIOthing and General Valuea was eignificant 1n terns of Aesthetic
and Political Valuee but not significant in terms of the other parallel
valuee. The reason for the lack of eignificant correlation between
other parallel clothing and general values is not known.

- The Lapitzky clothing test was used in a study hw Altpeter (1963)
who inveetigated the relationehip between clothing values and certain
aepecte of consumer behavior. For a group of young married uomen. ehe
found that those uho rated above average on aesthetic value enjoyed eh0p-
ping, preferred to ehop alone, aearched until they found clothes which
they considered beautiful and unusual. ‘and had a high interest in cloth-
ing. An above average score in the econonic value was related to buying
traditional and comfortable style. ehopping Primarily at local department -
etores, exanining seams hefore buying and having little interest in shop-
Ping for clothes.

4
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In 1963, Creekmore expanded the Allport, Vernon and Lindzey 8 (1931)
jiStudy of Values to include two additional general valuee, the sensubus
‘[_stimula.tiou of- the senees at a physiological leveJ:] and the exploratory
[epontaneous curiosity] She }wpothesized positive ﬁlationshipe between
certain aspects of clothing behavior, general Value? of the individual o
and relative fulfillment of these basle human needs. Creekmore used the
: Allport~Vernon-Lindzey-ScaleAof.Values:apd,compared the results ﬁith

‘ clothing‘behavioi;-measured"by a clothing iﬁte:eet inventory.éoneisting
of 14 olaseificatione Vhioh ﬁere indioetive'of clothiné behatioéhin'usoage
~ but not ih=the_pu;oha51ng ofeclothee.i Creekmore found that-elothing‘waa '
uee&~ae a means to geiﬁ{etatﬁs; conformity'ues invereely relateo‘to‘- |
| 'soeial position. She used Hollingshead's (1958) method and found that
social position effeete¢~the ecore'on aesthetic concern and status Eyﬁbol
ﬁse of.elothing._ Ihdividnale froe'higﬁ sociel"elaeees;regaided clothing
a8 a tool to achieve'fereoﬁal goals and renked'hiéh‘on tbevstatua~use-of h
clothing - | |

| Another attempt to- develop a test of clothing valuee parallel to
‘eone,offthe values neasured by the Allport-Vernon test was maﬁe by
Finleyson (l959),‘who inyeetigated cohsumérmetivation in the selection
iof eueatexa as related to general personal values. The variable measured
‘was consumer satisfaction with sweaters and the compouents of . satisfac-
tion wWere defined ass becomingness. beauty, comfort. likely to be ad- _
anired by friends, ease of care, and good. buy.‘wghe related the scorea on

: the Allport-Vernon test for the social, economic and aesthetic values to
the relative importence of the above six qonponents of’ eatisfaction in

sweaters Her results showed that thexe was a strong tendency for a



general value to be operative in selection/éf certain cOmponents that
tent to bring satisfaption in clothing. J ;

Kernaleguen (1971) developed an Inférred Values of Clothing (f .
Inventory to assess the relative importance of five basic clothing
values. These five values Weres self expression. aesthetic, econOmic,

t comfort (physical and psychoﬁogical), and social (acceptance and 1eader-

_ ship) .The Inferred,Values f Clothing Inventory was used by Dowdeswell
(1972) to evaluate the adJustment of women to pregnancy, and by Crown
(19?5) to examine the relationship of clotbing values to consumers
perception and acceptance of color change in fabrics. \The ‘social value
was found to be low in’all of the previous studies. Theberge and Witter
(1975) produced the Clothing Values, Scale, in which subjects indicated a
rank order for seven descriptive stories, each focusing on a different
valie orientation. The instrument was a refinement of the measure
deVeloped by Kernaleguen (1971).-

Although there is st11l much research to be done, evidence so far -
suggests that general values are reflected in clothing values and that
Vbthese in turn are.related‘to specific clothing attitudes, interests,
cholces and to behavior in the selection and use of clothing.

onsumer Behavio and »ket Rese ‘h o .

Purchasing behavior is one . part of the overall pattern of hupan’
behavior. An elaborate model of consumer decision making nas recently.
been ﬁresented by ﬁicosia:(l966)t Drawing heavily on the"behavioral

A_scientist,.the ﬁicosis-model views,consumer behavior as a complex dynamic
interplay'among-product sttributes, consumer attributes, and external‘ o

influences."
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Since the late 40°'s marketing researchers have theorized‘that pefson-
ality should be reiated to the conshmer‘decisionvpmooesss, That 1s“con¥
sumers with certain'persOnality profiles would be moxe prooegto *brand-
loyal purchases" eﬁd specific styles or’oolors; and would prefer certain
stﬁigs,or exhibit other coosistent puxchase behavior patterns.: It hss
been found that a vast-array of variables effect'bh&er behaviorx péréén-

‘altties{ eociological attithdes and comﬁﬁnication §ariebleee;

o An analysis of action is an analysis of how the - 1ndiv1dual's market
behavior is determined (Ardnt 1968) Any bit of action is determined on
one. hand by the totel make up of the person at the moment and on the other
hand, by the total situations in which he finds himself. This relation-
ehip is representedaas a pxodnot of factors in the individual and factors
in the . situation. Explanations must always include both the obJecti/e
and the subjective and these are always in inseparable 1nterrelationship.
Mhat a perBOn is at any noment, governs what'he does 1n the given circum-
stance. Nhat he is on the side of action possibly comprisee motive and

: nechanisn. Hunger(and the desire for a new red necktle are motlves. The
_ ability to walk uhen enteriug a restaurant, or the mental equipment used
in reading an advertisement, or in recalling one's lack of funds are
eechaniens. These neohanisme are not 1ndependent of the notives but are
ditected by them, Motives and necbanisms are different aspects of the
same total 1nd1vidual makeup which dsternines action at eny moment. By
rotives we mean thé'set of inner suiding processes which determine the

_ novenent of behavior towards ends or soals. The processes may be con=-
'fscious or unconscious. They consist of some: condition of tension or dis-

‘equslibriun wlthin the person, with the ensuing conduct eerving to



elieve the tension or to reeeta.blieh the equilibrium. Such a theory is
often referred to by Social Peychologie‘te as the ¥“Cognitive Dissonance
Theory”. Oux actual buying behavior is largely an expression of specific
attitudes, that is, action tendencles towards particular objects, reflscts -
ing the very directions of .motivaﬂon‘, as these have been molded in'the'
couxse of experlence. One'e negati\re attltude’ towards a certain store
- for example, may be an expression of 1njured pride occasioned by a domi-
.‘neering salesman.’ The attitude in tv.rn leads one to avoid the store, to
criticize : it, ox perhaps to pra.ise the leading competitor and to concen-
trate one's buying there. Mechanisms, however, eleo' play an important .
' role. An analysis of a.ction must. include more than motives’ 'aiene-r-‘?he
| mot.ivee operate in a way that is determined by other etruetuﬁee a.nd pro-
"cesses as well (Ardnt, 1968) ' } "
All activities of a'coneumer ai:e subject to environmental 1nfluencee:

Tn_ie lnfluence mey_ be weather, the layout of the cit}.'.v the shopping ca.rt \
~or other people. ﬁhat might not be 'eo' clear'ie the '.sociel 1nfluencee,
that ie. the 1mpact of other people on consumex behavior.. The influence
may be subtle such as when oné woman tells a.notber that knee length
' dresses are out. Tbe influence may be subconsclous for exa.nple, uhen a
Vperson buye a certa.in brand of car to obtain the a.pprove.l of cthers. '
Finally, the influence of others on consumer behavior nay be very direct, :
such as uhen a nothex tells her deugbte:c "NO“ to a request for a new
skirt. Sociel 1nf1uence can operate in any stage of the coneuner be-
havior pxocess.v It can cause needs to arise and a subsequent tension

etate. It can’ cause variants in the na.@itude of the teneion etate.

Further. 1t can opera.te on cognitive ectivitd.es of consumers and determine
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the type of acf:ion a consuperx w‘ take to satisfy a need or va.luo.
Finally it can be a deterlinant in the anount of satisfaction or dissat-
'iefaction a consumer receivea from some action.

An article by Davis and Rigaux (1974) reviewed a study of the
degree of influence exerted by both husbe.nde and wives for 25 econonic
decisicne. Three of the 25 decisions involved clcthing: hueband'
clothing, wife's clothing, and children's clothing. Decisions regarding
wife's and children's clothing were wife dominant and for men's clothing
decisions there was vaa:ia.biliti in role ccxicenaus.

Two studies were conducted by the Survey Reseaxch Center of the
University of Michigan with regard to husba.nd—wife responsibility in
noney management and purchasing decisions. It was found that Wives ex- |
eft the main influence in 40% of the households; husbands exerted the
influence in 2% of the households; ‘and couples Jcintly in a.bout 20% of
the households in the study (Koma.rovaky, 1961).

A study by Ferber and Lee (1974) seems to lend support to the idea
- that the fa.nily nay not be a homgeneous unit for stud,y of at least cexr=
~ tain aspects oi‘ econonic and larketing ]aeha.vior. Rather the interrela-
tione betueen the nenbers of a couple and the roles each of them plays
in fa.nily decision-naking would seem to be a distinctive factor to be
| ) coneide:ed. in seeking a better explanation of consumer behavior.

' Reeearch ca.rried out by Haines and his associatee (1968) etudied

| the decision processes of women ahopping for clothing It involved a
mure of the longeet and of the shortest acceptable path in a decision.
'I,‘liis ;n_easuz_-e represents upper and. ]._ouer 1linits to the amount of informa-

ticn*fhat must be processed to arrive at an acceptable ka'.lte:m‘ative and
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hence givee some indlcation about the potential information demands
(Halnes, 1974). .Haines formilated what he termed the prinelple,of in-
formation processing parsimony: “Consumers seek to process as litfle
data as is neeeeeaxy in order to make rational decie}ope" (Haines, 1969).
" Research undertaken by Stone and Form (1957), entitled The‘ Local
Community Clothing Markets A Study of ge gacig and m‘ ial Paycholo- *

gical Context f ; Sh pp;gg shoved that eocio~economio status- of a shopper
was a deciding factor 1n shopping location‘ It was found tpat the higher
the soclal status of the shopper, the more Epecialized was Ler Bhopping;
the lower her social status, the more likely she'd 1nclude other activi-
ties in her clothing shopping trlpe. The niddle class women spent 1ess
time ehopping foxr clothea than did ‘women in ‘the upper or lower etaxua A
groups. Younger women ten&ed to shop during the afternoons 1n the latter
part of the week,~uhereaa older women and ‘upper class women preferred to
shop in the mornings in the early part of the week. Stone and Form .
askedt “"When you shop for cléthes, do you knon exactly uhat you want,

do you have a general idea. or are you not quite sure?“. uenerally the
youngex. high achool educated. mniddle~social economic group, upward
asparing<coamopolitansoriented women reported tbey knew exactly what they
vanted when they ehopped for clothing. ' The oldex, either col}ege educa-
ted or only grade/echool,edneaxed. high or low eocio-econoni#‘group,
non-aspiring, local orien}ated women ware uncertain of what they wanted
The ypung ehoppere preferred to ehop alone, while women in their 40'3
preferzed to shop with othere (0% . husbands; 25% friends. 25% younser
family mbers) Stone - (195&) studied urban sho;ppers according to their
ettit es towards. etoree. His research discovered four types of sh0ppera



as followss )

1. The economic oennuner who has eorong attitudes about price quality
and assortment of merchandiee. - -

2. The perxrso i;;og coneuner who requixed a personal relationship with
the atoxrp personnel. - ’

3. The ethioal consumsr uho possesses favorable attitudes towards small
independent businessnen. He had negative feelings towards chain
etoree and wanted "“to help the little guy out®,

‘ §f The apathetic consurex who viewed shopping as a bothersome task. »As

o Stone notee he shopped “to get it over with". ‘His maln prerequisite

Tor a store was convenient location (stone 1954)
Factors deterninins retail shopping preferences vWere studied by

Converse (1947) wbo found that consuners will txavel further for fashion

ﬁgoods such as clothing than for food, dxugs, bulk goods or service goods

‘”and thax women uill travel further than men for clothing items. It was

aleo found that tbose with higher income will shop at a greater distance

| tha.n ’f.hose of low income. "

| | More than a decade ago Martineau (1954), Director of Research and

Marketing for the Chicago Tribune. observed that people tend to patron-

ize etores that match their personalities. He noted that 1ndiv1duale

k:uill eelect stores that enhance their self images, their attitudes about

A theneelves.. He\further observed that the decision to shop downtown as

_ contrasted to a ehopping center has a peychological basis. He concluded

f thax eome of the psychological va:iablee thax deternined in great part

' %

"where a person uould ghop were friendlinees. excitement, élamour,

'enhancemént of eelf 1mase and of course economics}’ the latter being only

\v -

3
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slightly important. Stores have»aipersonality, a total image; andkmanya
mo:eLmeaniogs in the'consomer's mind than'strictl& a.place for déyito' )
day transactionsa Prices and savings only represent one area of what a
;ﬁ@usumer'““ nics gﬁ@_*eolo about “he store. Fa* more thaﬁ any barguln
the overall store atmosphere (or personality, or image) is the determi—
nant of regular buying, or the preselection of the customer body
(Martineau 195&) |

A report by Rich and Porter (196&) on women shoppers in &owntoun
stores emphasizea department store imagery. An important part of the
study dealt witb the reasons which prompted women to do more of their
Zshoppino in one paxticular store than Ain any others. The stores most
frequently mentioned fell into three groups, high fashion appeal, prioe

appeal and broad appeal, “The storeo with the high fasifien image in the
A

mimds of consumers are the ones mosi favored by thé high incomse uomen
-fwhexeas the price appoal store attract very few of these customers.
Tka m*&dlo income vomen ropresent ‘the largeut group ;oﬁ all three typas
of stores. The low incomo women g0 ma;nly to the board appeal aﬁﬁ the
price appsal stores although some patronize -the fashion appeal stores.
ke for the'relaﬁ%onshin betueen life cycle, age and children, and store
yxefozenco high Iawhion stores t;i:."’c:ceu";'t; many of nha uoman fo“ty or over
oépooially the ones without children ot home. Thc omen presunc the
heve nore money ﬁo’sp@nd and are more demanding of the type of service
Pound in these stores. As to the bzoa@-appoal and tho'prico\appeal
BLores, womom unden foriy with children‘axo the moﬁt'impoit&ni zgingle
custoner gromp @lthough wonen in tho over forty gxoup are nu“orou

Younger women with no children at home are not an important group of



of shoppers for any of the stores. For women whosé favorite store is_£be
ydowntown fashioﬁlappeal store, 41% live in the éuburbé. This is 1in con-
frast with the broad aﬁpeal and the piice appeal stores whose customers
are much more 1ikel& to live in the ciiy. vIn’the group of vomen favoring
high fashion stoies, 42% also shopbat discount stores on occasion. Many
‘bf'fﬁe higher income women whose favorite stores axre fashion appeal ones,
-  st11i go to discount houses fér merchandise such ds children's clothing
 an&‘app1iances.“ The»custoﬁe#s of the fashion appeal stores are most
dlikelj t0 be in the middie income-and upper income brackets in ihe forty
and over age groqp ‘often without children at home and living in the
§uburbs. Tbese women axe quite interested in fashion and less interested
in bargain'hgnfing.

. Price does'éntér into the social behavior of consumers. It plays a
role in the atfraction among consumers as well as the interactlon betveen
" consumers and maxketers.
| Rising prites of a product can cause the consumer to view it as more
desirable. Heré pricevqyality values are more complex ;han implied by
simple econonmic analysis. Higher prices‘conSequently nay mean othex 7
things 10 consumers: ‘
e Higher‘prices may ilndicate that the product is moxe fashionable and

a Tew dollars more may be a low price to pay for the assurance that:

one is in atyie° Women who shop in high fashlion stores expect 10 pay

' moteifbr_éiothing 1tems, but the shopper bélieVes she is getting more,
painly, latest styles, She usually is quite aware that she can buy

‘similar items of clothing at lesser prices, but they present an

element of risk, that is the clothes may not be fashionable.

.
{
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1

2. Increased prices may imply that there 1s simply more quality. In
other words, the implication is tgat it offers more if the price is
increased. |

3o Incre#sed prices of a product may suggest that there is a new model
or style availablé, Consumeié have a desire for newness (witness the

- frequent use of the word'"Newa in advertigéments) thus an increased
érice nay be ;nterpgpted by some consuhfré}as an indication qf“a\néw |
| feature. ' | -

It is belleved that for certain segments of the consuming public
particulér goods are prestigious and are consequently valued foi their
price (Kérnin and McNeill 1967).  In éuch cases prices are apparently
used as a soclal barrier to another class., This is exenplified in'the
old statemént, "If you have to ask th much it costs ybu éaﬁ't afford it".
On the other hand, price 1is often a toplc of conversation. These conversa-
tions allow a housewife. for example, to prove to her contemporaries that
she is not only an economical peréon but also a knoﬁledgeable shopper.

It is not uncommon for a ‘group of neighborhood housewives to get together

over coffee and consider the ueeken&'speéials together., Such practise

pro#ides a—soeialiiing vehicle while defeloping sophistication among

consumers (McNeill 1968).

A study by Schleede (1974) investigated women®s use of .credit cards
when’purchasing clothing for themgelves. A questionnaire vas answered by
122 Iilinois women., It was found that 49% of the respondents reported»
néver‘using crédit cards and those vwho did use credit cards ﬁ5Ually used
_ the individual store iype'of charge account.



21

One‘gqneral finding that has‘emerged‘from the cohcepi of psycho-
logical marketinggsé@mentation is that consumers tend to'bu& the Brand
whose image most closely correspbnds to their own needs. Thé‘imégé is
created for the type of consumer.for whom the brand promises particular
satisfactlion,. | 4 | |

| Market segmentation as a strategy may be defined as the tailoring
of the marketing mix components to the needs and“wénts of selected sub-
‘groups vwithin the overall market. In othexr woxds, the maiketvéegménta-
tion approach assumes that consumers are different and that these differ-
ences may be utilized (Frank, 1968) During the last decade there has
been an increased search for new market segmentation criteria, which éf¥
ufectively predict product choice’or usage rates. /Traditionai criteria
like age,‘eduéatlon, occupation; sex or marital status; have not been
sidelined but h;ve'been-joined'by psychological and'SOciological variables
such'as values, attitudes, personality, mobility._lifé style, social cla;s,
etc. (Sheth \1967).» In a typical market reseaxch study data is collected
bn‘characperistics of respondents,‘age, income.vedugation, number of
children in the family, area of residence, social class; personality test
Bcores. and sb on. ,Also data is collected on éome aspeét of cqﬁsumer
behavior, such as purchasing of certain produets or certain brands, and
cross-tabulations are performed to find out whether the characteristics
contribute anything §9 our understanding of the behavior (Wells 1968),
Such analysis éhows‘th&t consumer products fall into meaningful groups
thét help illuminate the roles.:the customs, the attitudes,vand sonetimes

the personélity characteristics of distinct groups of consumers. Much of

the behavior we are interested in studying is a complexity of many factors,



that is, it is multifd;mensional in charaeter. We often eide step this
complexity by picking some unidimensional attribute Hhieb is assumed io
be independent of the more complex phenomena ve seek to understand 7

Another socio-peychological variable affectling consumer behavior is
perception. It is not unusual for a person to perceive a stimulus in a
certain manner and later another person will change the first person 8
perception of that stimulus. The personality is in effect a processer Or
filiex for incoming stimull. Consequently, a person may or may not per-
pceive stimuli in the same we& eepend;ng_on the similarities and differ-
ences in a personallty makeup. As one authority states “everyrpereeiver
is as it were to some degree a nonrepresentatioual artist, .painting a
picture of the world that expresses his individual view of reality
(Krech 1962) .

Gonsumere' buying is governed bypthe influences playing upon them
from the outside no less than it is by their imner dispositions. These
extefnal?%actbrs may Se thought of as centering in theAproduct‘itself,
and spreadihg froﬁ tha: center to a vast range of other influences more
and more remote, Next to the attributes of the product, the'influences
_ most significant for the purchase are the selling methods, advertising,
store, andﬁgenerally, conditions surrounding the sale. In generai then,

" one proceeds in his anaiysis of any bit of aetion by analyzing‘thoee
notives and meohanisms' that appear significant end also by studying the
outside conditions vhieh appeaxr most clearly related to those inner dis-
positions. Explanations are found by working back and forth, between
individual dispositions and external influences; the behavior of the

monent is always goveraned by both (Day, 1971).

i



CHAPTER III1
METHODS AND PROCEDURE

The topics relevant to the Method and P:océdure will be presented
as followst Theoretical Framework, Definition of Terms, Hypotheses,
Descriptive Analysis,'Description of Instrgments, Sampling Proéedure,
Data Collection and Analysis bf Data. |

- Theoretical Framework

The Theoretical Framework fbr this study is‘based on the research find-
1ng§ reviewed; In othei realms of human behavibr, values have played a
siéﬁificant role and_eVidence indicates that values mﬁy have a dynamic
effect on consuner, ‘behavior. | | _

Existin6 literature 1ndicates that values are rank order entities
vhich guide man's behavior in 1ife. An individual's value system is much
like an organized set of rules which are used for making choices and for
resolving confllcts (Rokeach, 1968).- Research has shown that general
basic values are usually consistent with values in the clothing area and
'these 1n turn should be consistent with behavior in the selection and use
of clothing. Any theory of consumer’ behavior must also recognize the im-
porténCB of s&cial forces as they shape thié‘behavior.‘ In regards té con~-
sumer behevior in the area of ciothing,‘éyan‘gives a Strata‘of Explanation
lnvoiving four levels of research objectives (Ryan 1966)}_ This study is
basically in the Third Stratum of’Explanation, but extends into the Fourth
Stratum by'thé inclusion of social‘psychological variables.

Definitions of Terms

4

General Valuesx~ The general value. system on which this investiga-

tion was based was developed from Spranger 8 (1928) Types of Men by

23
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Allport and Vernon in 1931 and later revised by Allport, Vernon and.

Lindzey in 1951. Thelr value system incorporated six typés: the,'.

~ Theoretical, Economic, Aesthetic, Social, Political, and Religious.

Each of these general values is operatlonally defined as a 'score
recelved as measured by Allport, Vernon, and Lindzey's Study of Values.
The values are conceptually defined (Allport, Vernon.and Lindzey, 1960)
ast | o | |

Economic (Econ)a The economic man is the practical 1n@ividual interested

‘ 1nufree¥ng himself from his immgdiate wants thiough production, marketing,

and consumption of goods. He prefers utility to all values and is frugal
with time and space as well as money, l
Aesthetic (Aesth): The aésthetic man is concerned with,forﬁ and harmony

in every act and deed. He uses grace, symmetry, or fitness to test all

b}

and belleves that beauty isvthe ultimate truth; Thevaesthetié‘man is not

necessarily the creative artist but he must be concerned with the artistic
aspects of all of life.

Pplitica.l (Polit): »The pdlitical man is the individual interested in hav-

" ing material or manipulative power over 6thers‘to direct and influence then

|
!

accprding to his own wishes., He is motivated in every aspect 6f lifé by
his desire to dominate and his love of power. “
§L_____(Soc)s The social man is primar;ly motivated by his love of people.
He is kind, sympatﬁetic, and unselfish; and for him love-~an altruistic
a?i philanthiopie love toward otﬁers is his highest value.

Thabggtic (Theo)ai Tﬁe,theoretic ﬁah aims at objectivity and seeks to
understahd, tororder. and to systematize knowiedge. He pursues truth for ‘

its own sake and, since‘heAis essentially an intellectual, has one

5 r» '?:f:‘iﬂff‘if”f‘j’!‘a’%‘f"’?:’qizwvl f‘?‘{?ffm;g“’&ﬁ?ﬁﬁ-%?’??'::?;’“v\*”"ﬁ""ﬁ’fﬁ\”ﬂ%ﬁv‘f”éﬁﬂ U e



- Jective knowledge.

3
H

consuming‘passioﬁ--the acquisition of a.theorét;cal undexrstanding, of ob-

Religious (Relig): The religious man ;s the mystic kho sees in every ex-

perlence a touch of the divide. He searches unceasingly for the grand

scheme and tries to relate himself to the whole as he sees it. He is

.« [

permanently ‘devoted to the creation of the highest ‘and absolutely satis-

, fying value experience.

Clothing Values have reference 1b the wishes, desires, interests, nmotives,

- Or goals vwhich an individual considers worthwhile and thus are majox deter-

hinaﬂts of attitudes angd. béhavior in relation to cléthing cholces and
usage. The clothing values used in.this?study are conceptually defined

(Lapttzky, 1961)(Kernaieguen;’l9?l) and operationally defined below:

" LAPIZZKY'S CLOTHING VALUES. KERNALFGUEN'S CLOTHING VALUES

Ecogomic: the desire for comfort Economics seeking maximization of re-
and the conservation of time, en- sources through clothing. Operation-
ergy, and money in relation to . ally defined as Sandy in Kernaleguen's
clothing usage and of selection. Clothing Value Inventory. (Appendix E)
Aestheticx the desire for, appre- 'Aesthetic: seeking ‘beauty in clothingz.
clation of, or concern with beauty Operationally defined 'as Ann in -

in clothing. ‘ ‘ Kernaleguen's Clothing Value Inventory.

Politicals the desire for obtain- Social Leaderships seeking recognition
ing prestige, distinction, leader- from others through clothing. Opera~
ship, or influence. ‘through cloth-  tionally defined as Candy in Kernaleguen's
1ng usage. Clothing Value Inventory. :

Social It <the expression of regard Social Acceptances seeking membership -
for fellow beings through clothing with others throuzh clothing. Opera-
behavior. The individual to whom tionally deflned as Sue in Kernaleguen 5
this value would bs of greatest Clothing Value Inventoryo

concexrn would not wear clothes .~

which were more expensivr a7 b g '

able than those worn by | Self Expressions ommunicating indivi-
Further. clothing would . " ~1ity through czgthing. Operation-
with others even though i+ by defined as Nancy in Kernaleguen 8
returned soiled or som- “ing Value Inventory.

damaged.
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socidal IIs the desire for obtain- Physical Comforts seeking wellébeing‘
ing social approval through cloth- of the body through clothing, “Qpera~-
ing usage with conformity playing tionally defined as Debby in Kernaleguen's

a prominént role, Clothing Value Inventory,
Lapitzky's Clothing Values are Psychological Comfort:s seeking well=-
operationally defined as the ' being mind through clothing. Opera-
score recelved for each of the tionally defined as Pam in Kernaleguen®s
above values as measured by - _ Clothing Value Inventory,

 Lapitzky's Clothing Value O : . :

Measuxe.s (Appendix D)

Bahavidral Aspectss The behavioral aspects of consumers which are under con-
‘sideration in the Consumer Information Questionnaire (Appendix C) are con=
ceptually and Qperéiionally defined below,

Location of Purchases: The location of purchases includes the locaiity

(urban, suburban, exurban, rural) and type of retail store in which con- -
sumers do most of their clothes shopping,
OPERATIONAL DEFINITION: Answers to question numbers 1 and 2 on Consumer

Information Questionnaire.

Motivational Aspe?tsz “Stimulus which induces consuners to buy oxr which
mﬁs£ be circumvented lest they refuse to'buy. '(Mediavappeal, influénée

of significant other, épecificity of pﬁrchasing plans.) |
OPERATIONAL DEFINITIONsv Answers t6 quesfion numbers 10.‘11; 12, 20; 21,
23 on Consumer Information Questionhaireo

§p§nding Level{ Percentage of income allotted for clothing and the amount
of mdnéy the consumer will -spend oﬁ specific ciithing items (maﬁmump
minimum and post recent purchase.)

OPERATIONAL DEFINITIONs Answers to question numbers 17, 18, l§\on

VConsumer Information Questionnaire.

Purchasihg Practises: Patterns of shopping behavior (time of day, day of

week, frequency) and method of payment.
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OPERATIONAL DEFINITI

+  Answers to queétion numbexrs 6, 7, 8, 9, 24 on
Consumer Information uestiénnaire.

Consumer Satisfactifns The feeling state of an 1ndiv1dual with regard .
to a specific purchase and shopping in general.

: OPERATIONAL\DEFINITION: Answers to question numbers 12, 13, 14, 25 on
‘Consumer Information Questionnaire.

Congumer Concerns: Important factors in the acquisition of wearing

apparél. ‘ 7 .
‘OPERATIONAL DEFINITION: Answers to question number 15 on Consuner
Information Questionnaire.

Hypotheses v

t Hlas A signifibant positive correiation exists'between the general
valie system as measured by Allport, Vernon, Lindzey's Study of Values
(1960) and the élothing value éystem as measured by Lapitzky's Modified
Clothing Value Test (Appendix D).

L‘api:‘t/zky (1961) similarily hypothesized a correlation between
general values and parallel clothing véluas. This correlation was signinb
ficant only in terms of Aesthetic and Political Values, but not signifi-
cant in terms of other parallel values, Both Scales of Values (general
and clothing) are only meant to measure relative strength of the values,
therefore can validly be used only as ordinal scales, This study there-
fore, hypothesizes a relationship, not between parallel values in each
scale, but instead between the two ordinél scales, ‘

Hlbs A significant positive éo:relation exlsts between the general |
value sysfem as measured by Allport, Verncn, Lindzey's Study of Values
(1960) and the clothing value system as measured by Kernaleguen's

‘ 7
/
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Clothing Value Scale (Appendix E).

Hypothesis 1b is a valld hypothesis due to its similarity to Hypo- -
thesis la. The only difference 1s in the instrument used to measure the
clothing value. . |

H2as A'correlation exists between the degree of association eetweeu
general. and clothing value.systems and }ocatien'of purchases of consumers
as measured by the Consumer Information Questionnaire (Appendix C), |
'questions 1, 2 and 3.

H2bs A correlation exists between the degree of association between
,general and clothing value systems and motivational aspects of consumers
~as measured by the Consumer Information Questionnaire (Appendix c),
“questions 10, ll, 20. 21 and 22.

gggi A correlation exists between the degree of assoclation between
general and clothing value systens ahd'spending level,o£ consuﬁers as ‘
measured by the Consumer Information Questionnaire (Appendix C)y questions

16, 17, 18 and 19. | |
\\*w* Hads A correlation exists between the_degree'of association between
generai and clothing value systems and purehasing’practises'of consumers
as measured by the Consumer Information Questionnaire (Appendix c),
questions 50 64 70 84 9, 23 and 24 | | |

H2et A cor;elatioe exists between the degree of association between
general and clothing value systems and consumer satisfaction as measured
by the Consumer Information Quastionnaire (Appendix c), questions 12, 13,
14 and 25.

H2fs A correlationvexists between the degree of association between
gehefal aﬁd clothing value eystems,and conSumei concerns as measured by

the Consumer Information Questionnaire (Appendix C), quéstion 15,
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According to Combs and Snygg (1959), values are most likely to in-
fluence behavior if they are clearly perceiVed. If the general and
specific values are similar, thequould logically be easier to perceive
and moxre likely to influence behavior. Hence, it may be hypotheslzed
that the higher the degree of essociation between the general and speci-
fic values, the greater the influence on behavior. This stﬁdy-limits
the specific values to clothing‘values and the behavior to consumexr be-
havior when buying clothing. The hypothesas_Za to 2f are adaﬁted
accoxdingly. . | | » | |
Descriptive Analysis

An exploratory analysls was conducted in reference to background

&

characteristics and behavioral aspects of consumers. The background
characteristics under.consideration are, as measured by the Background
Information Sheet (Appendix B): sex, merital_status,,ege, number of
children, ages of’children. spouse's occupation, locatioﬁ ofcresidence,‘
1ocation of Hork level of teaching number of ‘Yyears teaching experience,
‘and number of Years university completed. The,behavioral aspects of \!;
consumers under consideration are, as measured by the Consumer Informaiioc\v
chstionnaire (Appendix C)s location of purchases, motivational aspects._ﬁr
spending level ‘purchasing practices, consumer satisfaction, and consumer
concerns. The consumer’s highest and lowest general and clothinguvalues

vere also used in the descriptive analysis. R

|
\Qescrigtion of Instruments
A;lport Vernon and Lin@gex ) Stugx of Vgguea (1960). |The Study of

Values consists of a number of questions baeed upon a variety of familiar

situations to which two alternapive answers in Part I and four alternative
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answers in Part II are prOQlded. In all there are 120 answers, 20 of
~which refer to each of six values. Tha:supject records his preferences
numerically by the aside of each alternative answer. The scores on each
page are then added and the totals transcribed onto the score sheet.

~ The page totals'belonging to each of the six Yaluegvare then summed.

The total scores for the six columns must be corrected by ﬁaking slight

additions or substractions as indicated on the séore sheet. The coxrrec
tion is made in order to'eéualize the popularity of the six valﬁes.

Unlike many tests of personaliﬁy, this scale aimé to ﬁeasure more
than a single variable. It does not, however, measure the absolute
strength of each of the six values, but only their relativa strength.

Reliability studies have been obtained for Internal Consistency by
two methodss (1) Split-half Reliability (the mean reliability coeffi-
cient, using a "Z" transformafion,'is .96); (11) Item Analysis (through
succeSsivé revisions, the fiﬁal item analysis shows a positive correla-~
tion for each item., With the total score for its value signif1Cant at
the .01 level of confidence). Repeat reliability has been deternined for
this méasure with two populations, one after an interval of one month, |
the othexr aftér an interval of two months. The mean repeat'reliability.#
coefficient. usingvthe “2" transformation; was 89 for the one month study

and .88 for the two month interval.

The most direct evidence of the validity of the scale came from ex-
amining the scores of groups whose characteristics are known. Norms 0h~\
talned from various groups indicate the high and low scores correspond |
well with prior expeétation. The old form of the test had extensive ex-
ternal‘Validations and numeroﬁﬁ studies are considered “$pdirect
"validationé“m | 0
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‘Lapitsky's Clothing Value Measure (Appendix D) consists of two parts.

- Part I comprises 30 questions concerning cloﬁhing.' Two alternatives are
given to the respondent with a three point Heighting to be divided be-
tﬁeenjthe two statements. There are 10 possib%ﬁ{éomparisons using the
five valués.» Part iI is composed of nine situatians involving clothing
preferences. For each sitﬁation,vfive possible anéwars are given., The
respondent régﬁ—orders the answers to indicate his preference.

| The Allport-Vernon-Lindzey Study of:VQlues (Allport, 1960) guided
the deveiopment of this measure. Glothing factors vere classified undex
the Allport-Vernon-Lindzey definitions of‘"aesthetic", “economic",
“political® and “social I“.'Since'the{? social value did not include the
desire for social approval and conformity in‘regards to clothing, a
"Social II"'category was added., '

Scorihgs. Part I - For each comparison,>the subject distributes 3

.points betueen'the 2 alternatives in any of the following cOmbihationsz
3-0; 2-13 1-2; O-3. There are 10 statements for each valﬁe in the measure,
giving a possible range of 0 to 30 for each value. Part II ~ Fifteen
‘points are distributed among the five alternatives for each of the 9
items. The,éfatemeéf most‘preferred is given a écore of 5, the second
most preferred 1is scoiéd 4, etec. Possible range of scores for a value is
9 to 45, A éubjeét‘s'scére for each value is the sum of the scores for

~that value from Part I and II.

LS
—~—

Reliébility and Valid¥ty: An absolute measure of ‘the five values was
prefeéted on 20 women, but was dropped becauSejthe»resnlts did not différ—
_ entiate individuals satisfactorily. Therefore, the instrument was changed

to measure the relative strength of the values. An item analysis was



computed of the *esponses of 28 women, using the Phi coe’f ficient to deter-

pine the inﬁcrnal consistency of boﬁh varts of the cloth.ng values' neasure.

- ey o Py
Faule “\)u:u.&_vg, scme

guest.ons ir both parts vwere oliminatec or rovised.

Kernaleguen's Clothine Value Scale (Appendix E) is a forced choice

test cOmpiised of seven stories., Each story is a paragraph describing an
individual with one of the seven value drientations; The stories are
identified by the name of the woman who is described;in the paragraph
V(Appendix‘E)f All SLD ects uezxe asked to renik ithe s%ories in order from
rzost like %henmselves to least like ’chexmselves° A reliability of tau = 073
was established in a test-retest situation with a college age female popue
lation. 4 validity of tau = a57lzesu1ted‘w@en the individuals were asked
to ligt thelr values, aﬁd'@hié xanking was correlated uit the_results
‘for the Clothing Vulue Scala (Theberge and Witter, 1975).

L~

Backeround Information Sheet (Appenaﬁx 3) Wag deviscd to obtain the

fol‘o"lng b@;?grmuqd information on each subject: age, mex, rariial

gtatus, number and ages of childreﬂg'spouse°5 cccupation, location of

rosidence and work, level of teaching end number of ryears teaching exper

SpEl

ises, consumer gabisfaction and cocnsuner COUCETIL .

:d Lo oa board of judges, instructors and graduste

Lentiles Gy LOX

D face valldity. Consegquently there vas o nunber of

i wording and questlon structuxe. The vevision vas sgaln

rag the concensus (Appandiz ).

whe board
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Sampling Procedure"

. A stratified, clustered, random sample consisting of 252 teachers in

Edmonton and surrounding disiriéts.was‘used in thic study. The semplie
was'stratifigg by location\of:worg:ﬁith S&Lteachers in each of the 3
‘sfratificatibhs;ﬁ Qitﬁin each stratification, the sample was clustered
according to School BdaidvTeapher populéiioﬁ (Table 1),
- TABLE 1
. Size and Stratificationfof Sample

kEdmonton Separate School Board |Sherwood Park

URBAN & SUBURBAN | Exumsay RURAL
Edmontun Public School Board Ste. Albert . Strathcona
Population 5 7% of 8k Population |52/ of 84|Population 1003 of &4
3850 z 60 114 = Ul 625 = 8l

Population 28/ of 84  (Population [48% of 84 '
1533 2L 105 40 /j,
84 - : 8l : 8z
f“iz

Date Colleetlion

& brief letier of lmixcduction {Appendiix A) ani o wequest 0 completo

the five Instruments and weturn then in ths enclosed, self-zddressad,

4]

gramped emveldp@ waz the mesang of data collectlor. Unforiunately, a mall
strike occurred prior 1o xecelving all datz. It becams necessary wo
adapt 0 en alternative method of collecticn. 4 letter was written and
sent via thelr School Board couziar.saxvlc@ to egzch of the subjecis for‘

whon there had been n¢ response suggesting an alternate returning method,



/also via their School Board courier service (Appendix F). Two wecks
later a telephone call was made to all non-respondents. The calculation
of 2 “est for the difference between original sample and wespondsnts
-showed the necessity for moxe respondents in particular parte of the
stratification. A number of phone calls and arrangenments to pick np the
data increased returns to equal the proportionezof‘the original sample.

‘\Analysis of Data

The%data were analysed using descriptive and statistlcal tec%niqueso

The descriptive analysis involved frequency distribution and p%h?
Hcentage distribution for all variablese.

The statistical analysis included a test of proportions, an analysls
of Hypothesis 1 (a, b) and 2 (a to £) and an analysis of the background
characteristics and the behavioral aspects of consumers.

Hypothesis 1 was statistically analyzed using the Canonical Correla-
tion Analysiso Canonical Correlation Analysis takes as ‘its basic 1npu%
two sets of variables, the General Value Systenm (Allport, Vermon and
Lindzey, 1960) and the dlothingFValue Systen (Lapitzk§ 1961) using Secial’.
" I as the fourth value, each of which'can be given thecretical meaning as
a sot. The baslc etretegy of Canonical éorrelatioﬁ Analysls is to derive
¢ linear combination from each of the sets of variables in such a way
that theAcorxelation‘between the two linear combinztions is maximizec.
Many such pairs of linear combinations may be derived. These Canonical
variants are essentially equivalent to the principle components produced
byuprinciple component analysis with the exception that the criterion fox
thelir selectlionl/has altered, Whereas both téchniques produce iinear

combinations of the original variables, Canonical Analysis does s0, nol

—
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with the object of accounting for as much variance as possible within
~one set of variables but, with the .aim of accounting for a maximum

ancunt of the relationship beiween two seis 6f variables. The amount of
correlation between each corresponding pair of Canonical variants is the
Canonical correlation between them. Its square which is equivalent to
the Eigenvalue representé.the anmount of variance in one Canonical Variant
that is accounted for by the other Canonical Variant and vise versa.
Hypothesis la'and 1b were tested and the followin§§§alculations vere

donet Eigenvalue, Canonical Correlation, Wilk S. L;mda, Chi Square énd

<

%Probability Level. N

The statistical analysis of Hypothesis 2 (a to £) involved a number
¢ of stétistical me#sures according to the‘levei of measurement of each
variable., An analysis of variance vas used with nominal variables and a
Pearson Product-Moment Correlation Coefficient was used for interval
variables. For both the Analysis of Vaniahce and the Pearson Correlation

Coeffic the degree of correlation between the general value system

and clothihg value syé%em (Lapitzky 1961) was used at the interval level.
Hith ordinal variables, a Spearman Kendal R@nknorder correlation was used,
In tﬁis case the degree of correlations between the general and clothing
values were grouped into 6 categories (Tzble 2) from lovigst %o nlgruuo

degree of correlaﬁion and viere used at the ordinal level.



_TABLE 2
Categories of Correlation between

General and Clothing Values

B ‘1. Negative  .7000 = 1.2999 |
2, "o +3000 : ;6959 and 1.3000 - 1,6999
3 " L0000 - .2999 amd 1.7000 - 2.000
4. Positive L0000 = 2.999 and. 1.7000 = 2,000
5 "o 23000 = 6999 and 1.3000 - 1.6999
6. 7000 = 1.2999

One final objective of this study included a descriptive analysis
of the beha#ioral.quects of consumers which were measured'by the
Consumer Information Questionnaire (Appendix C) and background character-
isties of éonsumers as measured by the Background Information Sheet
(Appendix B) andvthe highest and loﬁest general and clothing values of
the consumers; Aftex examining the distribution of eagh—of the variables,
sets of ;elationships were investigated through contingency table analysis
. and cross tabulation. The significance level of P .05 was used through-

out this study and is marked with an asterik (%),



CHAPTER IV
FTﬁDIﬁGS
Descriptive and statistical aﬁalysis«of the data will be presented
in this ¢haptere Descriptioﬁ of Sample, ‘Test of Proportions, Hypothesis 1,
Hypothesis 2, Statistical Analysls of Behaviocal Aspects of Consghers
will be used for sub head;ngs in this chapter.

Description of Sample

Consumers selected for this study are teachers working in Edmonton
and surrounding districts. Background information of sex, marital status,
nunber and ages of children, spouse’s occupation, place of residenée,
place of work, level of experience and training of teacher, is tabulated
in Table 3. Fifty-seven decimal six percent of the sample was female and
L2 4% were male. Eighty-two decipal two percent of the consumers wexe
_ married and l4.4% were single. The age of the consumers in the sample
ranged fiem 20 years old to 65 years olds The mean age vas 36:6. Thirty-
eight decimal onec percent had no children, and 20% of those with children
had\cbildren aged 5 or less, 4Lk had children aged 6-17, and 22 had
childien aged 18 or over. Background information revealed the spouse's
, occupation in 15.3% of the cases was also teaching. and in 14,l55 -the
spouse vas also in a profeseional~and technical occupatienqbther than
teaching. In 16.9%4 of the cases the spouse's occupation was stated as a
housewife, Fifty-three decimal fouxr percent of the sample reside in
urban or suburban areas, while 41.5% of the sample teach in urban or
suburban areas. Of the teachers in the sample 40.7% teach elementary
school, 19 5% junior high, and 20 8% senior high. Twenty=five pexrcent

of the teachers in the sample have taught 4 years or less and 26% have

37
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iaught betveen 5 and 9 yearst One ferson in the sample has taught for
46 years. The mean number of years taught is 10.6. Al)l teachers in the
sample have completed between 2 and 8 years of university; the highest
percent being 49.2% of the teachers héye comﬁleted L years of universitf.
The mean number of years university completed was 4.6, According to the
‘average number’of'years taught and the average nuqbér of years university
the mean annual salary of the sample is $18,400. |
|  TABLE 3 |

Description of Sample

BACKGROUND :: 'FREQUENCY | %
CHARACTERTSTICS DISTRIBUTION | DISTRIBUTION
- Sex Male 50 | s
| Female- . | - 68 , 57,6
Marital Status |Single | 17 1ok
| Marricd 19 8242
Divorced ' 2 - L7
Widow(ex) 2 1.7
Age , 20-29 A % , | 347
30-39 o 3 26.3
[LI’O‘J"'9 ' 24 ‘ 20@3
50-59 , 16 ~13.6
60-65 , L 34




Table 3. Continued

39

| BACKGROUND FREQUENCY %
CHARACTERISTICS DI STRIBUTION .DISTRIBUTION
No. of Children [O 15 38,1
1 16 13.6
2 21 17.8
3 19 1601
L 12 10.2
5 2 1.7
6. 2 1.7
7 1 08
Ages of Children |5 oxr less 24 20,3
6-17 \ 48 40,7
118 and over 26 22
Spouse ‘s Occu- Managerial 10 2//) 8.5
pation |Profession & Technical
) (other than teaching) 17 4.4
Teacher 18 15.3
Clerical 7 569
Sales , ‘ 5 L2
Service & Recreational 3 : 2.5
Transportatidﬁ &
. |Communication 1 o8
Loggers & Related Work 1. o8
Miners & Related Work 1 8
Craftsmen & Related Work 7 549
Housewife 20 16,9
Location of Residence .
Rural 19 16,1
Urban & Suburban 63 534
- {Exurban 33 28,0
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Table 3. Contlinued
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BACKGROUND ‘ FREQUENCY | %
CHARACTERISTICS DISTRIBUTION DISTRIBUTIUN ’
Location of Work | Rural 22 18,6
{ Urban & Suburban L9 41,5
Exurban by 373
Level of Elementary 43 40,7
Teaching Junior High 23 19.5
Senior High 3 28,8
Elementary & Jxr. High 3 245
Junior & Senior High 7 5.9
Non-résponse 2 1.7
No. Years 0L 30 25.4
Taught 5-9 31 263
10-14 21 17.8
15-19 15 12,7
20-2L 7 5.8
25-29 10 8okt
30 and over L 3.3
No. Years 2 3 265
University 3 \ 5' 4.2
|y 58 49.2
5 28 2307
6 17 b
7 2 1.7
8 L 3okt

Test of Proportions

There was a 46.8% response from the original sample (Table 4).
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TABLE 4
Response
2 —
URBAN & SUBURBAN EXURBAN RURAL
EPSB = 28 St.Albert . = 21 Strathcona = 39
ESSB = 11 Sherwood Paxrk = 19 ’
» o !
39 40 39
118

" A Test of Proportions (Halpole, 1969) was used to determine if the
clusters within each stratification wefe significantly different from
the original random sampel. The "Z" was calculated in each case and the;
results are-éhown‘in Taﬁle 5

. TABLE 5

Testinguthe Difference Between Two Proportions

E.P.S.B. % = 052
E.S.S.B. 7 = 0115
Ste Albert 2 = ,097
Sherwood Park z = -063
Strathcona Z = ¢105r3
g

The calculated “Z" in each case ﬁas outside the critical region (Critical
Region is 2 7'1,96){] It was then coﬁcluded (with.a .025 level of signi-
ficance) that the proportion is the same in each categoxy as the original
sample. h “ | |

Hypothesis 1

A signifiéant positive correlation was found 1o exist'between
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General Values as measured by Allport, Vernon, and Lindzey's Study of
Values and Clothing Value System‘aé measured by Lapitzky's Modified
Ciothing Value Test. (Hypothesis‘#la) |
| No significant correlation was.found to exist between General Values
;nd Kernaleguen's Clothing Value Scale (Hypothesis #lb). Results of
Hypotheses la and lb’appeariin Table 6.
) TABLE 6

Canohical Correlation Between

General and Clothing Values

© Allport, Vernon & Lindzey's General Values with:

CANONICAL WILK S, | PROBABIILITY
EIGEN VALUE | CORRELATION | LAMDA LEVEL

| LAPITZKY (SOC. I)| 183 428 7R3 LOl5%

LAPITZKY (SOC. II)| 151 389 | W737 | 067
KEANALEGUEN S50 | .387 819 .| 423
KERNALEGUEN (SELF)|.  .108 | .39 | .801 | .305

Hypothesis 2

A significant correlation was found to exist betwéen the degres of
assoclation betusen Gederal Values and Cldthing Values (using Lapitzky's
Clothing Value Scale}vhitp.the time spend travelling between home aﬁd a
clothing store (Hypotheslis 2a) and with the spending level (Hypothesis 2¢c)
for aix ciothing items. Results using thé Pearson Correlation Coefficient

appeaxr in Table 7.
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-TABLE 7
Correlation Coefficient Between General
and Clothing Values with Interval Variables
(Pearson Correlation Coefficient)

vl
YPOTHESIS | VARIABLE | - DORRELATION |SIGNIFICANCE|
H # DESCRIPTION . | COBFFICIENT |LEVEL
2a . 021 Time Travelling between Work/Home <0257 0.3R
2a 022 Time Travelling between Work/Store| .0111 0455
2a 023 Time Travelling between Home/Storel .1721 - 0.037 *
28 024 No. Times a month, Work/Home | =-.09%9 10,162
2a 025 No. Times a month, Work/Store W07 | 04265
2a |026 No. Times a month, Home/Store -.1281 0.091
2c 1060 Max. Price Sult or Party Dress .1398 0.089
2¢c 061 Max. Price Sports Coat or - - .
Summer Coat . .| .2287 | 0.015 %
2¢c - 062 Max. Price Dress Pants or Skirt <0240 0.410
2¢c 063 Max. Price Casual Pants/Slacks 2402 ' 0.010 =
2¢ loss Max. Price of Shirt or Blouse 1877 04031 *
2¢ 065 Max. Price of Sweater 1171 0.133
2c U6  Max, Price of Winter Jacket -.0040 0.485
2c 067 Max. Price of Winter Coat . 1139 C0.14b
2¢ 1068 Hax. Price of Underwear L0705 | 0.2u4
2¢  [069 Min, Price of Suit or Party Dress | .2364 0,019 *
2¢c 070 Min. Price of Sports Coat or
' Summer Coat ) «1959 0.048 *
2c ' [071 Min. Price of Dress Pants/Skirt | =.0364 |  0.374
2c  [072 Min. Price of Casual Pants/Slacks | .1555 0,086
2¢ 073. Min, Price of Shirt or Blouse 0799 | 0.23%
2c  [o74 Min. Price of Sweater . | =.0106 0,463
2¢c 075 Min. Price of Winter Jacket 1278 0,144
2c  |076 Min. Price of Wimter Coat 0523 | 0.328
2¢ 077 Hin. Price of Underwear - | woom | o
2c - 1078 - Price of Last Suit or Party Dress ' )
~ Purchased : 1757 0.042 *
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Table 7.) Continued

HYPOTHESIS |  VARIABLE o CORRELATION | SIGNIFICANGE
H # DESCRIPTION _ ‘ COEFFICIuUNT | LEVEL
2¢ 079 Price of Last Sport Coat ox , :
Sunmmer Coat Purchased . <1397 0,098
2¢ ' 080 Price of Last Dress Pants ox’ :
‘ Skirt Purchased " 20207 0.424

. Hypothesis (2f) was confirmed for two Consumer Concerns. A signi- -

ficant correlation was found to exist between the degree of assoclation

Dbetween General Values and Clothing Values (uaing Lapitzky's Clothing

Value Scale) and two Coﬁsumer Concernss care labelling and quality of |

fabric. Results using the Spearman Correlation Coefficient appear in
) : e

Table 8,
TABLE, 8
Correlation Coeﬁfieient Bétween General
and Clothing Values (used at Ordinal Level)
v with Ordinal Level Variables :
(Spearman Correlation Coefficient) »
- HYPOTHESLS |VARI-| DESCRIPTION. . | hssocraTION [LEVEL OF
: ABLE , . - : ’ SIGNIFICANCE
2b | 034 |[Spouse's Reaction to Clothing , - _
Purchases - , o - 0684 2U8
2b ~ 1055 |Frequency unable to go to a o o '
v - |clothing sale S ' «1073 0129
2¢ 051 |% of income budgeted for clotning<-.1175" .358
"2d 1030 Frequency of clothes shopping =.0515 0290
24 1031 Perception of the Frequency of - L o -
Clothes Shopping : =21099 1. 131
Lo . 1035 |Feelings about ClbtheslPuichases 0132 s
2e 059 [Feelings about Clothes Shopping | .0120 | 451




Table 8. Continued
HYPOTHESIS |VARI- DESCRIPTION ASSOCIATION| LEVEL O
o ABLK SIGNIFICANCY,
2f 039 |Rank of Care Labelling as a '
' ' Consumer Concern 24732 007 *
2f 040 |Rank of Slizing as a Consuner
Concern ' ~e 327 .093
2f 041 |Rank of Construction as a
‘ Consumer Concern . 0852 +195
2f 042 |Rank of Advertising as a
Consumexr Concern «1290 0163
2f 043 |Rank of Quality of Fabric as
- |a Consumer Concern 01956 L020 *
2f 04t Rank of Flammability as a
' - Yaonsunexr Concern .}22& <137
2f 045  |Rahk of Cost as a Consunmer :
Concern . <1266 098
2f 046 |Rank of Fit as a Consumer
. Concern o -.0082 Ny
2f 047 |Rank of Style as a Consumer
Concexrn -, 0007 “ 1497
- 2f o48 |rank of - Appropriateness as a | ‘ ' .
~ |Consumer Concexn _ o Olldy | 3
2f {049  |Additional Consumer Concerns;’ . «5556 17,165

An anaiysis ofvvaxiance revealed no sggnificant correlation between

the degree of assoclation between General Values and Clothing Vaiuesvand

the behavioral aspects a to e (nominal level). The results are shown in

Table o

d



TABLE 9
Relationship Between General Value Systen

and Clothing Value System with Specific

N

- < . . T s ~ vy . 3
g y -~ e R R S R I AT PR P ST
Beheviorzl Japects {lhrzalyslis oF Vorianc

KYFG- BEHAVIORAL ~ ‘ O MEAN : SI
THESIS LSPECTS SQUARED i L

2 Reteil Store where most clothes -
are purchased E 1 4.650 1,622 0,148

Locelity who ~~~". clothes are . :
| purchases R | 1..685 0.557 0. 765"

Yno sho .o 0 s ~honed - | 2,653 0.892 0.489
Who o : aned | 3,167 0.654 0,603
°b  Uny . sales| 3.805 | 1,307 | 0.257
2¢ Do to. b -1 gel 0.746 | 0,252 0,617
2c % of . . othing| 0.572 | 0.229 0.873
“c Letion . G we b ;udgef | 5.564 2,288 . 0,069
26 - |Means of = : 6.937 | 2,410 | 0,071

20 Doy of e e OPPLNE 247575 0.840 O.542
5

he
)

1Y

3]
o

24 Time of sehing - hopping 2071 0,911 0o

petel e oan iden when
r LT 1,0 -
£ BROPPLIL 1.489 0,460
5 “ . e Y e P
1 Ol DUICHhLRsEL 1,093 P00 5.237
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5 ey oo T prraen bl g
fonal o 4l (locetdon of
. spending leovol, wuuehorine S e




Wy

velues, Sets of relationships were determined “hrough contingency table
analysis and cross tabulations. The sets of relationships involving:
location of surchase appesr in Table 14 (Appendix G)s; motivationa as~
pects appear in Tazble 15 (Appendix G)g spending level appaar‘in Table 16
\Appéndix G):; purchasing practiccs appear in Table 17 (Appendix G); con-
sumeé,satisfaction'appear in Table 18 (Appendix G); and consumex Con=
cerns appear ln Table 19 (Appandix~@)a Each set of relationships which

wez found to be significent haos been presented in conjuncilon with the

“appropriate necsuxe of asscciation in Table 20
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CHAPTER V

DISCUSSION AND INTERPRETATION OF RESULL'S

Descrintion of Sanple

The greaiest proporﬁion of the sample was married with both hus band
and wife working and with no children. The sample therefore, is above
average in term§ of money available to spenﬁ in the'marketplace. In gen-
_eral, the sample 1s relatively young and well educated. |

vaothesis 1

The null form of hypothesis la was rejected, ﬁherefore a signixicant
~ posltive correlation wag found to exist betueen General Values and
Lapitzky‘s Clothing Values but it was only a moderate correlationo The
'correlation between General Values and Kernaleguen's Clothxnb Values was
not significant. Fho d.fferent results could pgrtially be attributel to.
%he fact that Lapitzky's mgasure was based on ihu Allpo:r:t9 Vernon, &
Lindzey‘s Scale of Values but Kexrnaleguen's Sc@le was not. Anothexr pose
sible peason for lack of significance betveen General and Clothing

Yalués using Kernaleguen's msasure mey be theise of all femalo names in
2, neasgurs balﬁg adninlstered o a nixed pbpmlationo

Hypothesis 2

The, null forn of hypothesis 1b uas Tejected, therciore a pigpificant
vositive correlation uas found o exist between the dogree of asaociation
batween GePu?”l Values and Clothing Values znd sponcing lovel, The highe
or the correletion between General and Clothing Values, the highex vas
the maximun price'spen% for o sports coat Or a BUMNSY coat, casual poats
oy &l&éka znd a shirt or blouse. The higher the corxelatlon borHesn

General and Clothing Values, the higher the minimun price one would spend

£9
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for a suit oxr éarty dress, a sports‘coai or summer coat and aiso the
higher was the‘priée of the last suit or party dress purchasedo The
above correlations were only slight, ranging from»ol?é t0 240,

4 high degree 6f recall by the subjects was necessary ¢ provide whe

informatlon with regards to spending level. Significant results with re-

_gard to-the major purchases but not with regard to the minor purchases

could possibly be attributed to the'subject°8 ability to recall, i.e.

ma jor purchases would be more‘readily recalled. There were many items
involved in the price recall; This may have led to carelessness on be-
half of the subject. fhe validity of this information.mayipe quﬁtioned
due to an‘inflation factox particularly in the seﬁtion concerned with the
price of the last specific garment purchases, An amount spent this year
could mean something very different than an equal amount spent fenvcr

five or even one yeaxr ago. The above results indicate the importance of

spending level as a behavioral aspect which should be considered vhen

developing an understanding of consumer behévior and value orientation.
The null form of hypothesis 2f was rejected. A sighificant correla-

thon was found to exist between the dezree of association between General

and'Clothing Values @4 two codsumer'concérnsz care labelling and the

quality of fabric. The highsr the correlation between General and Cloth-

ing Velues, the higher concern for care labelling and quality of fabric,
According to the Cognitive Dissonaﬁéé’fheoxy9 an individual nay
avold ox discount stimuli which cause tension or diseguilibrivn. Perhaps
extra information such as care labelling and fabric quality causes ten-
zion dr_disequilibrium for the consumers with low correlation betﬁeen

generz) and clotiilng values. The consumer with high corzelation betveen
' 2
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genexal and clothing values however, may not feel tension as the result
'of such information therefore could allow the stimuli to penetrate‘and

still maintain an equilibrium.

Analysis of Behavioral Aspects of Consumerav
. Location There was a very slight posiiive significant coxrrelation

betweeg~the localities in which a person shopé for clothes and livgso
Ease of mobility, pﬁblic transpoptation and the ownership of vehicles are

faétors which enable consumers to shop beyond the;r immediate locality.
The consumers in this siudy work in schools which'usually are not in the
sane locallty as those in which they reside. This coﬁld be another rea-
son' for th§ low correlation between the localities in which a person
shops and lives.

Motivational Aspects The presence of another person when one is

shopping for clothes can influence consumer'behavioro Approximately half
of thé consume¥s in this sample shop with someoneAelse uﬁen clothgs shopwl
ping. This other person is ﬁsue?iy a spouse and ocdaaionally a fenale
friend or children, Twice zs many females.shop alone as males and ap=

- proximately twicé as many males shop with their spousesicompared to
Fepnles. Pemales more frequently shop with a female friend, nmother,

sister, or children (Table 11),



TABLE 11
Presence of Another Person When Clothes Shopping
in Terms of Sex ' o
SEX
MALE . FEMALE ’ TOTAL
o Frequency | Percent | Frequency | Percent | Row Row
Whom They "Distribu- | Distri- | Distribu- | Distri~ | Total Pexcent’
Shop With tion bution tion N bution .
Alone 21 17,9 b2 - 35.9 63 53,8
Spouse 26 22.2 12 10.3 .| 38 2.5
Female Friend | 2 147 5 b3 7 640
Mother 0 0.0 1 0.9 1 0.9
© Sister 0 0.0 1 0.9 1 0.9
Children 1 069 6 591 ? ' 600
TOTAL 50 w27 | 67 57.3 |117 00,0

Using Chi Square, the Significance Level = 005,

This is in agreement with Davis and Rigaux’s findings (1974) that
moét male'cléthing purchasing decisions were predominantly female 6r
joint decisions, while female clothing purchases wereApredominantly
female.

The second mentioned person yitb vhom the subject shops foi clothes
vas either the spouse, sister or children. In’éQ%-of the cases the
second mentioned was the children and in all these cases their lowest
Clothing Value (Kernaleguen 1971) was social leaderéhipo' o |
| Most of the consumers (41.5%) reported windou shbpping as the
greatest influence on thoir purchases and 80% of these consumers had
sociél leadership as théix lowest clothing value (Kernaleguen 1971).

Yindou shovping was moat influential with rural and cxurban and urban
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residents while newspaﬁér and magazine_adVertisements fq}iowed. The
television ad\fertisements Wwere reported to have the least influence oh‘
clothing purchases.

Hhen the consum@x“ in the sar Aplo heard oxr read of a blOthn@ sale
and circunstances are such that they are able to go, 5Q7 of them would
make a point of golng and seeing what there is, 25% would go only if
‘there was a need and‘it washconVeniéntvto 80, and 22% would ignore'the
sale, According to their hizghest clothing value on the Kerhaleguen
Scale, the largest group of consumers, that is 40% of the consumers, who
would ignore the sale had economic as their highest Clothing Value, 'For
- the cbnsumers who would make é point of going to the sale rather than

dgnore it, the high clothing velue was FPsychological Comfort and ﬁhe
‘next.was'ﬁdcia; Acceptance (Tablé 12), Possibly; wgen the economic con-
sumer avolds the sale it ié their yay of saving money. The éonouﬁor who
values the psychological comfort of clothing or. the‘oocial acceptan”e
aspect of clotniag is, howeverp influenced by ﬁhe advertisement and goes
where the crowds are, Perhaps they axe in search of quick and immediate

satisfaction. 4 : ' T



TABLE 12 .
- Reaction To A Sale in Terms
of High Clothing Value
(Kernaleguen, 1971)

"Reaction When Heaxr of a Séle
Ignere Make a Point of Golng Total
High | Frequency | Percent |Frequency Percent |. ) 3
Clothing ’ Distribu- | Distri~ |Distribu- Distxi-~ |Rowu Percent
Value tion bution |tion \ “bution Total | Total
Econonic ‘ 9 12.0 13 :L?q 3 2% 1 pd 94; 3
Aesthetic 2 2.7 % 18,7 16 | 214
Social o , _ .
Leadership 1 : 1.3 "0 0.0 1 13
Social : . : . ‘
Acceptance 5 6.7 8 10,7 13 17.3
Self » "
: Expression 0 7 0.0 1 1.3 1 1.3
Fhysical ' :
Comfort o L 5.3 S 5:3 8 10,7
Peychological S '
Confort 2 2.7 2z 16.0 12 18,67
TOTAL 23 30.7 52 69,3 | 75 {100.00

Using Chi Square, the Level of Significance = o035.
Yhen consumers vere asked why they miss clothing sales, 45% reported
nissing then bscause they were t00 busy to go and 12% were just not ir-
/

texested., llost of the consumsrs who were %00 busy ©o go 40 o sale had

thoir highest clothing valuc as aesthetic.

Purchasing Practises The usual meang of %xénsportation for clothes
shopping is the car in 96.6% of the cases, In famiii@s vhere both hus-
band‘and.wife are teacherszitvwas found that usually the car would be the
means of transportation vhile 5;6% will take the bus and 506% would wzlk

to the store. The day preferred for chopplng by 53.7% of the teachors

l
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in the sample was Saxurday and 28% preferred Thurédayso There was only
a slight‘coireiation with the level of teacping'gnd the day preferrea to
shop. Elerentary teachers had a slightly highef preference for Saturday
than Junior and Senior High teachers.

Forty percent of the consumers in this study chose cash as the pref-
.erential ferm of purchasing clothing. 'Contraxy to the "cash-less"
society concept caéh was the mdst frgquently prefexrred Mchéd. Cheques
'are used by 24% and Chargé Accounts by 22% of tﬁe consuners to purchase
clothing. These results are supported by findings of Schleede (1974) in
yhiéh‘it was found that 494 of the women in the study never use gredit
foxr personzl clothing‘purchasés, In this study, thsre was a‘signifiéant
correlation between‘method of puxchasing clothes and thé consurers low
cloﬁhing value on the Kernaieguen Scale. Vhen the low Clothing Vélup wa.s
- social leadexship, cash was the usual method of purchasing clothesel Yhen
self expression was the low clotbing value,bchequo was ths usuél rethod

of purchasing clothes (Table 13),
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Consumer Concerns Consumexr concerns such as sizing, constructién,
advertlsing, quality of fabric aqd cost weré significantly but only
slightly gorrelated with leQel of teachingal Quality of fabric(and cest |
Here usually rated as the highest concexns. Quality ¢f Jabric tendedﬁﬁo
be more important o elementary tes:.ers and cost was a greater cbncé¥n
to Junior and Senior High teachers. PYerhaps elementary teachers are more
often confroﬁted with a sftuatién of children®s clothing wearing out,-

_ hence a concexn for the quality fabric; The junior and senlor high

school student tend to discard clothing ltems as soon as the fad or style
. ‘ . s

changes and possibly accounts for a greater concern by junior and senior

high school teachexrs for gost of clothing. Advertising was generally

ranked as a minor consumer concern.



CHAPTER VI

SUMMARY, GENERAL DISCUSSION AND RECOMMENDATIONS

Sommarx

The purpose of this study was to answer two questionz, "Does «
, relaiionship exist between general values and clotbing values?" and
"How does this relationship relate io behavioral aspects of consumexrs?"”
In consideration of past research .(Lapltzky 1961, Creekmore 1963,
Fini~yson 1959,.Dowdeswell 1962) and results of thislstudy, it is con~
cluded that a modefate positive relationship does exist between genér&l
values and cloﬁhing values. The degree of association between gencral,
and clothing values was significantly related to spending level and the
following two consumer conceinst quality of fabric and care labelling.

*  The sample consisted of 118 teacheis in Edmonton and sﬁrroundiné

districts. To each of these consumers, & questionnaire bundle wag
malled includings .Allport,‘Vernon and Lindzey‘’s Study of Valﬁes;
Lapitzky's Modified ClothingvValue Scale;,Kefnaleguen’s’Clothing Yalue
Scale; a Background Information Sheet and a Coiisumer Information
Questionnaire.

General Discussion

The Nicosia (1966) model of oonsuder decisioﬁ~making 1ncorporu,es
the view of consumer behavior as a complex dynamic interplay among prod— .
uct att;ibutes, consumer attributes ang external influencese Such a
complexity of consumer bebavior necessitaied a breakdown into component
partis for thh purpose/of analysis in oxdexr %o identify po- “MHle conirib-
uting aspects. The bebavior under consideration Was clothea purchasing

. by a)ieachef consumer populationg The consunexr aﬁtribute investigated

. N \i
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were the general and clothlng value systems. Thc‘exturnul intluences
which were cons ldered weres Jocatlon, motivation, sponding level, pupre
chasing practises, consumer satisfaction and consumer concerns. Bach
relevant external influence will be discussed sud then the value aystos '
as a general and speclfic helrarchical organmizaticn and the relationshiy
between them will bpﬂreviuwedw

All activities of a consumexr axe subject to environmental influences.
The locaﬁion in which a pér#mn lives influences the location in which he
will shoP for clothing. Since half of the consumers in thls study shop
:for clothes with someone else, it would be interesting lo obiain a0ra e
formation about this other persoqvand to ;nalysé_the exf%wﬁ of his in-
fluence,én,Purchasing behaviox, /&wice\aa’mény men shop for clo%hes wi%h
iheir sponses.aé‘womgn do and woﬁen tend to sﬂﬁn with a female frierd or
, relative, Da.vis and "i?.igaux's ‘(1974) studies support this finding and. jin=
dicate fhat decisieons regarding uixe s and ~b.ldren's clothing were wife

dominant but Qecisions “egarding ‘men 's clotliig. showed variability in

role congensusa It appears that wivaﬂghaVe an imput 1lnto women's clotho_
' ihg deéisioné. Perhaps this is why twica aéwmany‘men as women éhﬁf for
' clothing'with thelr spouses., -Fmtuf® researob, therefore“should uge both
husband and wife in the sample to get a more accurate overall indiéation
of-the'situation, Ferber and Lee (19?4) have indicated that the intor-
Xelat;onshib between members Jf a couple and family. d@cigion-making b°
considered in seeking a better explanation of consumer behav%ore

The most effective promotional devices which influenced the consuwa’

ers in this study were window/displzys and clothes sales0 Why then do

many stores Spend a thousand dollars for a page of advertising in the |
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mined on one hand by the total makeup of the perscn at the nome nu znd on

dther hand, by t ho total situations in which he finds himself. This

iationship is represented as a product of facztors in the individual

2

and factors in the situatione There%ong vhen en analysis of zction is
conducted with consumer cidthes buyiﬁg behavior it is import&nt %o look
not only at the generai ‘value system of the gcasuﬁar but alsc to consider
he values o specific to the situation, in this césc clothing values. Only

then is the xe archo“ enzlysing the situation and the personal factors

ot tho more
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A posit ive correlation was found to exist between the general and

T A N N aws in this study ) N
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“vetheen general and clothing values is an example of one situation where
the general ..ud spe cific values are correla%edo The question lelt to
othér researchers is ”DQ specific values other than clothing values also
correléﬁé with general values?®

It is intevesting to note ih. . the correlation bstueen general i

o . 3 .

élo%hing valués iz only a ncderate correlation. The results indicate
that these co?éumers vary iﬁ the degree of assoclation between genennl
cad clothing velues, According to Combs and Snyegs (1959), dezgrec o
claxrity with which values axse p@rceivedarc values moso likely o in-
fluence behavier if they & clearly perceived. One is intultively lead
%o-beliéve that when th@ general and clothing‘qwluew cre sinilar, they
are caslo aeeive and hence wora likely to influence behavioxr.

It Couhd thét the higher the Acgree of association bLetween gen-

g

]
cral and clothing values, the nore time they would spend travélling fron

O

homs 10 the clothing otoxe, the morc they uwere willing Lo cpe: d on elo

ing, and the nore cong they were about cere-labelling and quslivy
D0 ) ; ) o .

~gf fabrio.
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Slolhing velue systens vwere more willing “wo travel o greater Listonee
- N : ‘
wosnibly because thel weye more surs of vhat they wani and >

sonverse (L9W7) found that conswiems uill travel Durthex for Jashion

gocds suech ag cloth 5 ohan for Tond, drugs. bulk gocds Or sexvico
goodn. Future LCw»““Ch could investlgate this watier fuxther. Do o~

divi dmwl with o " angociatlion boetveen genszral end clothing




63

values aisé ﬁravel further than other consumers for items other thén
fashion gocds? Do these consumers ha?e 2 high degree of assccliation
betveen general and specific values other than clothing values?

The higher the degree of associatior between general values ard
clothing values, the more the cohsumer-was willing to spend on: a
sports coai or summer coat, casual penits oxr slacks, sghixrt or blouse and

, -
a sult or a party dress. Possibly the similar general and clothing
values provided for a confidence in their declisions to purchase these
"items and hgnce a'willingness 10 spend more-on them. Perhaps ihese con-
¢ o3 have more mohey avallable to spend on clothing. Research is
necded to investigate this area and obtaln informatidh uilth regards 1o
aétual income from all soumces and to detexmine uhether the consumers
“wilth a bhigh degfée of assoclation betwecn genexral and clothing values
ars in'fact consunens with mbre money to spend on clothes. Vill these
consupera also ﬁﬁani more-on other items such as food, drugs, cars, eivc.?

Fimdingaﬁof this study alzo indicated that consumczs ulih a high
correlaticn beivecn generél and clothing valueg vere more concerned
about care=labelling and quality of fabrlec, It must bz noted that cone
suzers with this hizh corvelation Lotuecn schersl and clothing'valug?
vore also willing o opend moro on pariiculaz ¢lothing itens, as pre-
viously expledned, l@‘saams logicel that consumexrs vho are oponding
nore on clothing items wonld expoct moxe for thely noney. These onpoctes
tions appear to bg good fabric quality and care=lebelling. ILikeulse

these findings nay indicate that consune ulth o high degrec of associ-
aaion\batmeen»general and clothing velues bave o clecrer perception i

~ for clothes. ~Such consumers then collect

their valucs when shoppls
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informatlon such as care labeliing and quality in suppor€ of their per-
ceptions., Then. there appears to be an impact on thelr behavior. These
‘consuners wWere willing to spend more on clothing° Is this élso true in
_other marneting sltuations, fOf example‘the purchasing of Jowellery9
food, automobiles, musical instruments or other consumer goods? The
previously reviewed findings generally support the thearetical framework
baéed/oh the studies by Klukholn (19;6)9 fiurray (1938), Rogexrs (1952)

and Hokeach (1968) who indicate that values ave rank order entitles which
guide man 8 bohavior in life. But more Qpcc1flcally, the findings sup-
port studies by Combs and Snygg (1959). Values differ greatly in the

degree of clarity with which they are perceived; those values which are

<
vrecise in the individuals are most likely to influence behaviox.

Hecommandatiohs
On the basis of this study, a numbex of: rccomnendaﬁiono for further
regeaxrch were formulated: ’ o
l; 4 reliable instrumznt chould be develspud or existing instrunmentis
" should be modificd to zstablish & measuxe »f mzle clothing values
and male clothing conaugpﬁiom patternso.
Zo liore xesearch Lo neeessexry 10 doiorxun; “uhy” there is oznly o noder-
. ate coryelation betuecn General and Ciotbing Yalues, Perhaps cawo

studiecs and recoxd keeping ox observaticn tochniques vould provids

insight into this arec.

e

E

¢ A longitudinal study evaluating clothlpz values would be helpful in

)

determining if values cre relatively stoble over time.
o leasures of spending level ghould be related to a specliic time ox

at least take into consideration inflation level in oxder to be
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more meaningful and should include information with regards to in-

come from all sourcess

The degr@e‘of correlation between General Values and Clothing Values

1s meaningful and relevant to specific behavioral aspects of con-

sumers. In consideration of the breadti- of such a topic and the

lack of information, research is requirad ia this 2.lelo

The use of the Canonical Correlation is recommended for othe

havior and consumer behavior investigations.

The degrece of correlation betweén the rank order of each g,neral'
value with eégh cléthing value should be investlgate ‘ terns "of
consunexr behavior, Fox exampleiP a consumer who rﬁnks econonic as
second on both the general and clothing value sqgle nay béhave‘quite
differently than the consunex ﬁho ranks economic second on one gcale
and fourth on the othex.

Continuéd exploration is xeéommended for the following aspects of
consurexr behavior in the manner suggested previously in the general

scussion: location, motivation, spending level, purchazing

practises and consumer CONCEIrNse

mils

e

A si

=

study is wecomrended with other occupatlon samples, specif-
ic 2ge samples and a single {non-marwzied) population, Such would
produce a more reliable cross sample of consumers and enable gon-

eralizations 0 & larger populations

A
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ppendix A

Lettei:of Intreductle . - sapleo

Hay 19, 1975

" Dear Coll:cue,

I an o teacher currentl} completing”post gxaduaté worlk towands a
Masters Degree in clcthing and textiles, The enclosed questionnalre 1is
a major part or my thesis and I wouid greatly appreciaﬁe your‘time in
compleﬁing and returaing 1t to me, I'11 be pleosed to mail a summexy

of the results upon your request.

Yours sincexely,

- Janst Foxest
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" APPENDIX C

{onsumer Information Questionnaire

Please answer tne following questionc in the spece after cach question.

3

i

2o .

In

)

c)
d)
o)

c)
d)

R
[y

choppsd at) .

what type of retall store do you purchasc nost your clothing?
s “

bepariment Store, e.g. Hoodwaxds, Doy

Regularx Specialty Shops, e.g. Sally Shop, Ti§ Top Talloxs
Exclusive Speclalty Shops, e.g. Donovan, Ken Highan
Discount Stores, e.g. Yooleco, Zellers, Yoolworths

Tailox or Designer, ¢.Z. Sig Plach

Second Hand Stores, e.g. Next to lew Shop

which 1oaality.do‘yoﬁ G.0 nost of your sﬁopping fox élothi z?

Dountorn

Suburb Shopping Conter, eo.g. leadouwlaxrk, Bonnle Decon
Exurb Shopping Center; 2.g. Shexuood Park, Ste Albort

Rural Toun, o.g. Stony Plain, Spruce Crove, Camvoze

Please ostlimate the .ima you spend iravelling beiuveen the follouving
 locatlons.
o) Uoxk and Home , (. i d
’ HMINUTES
b) York and Proeferyed (lothir~ Siors Moot '
frequently shopped oi) : « y

Hone and Clothine Dlore (Moot Ifxoavan.

Ty oi Bh o yow tyeoral Bouoon
. ( |
Horll and Fooler 75 J ( /
Hosia ( Profers ' { )



5

v3

78

Yhen shopping for clothing what is your usnzal means of transﬁortation?
a) Car =

b) Bus

&) Taxi

\

¢) Hallng
that day of tho ueek do you usually shop fox clothing? (w_mw“_)
a) Monday F
b) Tuesday

¢) Yednesday

d) Thuradey

a) Friday

T) Saturdey

g) Sunday

Yhat timé of the fay do you usually shop for clothing? ()
a) Hoxning - |

b) Neoon

¢) Barly ofteruocs

d) Leie afternoon i s

\ s
@, Dvening /////

Yo pften do you shon fox cloti..g? //// } .

f
e

~ : - |
o Moo than cice pex Ul o //
i )
b Onco o ook : /
. . ;
. ) o
&) Once cvrery 2 teels ///;//
) Bvery 7 uveeln

o) Once o month .

i Less whiua once o aonvh



9, Hou do you perceive this.shopping for clothing?
‘a) Very often '
b) Often
¢c) Seldon
d) Very seldon
e) Nevex
10, VWhen you shop for clothing vith whom do you usuwally shopt
| a) Alone.
b) ¥ith spouss
¢) With a (male) friend
d) With a (female) fricud
#) Ui+l Mothex
lather
v Brother
C # bisﬁéx
" &/ Vith Children

‘11, Wher you purchase clothing fo¥ yourself, hov does your
spouse usually zeaci? B ‘

&) Shronzly approve

b) Scxne approval

¢) Shous neither appzovel. ox disappxoval
d) Some disapprovael '

e) Sirong disopprovel

<Y et appliceblo

#

fond
oD,
o

How do you fcel about most of your clothling puw
vhen youv get them homs? o
=) Corplate satisfaction
b) So... savisfaction
L Sows dlsoogicfaction
¢) fxtrems digsatialfzs lon
=5, Hhen dlgsatisflcd uith o pvxehace ubst do you dotr
a)'Keap it and weax it anyuay »
b) Ilzep it and wear it very seldon
c) keep it and nover weaxw it

d. ¥eop it and fix or chzr.. oL onchou

79

(o)
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13,

1,

continued

e) Always take back dissatlsfactory purchases
f) Usually take bac’ dissatisfactory purchases
g) Seldom take back dii.  :factory purchases

h) Give it away
i) Other

of

a) Poor quality of construction

b) Poor quality of fabric

¢) Péor labelling

d). Sizing problen ﬁ

e) Flammability of fabric

£) Misleading advertising

g) Out of style k

h) No o-.:asion %o Ucar‘ -

i) Poor iit

j) Others

Rang the following consumer concorn ulth ve
or?noof importance o you (give #L 4o youw rennte

prwmm.ﬂ) Construction (Scoms aud Hens)
d) Advortising

3 it

) Quality of Fabric

_4) Flanns
s g) CO()AJ

hj Fit

ST T—

e 1) Style.
_3) Avpropriatencss

Pr—

Additlonal concerns or comments

Digsatisfaction in clothing purchases cre v-nlly the resuld

80
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16,

17.

Do you have a clothing budget?
4) Yes v ‘
b) lio

1§ answer to above is (a) Yes:

Yhat percent of vour income i budgoted for clothing?

2

u) 16 - 20
£) 2L - 25
g) Above 25%s Specify %

57

()

If you Tound thatfyou had over speat your clothlng budget

one mon
d07?

a) Buy 1t anyway "
b) Put 1t on lay-oiiay

shoand lanted a particular gernent, vhat would you.

(e

¢) Leave it and hop~ 1t won't be sold and coi : back next month

d) Leave it znd forget it

c) Never o clothes shopping vhern ovexr yourn nuds o

¢

Vhat ig tho epproximate price yor will pay fox wizs €0

Llouwing?

g T O O TTRAS | WAL, PRICT | HIILFRICE | (estimate
' | 2RICE OF Lab‘
, | __|oug rurcHisER
Suit . Pariy Dress | ‘
Sports Coat - ' l
Dress Penis Sl ’ i
3lacks ] 7 i'
S T : ] :
SHeatox | I
linter wacketb | }
Uinter Coat inter Coat |
Summv“ Coat Summer Coa.t, |
Underiear Undeorioar §
i P short< L bra !
- ] . - e . ottt et R

Undexrenx Underweax
L undershixt 1 pr. panbics




20, Uhich of the following has most influence on youxr
~1othing purchases? )

a) ToVo advertisements
b) Heuspaper edvertigemnonio

1

O Buliciing ox Fliers ~ sent o yoin home

) Hindow shopping
g) Seed ng o gareent on andher person
h) Other

21, Uhen you hear or recad of o elothing sale and CLECUNSEONG S
are such that you axe abWo %0 g0, what ig your vesponsec’? (. )

. e R

a) Ignoxe it
b) Meke a point of golng and secing what thewe is
z) Buch over as £o0n ag b 3teyis 00 you won t misgg anyihing

1) Othex. specify

-

N
™
o

Hbu often o you hearx of z clothing sale and axrc suable to zo?
=) Vexy frcquently )

b) Quite often

¢c) Sometines
2) Secldom

J Nevex _

2% . 500 ﬁwom?lwuﬁngdovaUﬁufb'mwo: k L)

iton or Aden ia mind, Gege colom,abtyloiolic.

“tem or idea do mind, c.@. pouls,shint,coai,
1ﬁ¢u ﬂot Lp:clfis dotalls
N\ £ P . a . ) R 2 oy
¢) No item or idea i niing = Just looliing for ildooz ox
looking ~

ol Uhod “ancing Go FOn Usus f,‘jf"_y e
o) Gooh
- fharge Looouvnt
S QQQQU‘
a \ fay=ayey
wy Otﬁcr,, et S
25, hat exc gouwc feelings choul vhoppiag Ko clothing? )

a) Enjoy immonscly



25a continued.,
b) Slight enjoyment
“"ight dislike
ong dislike -~ get 1t over with as awickly as pogsibdle

wvey Ao it
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APPENDIX D
Clothing Value Measure (Lapitzky, 1961)

Paxrt I )
Txy to choose the alt iveo which ls xelativaly more descuiptive
of you or more acceptablc you. For each question you have 3 pointa

vhich you may distribute in any of the following combinations: 3-0, Q-7
2«1, oxr 1l-2 (as you did in Part I of the Study of Values.
1, IZf you weie buying a garment, which would be more important--
___a. that 1t be very beautiful;
___b, that it give you a feeling of leadexrship? »
2., If most of your friends were wearing a particulaxr make of raincoat,
Hould you-- '

2., buy the same make even U ©zh you knew you uere paying for
tho namrej. -

' b, buy another pake which cost less?

3. . o friend wanted %o borrow a vory “specizl” garment of yours,
uould youes ; ﬁ.

o be likely %o lend i» 1o them kpowlng it night be xcturned
noileds

b, try to avoid lending it 0 thom if possible?

It, Yhen golng on a short trip, say 40 Neuw York, uhich uould you considex
RnOTo ipporiant-e-
.0 that the ciothes which you tole with you require a ninimu.. of
care; . :

b.  that tho elothes make an especinlly good impression on othenn?

5. T uould rather wear clothes uhiche-

8o mnake me stand out in & group:

€ s

b, ame sir’ ox o Lhose othexs ave wearing.

e

Ho I€ you and & inlond vere shopping and you ool o
you wanted to buy vexy much, would yousr-

. @o rathor buy it yourself especinlly 1T your Zxicnd Ansiohod v

since you hed seen Lt firsi; i

b let your friend buy it slnce i% vas thoe oniy cuo availabley

7. If you owned a valuable plece of Jewelry, would y¢ui--

p
i‘ﬁ
'ﬁ

2, Year it even though you kneu none of jouf frienaz could -

b




9,

10,

11,

a
gty

86

If you thought everybody would be wearing a couktail dress suit to
a8 paxrty, would youwe

8. Wear one even though vou knew your best friend couldn’t;

b, wear one more sim!iar i the type ydur»friend would bo
Wwearing?

1f your sister or hest  iend who was somewhat heavier than you
danted wo bOYroW & gesmeni, WOU Ll youe=

a. Ery to avold emtir, it e them since they probably would
Bull 1€ oui at i ueams;

b, let them borios 7

Which would be more 1> ,rtant to you-- .
a. that your ¢t ads approve of the clothes you e S
bs.  that the i _.tures, designs, and colors of your clothes seem
becoming o you even<if your 1xiend might not app;ove of
them’>

If you nceded a dressy outfiu @Pd hod to make a choice betwech tyo,
would youvw

select the one with better lincs for" you but uhich was sonoe-
vhat uncomfortable;

b, select the more confortable one but wi?h not guiite ag good
lines for you? ‘

L SRR,

Yould you rathep--

2. b2 one of “he fashlon iceders of your Iyoup;
oo Ueaz the popular or established atyles?

IT you and ycﬁx siotun, or b“wtnefg @otnaﬂ oxr father, o bost fricng
vere in zho habit of veaxing cach othex's clothes, rnld youm-

.o Uy the coloxr uhich would he cqually becoming i both ol you;

bo  buy the colox - wdeh uould be very %~ﬂ3n1n~ Loyoun out noh
boconing to them?

LT youw and a frlond ueve shopping for specin’ wionis - o3 ¢k}
a¥ford to spend lecs noney than Teu, Hould youe
s buy ome moxy oubstanding thon your friend could =ffoxd;

o buy one neax the pricc zange vhich they could aflord?

gy

IT you were attending an inpoxrtont soclal function, which uould bo

zZoxe Lnportanie-
_.2¢ that you be one 07 the most fasi :ionably dressed:
b,

e

Yo you be one o bho posy beautiiully dleumbdo



16,

18,

19,

AN
{

o~

» o U

than you had planned to spend, would yere= !

87

1.

¥hich street clothing would you rather bave--

‘a. oneg which was not exactly comfortable but tho styds was very
ropulax; \ :

P

be one which was very comiforiable but tha qtylo Has nod too
populaxr? ,

o

If a frlend had borroued your evening wrap op ¢loak and you nccded

T, vordd youee , !

a. ‘ask them to xeturn it knouwlng you would probably huxt tholx
feelings;

o gty

bo vear somethlng else c¢ven though you knew othexs would be
weaxring evenlng wraps or cloaks? . ’

I think that-- )

_“__aol I would 1ike to be a faghiph leaders

o be tly¢ng to kecp up with fashion i vexy ueconomical?

If the color of an attractive garment oi yours uzs not fashiodableg
Would you-e

__as uant to continus to scar it;

.be vrefer not to wear it any longér?

If you zau a very atiractive garrent wvhich i ool 0 285 poncund

o Al Iebaid tho price ard buy it ziayiays |

_.bo w0t buy 1% becavge v cost more thoi yoo nrdlplanned Lo

Zf you and youx hast frlepd, on sory rolative, uoze each other's
:lothes end you had  cholce Detveen two garnernts. would youe-

, y . aion P

as»  buy the noxe atiractive onc but ubleh whi  pmabably conidpd
Heaxy ‘

e S buy the less avorectioo ont bun cideh ctou Lmetr sho

Hould you wothore-

oo buy clothzs n abong the same price wonge o oun 1

We  buy slothes voan youl frlendy wuy?

~

i
otyle Qf.Shoe uan cxtremcl ¥y poput “pdoosT A/jn

£
2,

5]

friends vere Weaxing it but
for you, wauld.yd&wm
o go ahead znd %o ths  yle of shoo- T

. buy a different wi nure comfovhobnisc v




88

2#.' If you had a white sweater which a not-too~close ‘friend wanted to

borrow, would YOou=~

C a et them borrow it even though they would probably return it
soiled: ,

b. - try to avoid 1enmng 1t to then? _
" 256 If you knew that all your friends were planning to buy a new garment
for a very speclal occasion; whiob would bother you more——'“

” to buy one knowing that you would have to donate less than
you had planned to a’ charity drive;

. _b. not to have & nhew garment to Wear when everybody else would?
26. If you bought a suit or dress on saie, which would be more important
 to you-~ N
——_ae the fact that 1t wag a designer 8 garment;
vﬂ___b. the fact that you had obtained such a good buy?
27 Which would “bother you more-- ‘

.8+ 1if the garment you were wearing was %00 dresgy in comparison
lwith what other were vearing but extrenely atiractive;

1]

“u__b.' if your dress was of the same type as gthera Were wearing
but not especially attractive?

28, If you had a qhoiee between two street garments, which would you
" choose-~ : o o
_kuga. the one uhich was vexry attractive but was not a very goéa\ouy,
. "b, the one which was not as attracti¥e but was a very good buy?
29 Uould_you prefersto be--

. a. the Best ﬁréssed man/vwoman in your group;

Cb——

b. as well dressad as most of the othexs in your group?

‘ a. the sheer beauty of clothing being worng
/) e be "bhigh fashioh clothes ¥hich have the look of being costly?

Part II
Bach of the fomming statements or questions is féno d by five

‘poesiblo attitudes or answers. Arrange these answers in the order of

(iﬁ; At a gatheting whi¢h would you be more likely to notice first--

your personal preference by writing in the appropriate space, a score of
v5,,b,_}, 2, or 1, To the statement you prefer the most give 5, ‘to the

statemanf that is second most attractive give 4, and so on, Please try

tokansuer all the statements ;n th1s manner, ‘Hhey your preferenceg are

\



<
e &

2.

3.

b,

- 5.

not distinct, try to guess.
etc., for each group of statemenéz

v

-y

Be .sure not to assigﬁ more than one 5, one b

_In general I prefer cléthes W ichd—(remeﬁber to glve your first bhoicei

5, etc)

b. have the look of being costly

or fas onable than thelrs 4
_d. are very attractive o '

feel at ease.
I would rather wear cldthes which-
a. mnake me look distinguished in a groﬁp
be eaxe very comfortable "

c. have very good combinations of design, texture, and coloxr
d., make me feel “one of the group"

friends are wearing.
In reéard to my clothing, it is important to me thatee
a. the design be espeéia%ly good.
~b. I get the most for my money i
c. it makes me look successful \
4. 1t makes my friends feel socially comfortable

e. it helps me 1o be accepted by others.

As far as clothing is concerned--'

a. 1t can be very important in gétting ahead in the world
b it is very important in glving a person self-assurance
ce it is important that it be comfortable

de 1t can be used to make others feel at lease
@. 1t can be an-outlet for aesthetic expresaion.

which areas of clothing axe you most interested in--

son uith their friends
be principlea of line, design, and color
c. the conformity aspect of cloxhing ' 1§
d. selection and care of clothing
8. use of clothing to gain leadership and prestige.

Be roquire a minimum of time. energy. or money in their upkeep

c. make friends feel at ease because they are. nbt more costly

e, are similar to those my friends are wearing and hence make me

6. are not more expensive or more fashionable than those my-

« .the effect on individuals uho are pooxrly dressed in compari-



6.

7.

8¢

9.

Which would be most‘important to you--

a. to have a reputation for being generous when 1t comes to
lending your clothes to others™

Smaq—

b. being one of the, most fasﬁionably dressed in your group

c. -a& very smart ahopper who gets. the most for her money when it
comes to duying clothes

a4, to have high assthetic taste in clothing

_e+ to have clothes of'equal ity to those your friends axe
wearing.

Which of the following aspects ef clothing do you consider most
dmportant-- ‘ ,
a. usefulness and cost ’ .

b. a means of making o%bers socially comfortable

2

C. an expreasion of socio-economic status

d. a means of making one feel partiof a group - il
_e. a means of naking oneself beautiful, :

!

-If you were attending an important social function, would it be more .

1mportant to you to be=-
8e dressed\much 1ike the maaority of the group
. very attractively dressed

b
. Co dressed like your best frienda;who you knew - couldn‘t afford
to spend as much on clothes as you
d

« very fashionably dressed

8. . VOTY confortably drassed. ~ _ ,
Various areas of clothing have boen studied. Which of the following
do you consider the most important-- . .

a. use of clothing as an art form

b. emotional Values to the individual of being well dressed

c. effects upon 1ndividuals who do not feel as well dressed as
others

k}\

.d. means of appraising one's socio~aconomic status
e, expendlture and care studies. . ;

)A
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. " APPENDIX E
Clothing:Inventggx_§cale (Kernaleguen, 1971) - :
Please rank these girl's: stories in the oxder which you feel is most
like you. ‘ i
o - () sue
—~_ () sanay
: '\\f L (__) Pam -
L » (L) pebby
() Candy
. . (;—.—) Ann .
L) Nancy
Socialgﬁéceptancea' Sue enjoys people and hopes that people will like her.
' "She belleves that clothing plays an important role in
" - helping an'ind;vidual adapt to a soclial situation,
/;( ~ Sue éttempts té dress #ppropriatély for situations

whether it is a barbecue or a- job interview.
Economict - ‘Sandy’ ‘believes that a good wardrobe does not need to
. o« be expensive., She is very careful to buy most of her
clothing during the off season when it is on sale. |
‘Sandy is cautlious about buying garments which must
be dry cleaned ox require a lot of care.’ She 1s-
proud of her ability-to combat inflationary prgces
and moreover plans ahead to save time,

Psychological Comforts o .
,Pam looks for clothing which gives hexr "peace of

> mind”, She believes that clothing should give you a

_ “Psychic" boost,- ‘or-make you feel mentally relaxed.

"/ There are different colors which Pam feels makes her °

. ~ feel better about herself. Clothing should mske the

| wearer feel good. =~ - ' v
Physical cbmforti Debby is very concerned about how clothing feels when

| you are wearing.it. Clothing mist £it right and fesl

‘right. She shuns styles which inpalr movement, even
Af they are in style. She feels that clothing could
‘and should be a “second skin". i




~‘_Social Leadorshibx

Aesthetio;

Self Expreasion(~

1

¥ .
Gandy always tries to 1ook outstanding. Friends

- often ask Candy ﬁor her opinion on fashion. She

would rarely buy a garment which 1s c0mmonp1ace, Af
it isn® t going to rate compliments 1t isn't worth .
the’ money. Candy is the kind of girl who likes to

be noticed.
~Ann maintains that beauty should always be expressed
"in clothing. If the design and color of a garment

did not transmit a feeling of attractiveness she :

uwould not chase it. Color, line and design are -

important o Ann in choosing clothes.

Naney attedpts to tell others about herself through

clothing. Nancy sees clothing as a statement to

'society about her feelings and personality. She

believes that clothing is very intimate and must be -

gelected to fit qne 's personality.

N



Please read these definitions and rank these clothing values in order
of thelr importance to you.

3
Definitionst ,

Sélfngpressioh: ' - communicating 1ndiv1duality through clothing.
(Ayé%bﬁiéct | il 'aeeking beauty in clothing.
{ &»Q&éélgw** S - seeking maximization of resources through
o -~ clothing. -

Phyéica; comforts = seeking: well-being of body through clothing.

- Psychological comforts seeking well-being of mind through clothing.
Sociai'AcceptanCe: : seeking membexrship with others through_clqth%yg.»

~ Social Léadershipi ~séékihg'recogniﬁion from others through clothing.

List of Values:

Most 1mportant to you. 1.

. 3."
-
5.
| e, |
Least important to you. 7. . /
| A
Did you find it difficult -- or impossible, to rank the stories?

‘Do you have any suggestions for making this test better?

- THANK _YOU FOR YOUR O-OPERﬂTION!!!
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APPENDIX F ,

1. Letter to Edmonton Public\Sgﬁool Boaxd Teachers
i N " a Kl

f
November 6, 1975

Deﬁr Colleaguei:

A short tlme ago I sent you a questionnaire on Values and Consumer
Behavior. Unfortunately due to the postal strike you are unable to
return them., I, therefore, request that you send it to me via .
McNally Composite High School through the inter-school mailing '
service.

I thank you’ very ‘much for completing the questlionnaire and returning
it in the above manner. ..

Sincerely yours,

Janet Forest

+2+ Letter to Edmonton Separate School Bozyd Teachers

November 6, 1975

Dear Colleaguex

A short time ago I sent you a questionnaire on Values and Consumer
Behavior, = Unfortunately due to the postal strike you are unable to
return them, I therefore, request thay you send it to me ¢/o Ann
Pura, Central O0ffice, via your schoo system\mailing sexrvice.

\
1 thank you very much for completing the questionnaire and returning
it in the above mannex. ¢

&

Sincerely yours,

Janet Forest
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3. Letter to Rest of Teachers

November 6, 1975

Dear Colleaguex

A short time ago I sent you a questionnaire on Values and Consumer -
Behavior. Unfortunately due to the postal strike you are unable to
.-xeturn them, I, therefore, request that you send it to. me via your
.school system mailing service to central office. Q47~

I thank you very much for conpletlng the queetionnaire and returning'

it in the above manner.

. Sincerely yours, ' o ;: | R

Janet Forest



~
5
\




99

L

| T NS TVNHTN !
‘ s enTep SUTYIOTD MOTY
v | €290 ZIIVT
enye) BUTUOTD MO
202 AV enTeA TeXUSH HOT
8 L NANSETYNEE ‘
enTep JuTyloTH UBTH ,
8l6* RS20 % S ST I
onTeA FUTUIOTO WBTH| ¥ _wo 0
005*’ TAV enT®A TeIsusH yByH senye)
€o6* 899 Hog® Lt €L’  Zuwyoeag jo 1ane
- sol° 456° 3T0N - JO UOTIEOOT |
% 220° 1 %A ~ eJuspysey Jo uoyjwOOT| . -
, ™se* uotyednosg ,0snodg | sxeumsuop|"
. . o 3O SOT3ST
- & . USXPTTUD 3O O3V | 1o, sexeqs
92s* SN3RIE TEITIRH | PumoaBrioeg
~ mHOIS gwors | e peddoys _ ‘
ONTHIOTO DNTHIOTO AWOH Arjuend | :
QY- AHOH @ YHOM aNY YHOM | -eXJ 3soy | -@yoIs g
NZZMIEE ONIT |NIEALIE ONIT | NTFENIAE ONIT| SWOIS ONI -HIOT0
=TIAVHL °OW | ~TIAVEL *OW { ~TIAVHI *OW | -HIODD L0 | TIvIAW
/IN33S AWIL | /INGJS BWIL | JINBSS SWIL| XITTVO0T | J0 EJXL

gaseyoINg JO UOT}BO0T

SIaumsuo) Jo gINTEe) PUe SOTISTILRTETERYD PuUnOITyoRy
PUE SOSTYSING JO UOTIVOOT UOGMIOY 9OUBOTITUTIS JO TOAS

4T F1AYL

B XTANEJAY



100

\"\

% @80

“

NANDETY NI

ésh* ge6* » 220° LE6° .
“ , enTe) FUTYIOTD MO
4% 158° 108" 62 616° JOVARL L4
. entTep SUTYIoT)n Mo
6H* €62 €1g* 2 8%9° TAV enrep TeIsueh uoT
* T0O* * G€o°* 6% - g9z* %L’ O NENDATYNYEY .
§ ‘ entep SutyzoTd USTH
56 829° 285 204° 956° . INZLIIVT _
snTeA FUTYIOTD USTH, ,
ggL* e 619° 958 2o £08° TAV enTep TeIsuen YIyy sanTe)
» t£0° gle’ %% 99T1° Suyqoea] Jo teAsn
0l0* ” 865 YoM Jo wotyeso]
Llo* * §20° 9JUSPTSOY JO UOT3BOO0T
9%° ¢90° | USIPTTUD JO *of
‘ ) 9T1* 66L° 86’ _ Butyovey 3O TEADT |
05¢* 6ot . uot3ednoog g,9snodg | sIeumsuo)
. | Jo soT38Y
, 69t 4 SUIBIS TEIVICH | _onoereys
§92° g2g° » S00° 7 xog | punoaSyosg
STSVHONMA | QENOTINGW, |(TENOLINEW -
ONTHIOTD aNodas  IS¥1d
VS ., 0L STHIOTD STHIOD
(FTVS ¥ DNIS VS . SEONE ¥od oA
DNTISSIW) S J0 | * o1 ~NTINT | JOHS XSMI |JOHS XIHI
SXHM | ZONEN®IMA | NOIILOVAW © VICI

WOHM HLIM -

WOHM HIIM

- 890edSY TeUOTIRATION

o

8ISWNSUO) JO SONTYA PUE SOT}8TI}0BIRY) punoiioeg
' pue s309d8y TeuoTI2ATION dmmxvom QOUBOTITUSTS JO TOAOT -

QT ATdvY
D XIONAIIV



-101

L €89° g | NENSETVAVAY enTEA SuTyioT) MOT
- 28° e 018° INZLIAYY enTep BUTYOTD HOT
£54° L6h° ! TAV SnTep TeIsUd) HOT
69° goH° NANSETYNIEY enTep SuTyloTd USTH
8I 1
A% S XHZIIZVT onTeA SUTHIOTO WFTH| © oo 0
- 096° S oA AV enyep TeIeusy ysty senyTep
. ~ sIsunsuop
e GGG = cexe . Supyoesl Jo 1oreq| JO ®OTAST
o _ ) | -ze30BIEYD
He" ‘ : ] uagsednodg 8,9snodg| punoxdyoegq|.
IZANG ONTHIOT) | ONTHIOTO MO INEAS | IZnang SNTHIOTO|
| ¥AAO NAHM NOIZLOVIH IFING 40 % | ¥V FAVH XTHI oq|,
: ﬂo>mw Sutpuedg .

kg
s

mHmaﬂmcoo.moﬂmmﬁdu> pue uoﬁpmauovomxmzo,ﬁnﬁoumxomm
pue ToAeq Buypusds uGdHIOH SOWSOTITUTTS JO ToADT

{
9T F1avJ ,
5 XIANFIIY , /



102

&

)

gIcwnsSuo) JO SonTep PuUB SOTISTASRIBITYD punoxsioeg
Tue S8S}ORII SUISBUOING USOM3SF 2oUeOTITUITS JO ToAsT
AT T14VY

N YIQNZIIY

* §00° 9" ,  NENSETY RETY
, i . enTep SuTYIoTD MO
B { T €eg” S . KMZIIIVT
. : enTep FUTYIOTD MOT
- THe e AV OnTeA TeIsus) MOT
G69° - €lo° NENOETYNUENR
~ enyBA SUTUIOTD UBTH
/A 289° XNZLIAVT S
| enTeA SUTYIOTO UFTH 0
gere. r-1% AV euTe) TeIsued U3TH senTe\
_ _ - T sIeumsuo)
98’ g5l | = S€0° Hg6* Bupyoesy, Jo AT | JO SOTIST
~9308IBYD
* T00° uoyednooq sesnodg | punoIddeq|
(Vauv NV OTd "
. =T0EAS MOH) | ONIJJOHS| STHIOTO| SEHIOTO | SEHIOTO HOI
HNISVYHOUNT DNIJAOHS SEHIOTO |HOd JOHS | ¥Od JOHS DNILJOHS
. d0 SHHLOTO do| = xval - ¥IaM NAHA NOIX
AOHITH 0 WANNVH | XONEN®EMA | 40 EWIL| Jd0 XVA | ~VIBOISNVILY
$25T7308XJ FurseyoIng



03 .

NEN DETY NHEX

nuoasmnuo Jo senTep ﬁwv\MMW¢m«uo¢oduwno dusouwxoum
_pue UOTIOBISTIES IeUNSUO) UIIMIET SOUWBITITUITE JO TeAeT

gr A4Vl
5 XTIANEIY

i 7wt 9t2°
ey : anTeA SUTYIOTD MOT
on® t29r ‘L 21 | INZIIAVT
S enTep SUTYUIOT) HOT
e (% 905° TAV duTe) TeIsush MoT
184 . 666" 169* NENOETY NIEN )
anTeA 2UTYIOTD UITH
6.L4r° - L 186° INZIIAVT R
| | enTep FUTYIOTD USTH ﬁogwmoo
T oTE"® %" AV onTeA Texeush USTH sanTeA
928® gsH* GEHe =<3 Hel® © Suryowsy Jo TeAST
‘ VATAS NIOM JO UOT3BO0T
% WA 9OUSPTSPY JO UOT3IBOOT| SISWNSUOD
. , Jo 891357
65T UOIPTTUD JO 838V _Toqoereyn
- goh* | xeg| punoxdyoed
SASVHOHN |
. DNIJJOHS |SESVHOHNE ONI- | ~ DNIHIOTO SASYHOUNS | STSVHOUND
SAHION | -HIOTD HIIM | ONIQEVORY HITM | ONIHIOTO
Inoav | NOILOYASIIVS NOIIOVd |CAIJSIIVESIC Inogy
SONTTIES <fd ¥9HIO0 | -SIIVSSIA | NEHM NOIIOV | SONITIRd
. UOT30BISTIES IAUNSUOD v B
ar _




104

6L€"
L9l
9L°
# 900°
- 9o%*
» 670°
. « 8HO®
* 600°
* 6T0°
9Lt*

gsousyetxdoaddy
ot4ss

324

480D -
LTTIQEUweTd

R ‘ o1aqed jo A3yTend

- + BUFSTIIGADY

(suey w_nSdmmv uodpoauwwnoo

ButzIs

Sutrreqe] 8xe)

[ N4

sUXSOU0YH
IoWNSUOY

FUTYOROL JO TOAST

sIeumsuo) Jo SUTYOed] JO TOAST

b

SUX9OUO) IBUNSUO] PUB

{

uooM}eq ©OUBRDTITUITS JOo 19497

6T F14VY




vIma
Janet L. Forest
Candidate for fhe Degree of
| Master of Sclence ‘

Thesiss The Degree of Assoclation Between General and Clothing Value
Systems and Its Relationship To Behavioral Aspects of Consumers.v
Major Field:s Behavioral Science Aspects of Clothing and Textiles.
Biographical Informations
Personal Datat Born in Edmonton, Alberta, January 13, 1950;
daughter of Almira and Victor Mills.,
Educationz Attended elemantary. Junior "and a@nior high school 1n
‘Edmonton, -Alberta; graduated from Ross Sheppard High School in
June 196?; received a Bachelor of Education Degree, majoring »
in Home Economics at the University of Alberta, May 1971;
completed requirements for Master of Science degree at the
University of Alberta in 1976,
' Professional Experience: '
1971 -1973 Secondary Teacher of Home Economics and Adult Educa-
! tion Instructor, South Australian Government,
, 19?3-1974 Teaching and research asslstant
Univexrsity of Alberta
Sessional Lecturer
Grant MacEwan Gommunity College

1974-Present
High School Teacher -

Edmonton Public Schébl Bogrd

105



