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ABSTRACT
Clothing Vaiues:

A Suggested “eans of Market Segmentation

D . by :
Brende Sternduist Witter, Master oF SCleﬂC .
“ Uni?ersity of Alberta, 1975 T
ProfeSsot: Dr. Anne P-‘Kerheleguen ¥ ‘
School of Hdusehold Economics e 1
,Diyision& Clothinq and Textilesn ‘ - - E
:The purpose of. thlS studv was to 1nvestlgate3the
relatlonshlp of" olothlng vaIues to oonsumotxon lo%hlng

<

values were e\plored as ‘a v1able avenue to Dredlct tqi con—

sumer's advertisinq preferences and*eventually the: en

S .

ltleS !

‘. which prompt Durchases The theoretlcal framework for this

study was developed from Kluckhohn S theorv of Domlnait and
- \
Varled Value Orlentatlons. Values are rank “order enthtles

whlch gu1de man's dEClSlOnS in life. When an 1nd1v1duhl is
presented with a Forced ch01ce dec151on the DOSlthﬁ of
values quldlnq the decxslon will. determlne the outcome--v

A random- sample oF 122 women was selected From ‘an’

~

.Edﬁonton, Alberta-shopplnq center in October, 1975. Three

lnstruments were admlﬂlstered~ The Clothing Vvalue Scale,

9

Value Oriented AdVertlSng Scale and Reasons FOF Purchase‘..

°

)
Scale,.. Blishen's Socio- Economlc _Index was used ‘as an

°

‘indicator of status.

iv



Spearman Rank Correlation, Hendall Rank Cor ralasion
Coefficient, Pearson Product-Moment Correlation and

i

E‘f’\rmgl“,' sl
of Variance were used to analvze .the data.

Ro;ults @{ th;_
étaﬁistical analysis 1indlicated Lhat: v - 21\
"1. A significant correlation resulted between \3
P . . “ !
_a. Clothing value Scale - \.
b. Value Oriented Advertising Scale Mgﬂ;
- 7 ' . . !
c. Reasons forcpuréhéée Scale {
2.

A significant‘fnverse relation existed between socio-
economic status. and

a. Aesthetics (Clothing Value Scale)
) . . : ¥ “~
b. Social Leadership (Clothing Value Scale) ’
This finding

_ v A 75
.suggests tHat 'subjects higher on

the
R _ . ‘o . . X
soclio-economic status ranked aestnetics and social leadershino
- . N : 4 N

-
o

« . - . . ° . ’
- higher than those low on socio-economic status.

3. No significant relation- existed between socio-economic
.status 'and

a. 'Sociaihﬁcceptance

b. Econocmics _ -
‘ ST ) - . o ' L e s
4. No significaﬁggdifferences'were discerned when . employment

groups”(emplo?ed,'nonjemployed, studeﬁt) were gghpared on

their mean raﬁking of values as measured by any of the
three scales.

S
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portance in the minds of those who hold. and

. share them, values lead to the establishment

of higHer and lower priority goal seeking

.

behavior by persons and orgaiilizations.
MarKeters fregquently study at-itudes and

traits- to understand behavior, but these

2

~ére motivational in'nature'only to the extent

that’they'are

- strumental to

positively or negatively in-

the attainmént of a valued-

Y. % . goal.! Values are also used to compare alter-

native modes of action as well as to set«

standards’ that irnfluence feedback and con- B

trol behavior. Conseqguently values deserve

more attention than thev have received in
marketing literature (Fisk, 1974, é,l).

This study wille focus’ on an individual's values; his
. : ‘ Y

,Glbthing values, his reception of advertising appeals which

are based on values and value related reasons for clothing

purchases.

Justification

The acquisition of material goods can create a de-

pletion of economic and natural resources. The clothing

industry has been contrived by changes of fashion; fashion

changes and

i the vesulting unsaleable goods may accelerate
€COonomic wasto . Scumentation of the market could facili-
. G - Q



“needs., ,Qro§ucﬁLOn and proniotion which have no particﬁlan

qiﬁ are Qconomicallf wasteiul. Location and identification
of the marret segméni alloﬁs.both the‘pfoducer'and the con-
sumer to‘qna(;zglﬁarket transac;ions. ﬁesponsible production,
promotion and c@nsumption redgées’the waste of economic and

¢ °
o 1

o
n . .

natural reséurcésj

ReSpoﬁsibIe'consumptidn eschews.wastingnof -
7resources;‘ Ityreéycles resources whosé con—
'éumétion‘ufiiitieS haVe.beeﬁ déééroyedrqnd
‘seeks to match‘individual consumer's

demands td the capabilities for sudply of~

fered by the environing eco-systems (Fisk,

1974, p.63) . E .

Frank, Massey and Wind'(l972f found several'criteria
which are necessasy. for evaluating forms of market seg-
mentaﬁion. These érite%ia are:

1. The variables Shduld divide the market intoshomogeneous
units that teﬁdjté ;espond dif ferently to the fi;m's
promotional.activiﬁiés.

2. Thé variables éhould be measurable. -

3. lfhe variables should be accessible to the firm's
promotiéna; activities.

4, Tﬁe variables should lead to inéreased profits froﬁ
segmentationf

< This Studj §il4 be concerned with cfothihg”valucs and

their relationship to consumption. ,If there are universal

s 2
o ’



~ . \ - . N M . N . . »
valurs, theseo vaTues mioht be used Lo divide. the nopulation
into homogeneous units which would react differently to

promotional appeals. Valué\systems are basic qUituraI“

S 7

- S
entities which are readily accessible for use in the firm's
promotional activities.- If a correalation existé between -
the Clothing Value Scale, (a measure of inferred values) —~~"

and the reasaqns for the purchase of a garment,'a.measuié,of’

' »

validity would be obtained. If there is a .correlation

between the Clothing values‘Scale, Reasons for-PhrchQ@%ﬁ

> .

;ahd the Value Oriented Advertising Scale, then the value °

formation could provide an accessible promotiénal‘activity.

- © “o.,

A correlation between the value Oriented %dvertising‘séale

‘and the Regscns for Purchase should indicate increased

»

.pr&fits for the promotional doilar. If the industry could,

2

identify the values which’motivate'the consumer in his

purchase of)clothing, ghis would provide a means of seg-

e

menting the "market and more effectively direct promotional

¢
appeals téfincréaSe profits. s
Consumption of products and‘brands'is, as-has
been arguéd,.an important aspect of eveﬁg day
'self—préservation. Thus the marketing éYmmuni—
cator can tie product. attitudes di:ectly\ko
the gxprgssion of valug orieﬁted‘negds R A s

(Rober'tson, 197C, p.61) <

Bocial status has been used as a successful means of

o

- . - > R . . . ‘ . " -
marxet segmentation (Carmen, 1965). The similarities which



flected in the value hierarchy, 1f so social status  could
* L

be an' informative link between consumption capabilities

and' actual purchases.’™
v .
Objectives . T

.

1. To 1nvestlgate the relatlomshl* between the Clothinq
Value Scale, Value Orlented Ad¥rertising Scale and
value related neasons for Purchase in clothlng

2. To 1nvest1gate the relatlonshlp between clothlng values

N

and social status. -

- ' ‘Definitidn of Terms o

) ' g Y
i .. Value orientations. Complex, but definitely patterned

<

rank ordered Drlnc;Nles, resultlng from the transactional

1nterpla§ of threD anal\tlcallw dlst’ngulshable elements of

.

“the evaluative”process - the,cognltive, the affective, and

the'directive elements whicb giye order and dlrection to .’
the ever flOWlng stream of human acts and thoughts as they
relate to the solutlo s of common human problems (K {luckhohn,

and’Strodbeck,,l96l,,

Clothing valuesir‘hishes, desires, interests,_motiVesﬁ/
or g&als'which an individual considers wOrthwhile and there-
iore act as major determlnants of attitudes and behavior

a

in relatlon to clothing choices and usage (Laolt5my, 1961) .

Social class; lndividuals,in a society or community

£

that poOsSsess relatlvely equal statuys or Dresthe Opera-

tionally defined as the score aSSlCPOd to an occupatlon



\
1

Dasod o 31lied N o 1

sn's Sooion-moonomia Tndoxw (19610,

’ 9 . R . .
Market segmentation. The process of designing or

- \

featuring a product or service so that it wiil make a
N , 4 v
. . Az . . S
particularly strong appeal>fo.some identifiable subpart

of a total market (Foote, 1954, 0.269).



. CHAﬁTER'II

REVIEW OF LITERATURE

M .

The items inclife which are ihportant to an individual
are part cf a value system; General values influgnpe
choices méde during mostesiﬁuations; clbthing values iﬁ—
‘fluence chbices which‘inVolve cloﬁﬁiné basedfdécisions.
Research for fashion prbmd£ioﬁ might use value’baéed ad;
vertisiﬁg and market segmentatign~to grovide more ﬁeaning—(
ful p?omotion"and é;oduction of‘goods. . The resume of.
research which has been‘conduéted in this area wili be
organizéa into two areas: Value:Oriehtétiéps (General

vValues and Clothing values), and Fashion Promotion

(Advertising and Market Segmentatioh).

Value Orientations

-

Researsh has been conducted in“both the areas of

generai values and clothing values. ‘The theories ian

volved‘with the genéral value system_form‘a"baSisffor
. . B

the ensuipg explanation of clothing Value;. |
General Values : ' ‘-‘ - \k ’

The stuéy of values has led to diversifi;d'opinions

about the definition, formation and‘fuﬁction'of“thé value

o

system in human experiences.” Values have been éxplained
. ) Lo ) . . N » ' 1"
~as an individual's idea of conditicons and objects that
‘give meaning to life and present. reality as he thinks it

}

O



. \
e
11

. 3hoald b (Uohlmann, 19620 Valums originate from the

N
4

person's experiences in the world and c¢onversely, values

Q c

determine the actidns or reactions in Jhich the individual

. \
will engage when confronted with those ekxperiences

i(Duskin, 1970 ; Kldckhohh, C..l954;. When the.huﬁan orqanism'h
is'confronted.with a decision ﬁakiﬁ@xexpeéience, the degroon
éf-abplicability thid event has to a value'will determine

the degree of influence the value will create (Combs and
Snygg; 1959).. _The.elearervvalués'are to ah individual,

the more likely they are to influence behaviof._ Studies

by Combs and énydg (1959) indicéteAthit,values differ

gréatly in the aegreé of clarity with which they are -

»

perceived. Those valués which are precise in the individual's

o

perceptual'brganization are more.likely to influence
.béhav;of?. ‘ ) —~ |
‘ Man's long ﬁime preferences, his deep-.

roéted tas tes and inte;ests, his objects

of fespeét and reverence are his values.

He makes deciéioﬁs on the basis ofkthem » .

(Greiqer, 1947, p.167).

‘Behavior is also influenced by‘tﬂg valde,syétem
hiérarchyi Values are tﬁoﬁgﬁt to run in a continuum
from most to least impoptant and the ‘arrangement 1is.
susceptible to alteration as.thé“organism matures
(Rogefs, 1962) .- An individual's value system is much

e} C . : .
like an organized'éet of rules which are used for wmaking



values which are high in i1mportance to the individual should

DD .

supersede other values in a forced choice decision process
One advantage we galn in asking sukjccts to
rank-order a set of positive values for im-

~poftance is tlat the subject,; having little

QT NO awareness of the psychological sigF

nificance,ﬁf his responses, has little or no

reason to disguise them (Rokeach, 1968, p.172).

Murray (1938) believed that the neceds which an
iﬁdividual experienceS aréwin direct response to a value.
Kluckhphn (1956) differed in opinion; she believed thét
.. needs can both arise. from, and creéte-a value, Sefving
partially as an inhibitor and partially as an aid in

‘satisfying needs. The individual yho satisfied his needs,

@

and identified and fulfilled values was known as a self

v

actuélized'persoh'in Maslow's (1954) framework.

The development pattern of value orientation has not -

il

‘been firmly establisHed. Sex differences _may affect the

P

way in which values are established; girls tend to accept
the views of parental authority and boys tend to go tHrough

a periodkgf defiance (Wolman, 1973). Riesman (1950) ‘ )

identified an appearing sub—culture which was partially

credted and influenced by the emphasis on youthfulness.
: [ . : '

%Qis sub-culture was oriented toward self gratification,

daring sexual adventure and a desire for privacy; new

o
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(Kentston, 1962) . Along with the new values and roles o

value vertigo" has formulated (Toftler, 1970); refpird

transition perpetuated by 1ncecreased technology has croated
a soclety where the individual can not look to the past
for answers, but must fagidﬂy adjust to the chanqinu
. environment.

| Although value systems influence human activity to
\ ' - )
a\ large degree, the number of values are relatively few.

(Allport, Vernon and Lindsey,- 1931; leuckhbhn and Strod-
bOCR} 1961; Prescott, -1957; Rokeach, 1968; Spranger, 1928).
Prescott (1957) hypothesisz’that there were no more than
six major values. ‘Identification of these maijbr values

has been attempted by several researchers. Six basic
.
“types of men were indicated by Spranger (1928), he identified

- -

men by a study of their.values, instead of by their accomp-

lishments or deeds. These types were: aesthetic, economic, *
- -4
political, religious, social and theoretical. Allport,

Vernon and Lindsey (1931) used Spranger's divisions for
their study of values.*' Rokeach (1968) believed that human

.values could be divided into two categories: instrumental

and terminal. Instrumental values are single beliefs which

= . : I . =N
are personally and socially preferable, whereas terminal

\

values are end-states of existence fox which striving 1is

personally worthwhile.



Plorence Eluckiedine 2150 deeccToped 0 calue o pen
tation thecry and an ponctrneent based on o this thedre ol
dominant and varied unxl/uw orrentat tons.
value oricentations are complesx but definitely
patterned (ronn ordered) princivlies, resulting
from the transactional 1nterplay of three an-
alytically distinguishable elements of ;he
evaiuagiue process—-—-the cognitive, the affective,
and the directive elements—--which give order and
direction to the ecverflowlng stream of human acts
and thoughcs as these relate to the solution of
"common human problems" (Kluckhohn and Strodbeck,

B & -
1961, ».4). '
An individual's 1ideas oﬁ'conditidnq.and objects that give
meaning to li%e and reality,.as he thinks it should be,
contribﬁte Lo the'forﬁatibn of values. Three basic assump-—
tions'accompany the classificatior of value orientations. The
first assumétion i1s based on the identificaﬁion of universal
human problems, which require solutions. The secondr assump-

tion® is based on the variability of the. solutions to those

problems, and the third assumption s that all alterations in ¥

.

vetitive answers to the problems are fbund in each sogiety, 1n
one form orcanOther. Fach soclety has a foremost ,value e
orientation to satisfyv each of the universal human problems
but other values are interchangeable. Kluckhqhn (1950). .

]

‘defined five human problems which influence value origntations.

-



. Whett o the Chart o ter G prnat bioanan natuare

. What  1s the rw[wfrvfsfm'ttu1?4:xnntnw~.nn11nq~-nL1wa-

‘

3. What 1s the tomporal ocus o human, 1o

4. What 1o the wmodality of Yuman activity?
5. What 15 the nodality of mim's relationshi P to other meny
These thre basic assumptions and the five human prot,- !

lems form the network of Eluckhohn's theory of value orienta-

tiorn. The web surrounding man's value structure is comprilsead
: .

of emotions, reoflexes, and cognitive concepts (Williams,
19690), which result in thought and process forming behavior.

Clothing value systems can reflect the operational applicatian
of thesg concepts. ) o
Clothing Values

- - Resecarch into the factors which influence clothing con-
)

éumpﬁion 1s of vital importance to thése who promote and
produce c¢lothing. Early studies by Hurlock (1929) in this
area, using data received from a questionnairé, indicated
that practical factors such as usefulness, and cost of a
garment Qere primary reasons for puréhasc. Comfort, cop- hY
formity, economy, aestnetics ang Self—exéression were .

reported so fregquently in Barr's 1934 study" that she fe—

garded these elements 55 universal values. - The desire

3 :
to ¢conform was the most prevalent attitude. Aesthetic,

i

religious and theoretical values ranked higher than social,

political and economic values in a study conducted by

. ' ’ i54
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Lapitske Pore by proven bl 0 iy Lok o thee e L
ot claething wvalies b I S N AT poor oot iy v bae and
developrin an cnstraent o Dweannres thoese valnes. The e -
*
work developod by alloort, ornon and Linduey (1931 pro-

vided the basis for Lavitsky's Jdesiagnat ton; acsthoet o,
R . ¥
economic, political and social valuss were usod in the

instrument. The social value was scparated into two units:
regard for mankind and desire for social apyproval or con-’
formity. The theoretical and roeligious values wore not usoed
as clothing values. The aesthotic value was found.to b

the highest ranrming wvaluoe., - -

In 1963, Creecxmore oxpand=d the Allport, Verron and

£

<
Lindsey (1931) A& Study of Values to include two additional

general values, the sensudus [stimulation of the senses at
a physiological levell and the exploratorv [svontaneous

cd!iosity]- Creeckmore found that clothing was used as a

means to galn status; conformity was inversely related to

social position. She used HJllingshecad's (1958) method and

found that soéial position affected the score on‘aesthetic
concern and status symbol’use of clothing. Individuals fronm
high sociaifciaSScs regarded clothing as a‘tool to achieve
personal ggals and ranked high on the status use of clothing.
N

Mendoza (1263) produced a cross-cultural study using



five basic clothing Thege five values were: self
exXxpression, acsthetic, ecornomic, comfort fphysical and
psychologicaly, and social (acceptance and leadershio) .
The Inferred Values cf Clothing Inventory was used by

Dowdeswell

-

pregnancy,

relationsnip

and acceptance oIl I
was found to be low

m
T

hebeoeryge

ovaluate

the adjustment of

the mine

scale to exa
color discriminati

COnsSumers. The social value
1

of the previous studles.

produced the Cloth

. [ , i + i

R AU VIR T TR oo AN 1t Ly vt bt Loty [
N SRS TR DO L RS Y, b M) e, YT
o Uk, ey M v, Ve iadaer, B en

“h T . bt : : o b ! TR LRI EAC
claovth i o IR ST RS Gt o b eniiarietendd thir sty
L et lothyriey Aot irner o Lanoy Vetibea, | IR AR I S IR R
cocially mobd e anddroschn s b Poocn Peooindd oot tach o1
importance to Clothin: acoa o means of  aehileving nucdens
(Vener, 173, riso Gowardd iy mobol Lo wormenn wWe e fovanet to
prefer non-coniormindg “1othins more than non=mobin Te wobien
(Gates, 19600 Aot ion was found o be high- 1 ampor-
tanCt;, Hased on the results of a1 study wsing the upper
class high sehool standents (Birornaaard, 19n 20

Kernalcaguon {1971) oroduced an Inrerrod Values of
Clothin<« Inventory to measure the relatlve importancy of

Fg
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tricile-=Jdown thoor whicoh was oncoe used to exclain fashion
o

'
B ! 13

change, suggested that the fashlion process was a vertical

flow (Barber and Lobel, 1952; Nystrom, 1928; Simmel, 1904;.
veblen, 1912). Fashion was ,first promoted by the upper
. . ) ° . El

socio-economic class as a way of indicating their dis-

°

&

‘tinctiveness .and exclusiveness (Veblen, 1912). Lower

» e . X . ' . . .
classes emulated the “fashion leaders until the style in-
o Is) E} o .

fiftrated the social hierarchies; 1t was then abandoned and

" the elite qroup_pgojected a new style.

The concept of vertical flow theory was cﬁallenged
by Charles Kin& (1968). °~King acknowledged that ‘the trickle

‘ ' . -
down theory may have beefl evident in Veblen's time bjﬁp

mass marketing -and communication systems and the break-

o

.down of cLéss structures impédé the vertical flow process.
A form;ofcsocial.congagion results from the intréduction
of new fashions and a "trickle-across" proéess'resulﬁs.’
Q&névearly buvers 1in th}s tﬂeory‘are not the upper class

individuals or the‘dominant buyers. Research conducted

3

by Laiarsfeld‘(l958) Sgbstangiated Kinq's~horizonta1 rather

than vertical theory of fashion movement. Each status
group has. its own opinion leaders. "In a study of 800

@

women in Decatur, Illinois, Lazarsfeld found almost equal

—_pumbers of, opinion leaders in all status levels. There

°

. i g ‘ : ¢
are two sound reasons for the. tendency to status-bound,

horizontal marketing leadership. ’ . v

e

1. women o like status have similar budgetary probplenms

land limitations; therefore it is natural that thev



advice.’ : ) . -
: B ) R ;,_‘".d);

Stores and shopping centd&rs-terd to cat¥’r somewhat to

[3S]

.

women‘og one‘éartigular staﬁus group . In the course
‘of shoppipg thefefote, when'immediate_markeging éd?fco
is neededj,the women -on hapa to provide advice are
likely to be.oan‘similaf status.

LeWwin (1965) examined_the effect of group influence

s on consumer behavior. He found that when.consumers could

interact as a group, the transition towards unfamiliar

products was easier than when there was no interaction.

[

. ; . o .
Group .processes came 1into play as a reinforcer! to the

normative behavior. ‘ ‘ _ ; :

<

The trickle-down theory, although once the standard

ei@IEBEEidh”ﬁégaf?Bf‘YEg@ééﬁ change, Has‘become.nearly
'obsolete.becéuse of the rapid communicatipn of style
changes. .Peer groups rather than‘the'aristocracy seem to-
prqvide fashion information and horizontal rather than

vertical-mafketing information planes result. .
Advertisihg

l

Advertising is one of the forms of communication

which is used to disseminate fashion information. Although

advertising has been accused of creating ostentatious

) o}
consumer wants, 1t also provides an.integral educational
%
lirk from manufacturer to buyer. Mass media stamulates

consumer demand, by making the public aware of innovative
. v



- !
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Aalternatives (Lana and Lana, 19562, bhut consumer accentanc?

or rejection is crucial’ in fashien success or failure- (Horn,,

i968r Jarnow and -Judell, 1965; Troxell and Judelle, 1971) .

It is the purpose of fashion "‘communication to stimulate

consumption of the goods which have beenhpfoduced.

EN .
- o

Segmentation of the  market society could provide

more flexible and effective éersuasibility campaigns.  The

relationship of sbcial class structurebto selected human

values has beeh éxplbred by vafious authors. Cérmeﬂ (l965§

found’thaﬁ‘thoge'in the upper class de;i:euself—expfessién

in their employment;and activities, Qhereés"éecurity was

a value that was very importaﬁt for the lowér class consumer.
. "

- Social confidence was found to be a basis for persuasion

(Wright,~l97§); fashion reduced risk and fashion conformers

‘were hypothesized to L'e reducing the chance of error

«

‘(Reynolds, 1965).
Cox (1961) maintained that certain groups of people
. would be predisposed to be influenced-Toné by_dne kind of

cogmunicatioh‘or appeal, than by ano%hér.
Just as certai; people are predisposed tb
equse.theméeives seléctiv;ly to certain ) ‘ l
. - ‘ A} 1
_? kinds of communications and to avoid others,

they are also predisposed to being'infiuenced !'

by some types of communications and appeals

and not by others. 'Within that group which

'

. . ‘ °o . .
1s predisposdd toward a particular product,.
. . )



oy sub-agrouns will hoe more

some individuaalis
' K}-"‘:
L1
pre—-disposed to be influenced by certain kinds -

-

of appeals, while others'will be predisposed
by different kinds oi appeals (Cox, 1961, p.164f.

High fashion magazines are the source-.of ideas for
) . & . . . © . N
fashion innevators’(Katz and Lazardfeld, 1955; Pasnak and

Ayres, 1969) ; but personal contact rather than the mass

“media was found -to be the agé@t-of change in the‘diffusion

of fashidn'(Katz and Lazarsfeld, 1955;"Rdgers) 1962) . Each

socio-economic class has 1ts fashion leaders. (Grindering,

1967; Katz and Lazarsfeld, 1955), who independently process

mass media. fashion innoyations and in turn influence their,
. A : _ . o

peers.in'face—to—faCQ situations (Katz and'Lazarsfeld,-l955;

Rogers, 1962) ~

Market-Segm rtation . 1

E | J . .most of the applications of.the social
class ;onéept.in mérket;ng stemmed from a - IS

belief. that"éonsumers within one social class

'hold similar attitudes, Value systems ' and moral

[+

codes, hence form a @arket segméﬁt~reached
.by the same appeals, through the same media,,

and‘through the same retail outlets {Carmen,

)

1965, p.11).

‘Yankelovfch (1964) proposed using buyer attitudes, ~ -

motivations, values, aesthetic preferences, and degree

susceptibility to change as bases for market segmentation.



0

various tveoes of markgr secmentation have been sugcested.

Segmgnting people according to their reaction to situations

comprised one. form of psyvchographic[personality and life
>3 - . ) .
stylel market sedyentation. 24
2. e s

Frank, Massyﬁénd Wind (1972) . providea a basis for
détermlnlng *he eff ectlvencss and llmltatlons of descxiotor
varlables-for consumer‘marketinéL Some of the variables

-whiéh\Were indicated.weref socio-economic status, demo-
graphic, personai%ty,-amd aftitudg méésures. ;Dqscri?tor

. variables plav a special role in market segmentaﬁion, partly

@

by €a01lltat1ng the dcvebopment and implementation of -
rs, ‘__.\

stratpgles aimed at-allocating marketlng resources,

advantag@ could then be"tékén of”heterogeneity in consumer

a
o

o

behavior.

In a studyv conducted for a new business prospect who
manufactured woolen clothing, four segments of the market

were identified by using Ssychographics. The ' four segments
. - I-33 E N

represented 38%,-@2%, 33% and 7% of the female heads of

AhOuSeholds. A?ﬁgw;:;;r distinctions®of the three largest

° - s A .

[

segments ware:

© .

* Segment o : . Buying Incentive
1. - ‘ , Clothlng which is easy to. take
e Dnvcare of, comfortable, modern and

good value to go with thelr
© liberal -non-home family orienta-

. - " tion.



Hich quality clothing that o
o durable because it's made of
natural fibers, clothing that

offers comfort, variety and

total look>that'reflects_her

conservativeness and active

family-community 1life.

- 3. ‘ . ' v -~ - Clothing that is"upthQdate',
stylish, high fashion ahd fun

to wear  (Wells, 1974, p.15).’

“Since segmeﬁt 4 was so small (7%) ohly three segments

were used in "the study. Segment lﬁpoSSeésed attitudes which

<z

were essentially negative about wool, they valued easy. care,

' eCOnOmical.cldthing.(Synthetics are preférable to wool in
. ) - ;
-———these—areas-) Segment-2-was identified as the mostprob———

uabie proépect fo} pos?tive:reaction'to the'wooi campaign.
They preferred durable-highAqu;lity clothing. Ségment j
presentéd a probable sales group althoﬁgh’thé reactions to
. ( ‘ . 4 e
wool were not quité.aé favorable as.those of Segment 2. ‘
Ad&eftisiné‘lé?outs were designed to iliustrate;pow the
segméntation ihformati?n WQpld be used.’ The advértisement
for‘Segmenﬁ 2 emphasized comfort and traditionai Cénser—
‘vatism, "For the woman whozdoesn't.want to squeéze her

life into a mini-skirt." ' The adverﬁisement for Segment 3

s..was oriented. toward the fashion conscious woman, its headline
. ’ ' e - | '
was, "The only thing square about Lamberton [wooll is the

<

”'label;"



Secontation by social class usdng disfoventiated

products, pricidg and promotion, and channel strategies,

.

can be a usefﬁl mérketiné’strateéy (Carmen, 19¢5; Coleman,
1961; qun, 1975; Levy, l966;ﬁMartineau, 1957; Robertspn,v
1970). ‘Sécial cla%s was,féund to affect the_type of
dréséing worh'by wdmén while shoppbing .for clothing (Sto:
"and Form, 1957); the women of higher social positions “
were more.likeif/to Sﬁop in larger cities outside of the
local community and tobdress up when shopbing. |
High fashien magazines irifluence fashion innqvators

and, these innovatoré in turn affect théir bee;éAin physical
encounters. TﬁES&Qyé;tising"of fashion stimulates‘consumef»
awarenesseof seasonal stylistic chaﬁges. Méfket ségmenta-
tion which uses ;alue systems-és thé divisional dnit‘could'

. . .
——provide—a bast

for a more efficient fashion promotion.
. ¢

=

Foote (1967)‘SUggested that market segmentation in a ‘com-
. : o

petitive society is in the interests of both consumer and N

industry by offériﬁg the &onsumer more acceptable choices.
Liké any deal, markeﬁ segmentépion.is

Egood business only when both parties

to the'tranéactioﬁ benefit. Market : g
segmentatidn ié thus in'efﬁgét é
logical extension of t%e basic
prinCiples of %arketihg (Foote, 1967/

p-271).



CHAPTER TIT
METHODS AND PROCEDURE
Included in this sectibn are thg theoretical fra&cwork;
hypotheses, Pprocedures, seleétion.of the Sampie; descrip-
tion of the instruments and methods used for analysis of
the data. - | . 3 |

" Theoretical Framework

Kluckhohn's (1950) work provided the theoretical

framework on which_this study was based. Kluckhohn's

theory of value orientation is based on the‘*premise that

human wvalues arefarrangéd in a rank.order formation. The
. El 2

position that ‘a particular value occupies in the hierarchy

should influence the individual's decisions in a forced

.~ . P

choice situation. Preferences yvielded by those alternatives
may be used-in the consumer. decision making process. Based

on the review of,literatdre general values and clothing

o

values form parallel structures.

Hypotheses e
DYPOLNEses

N ° e

For statistical purposes, the hypotheses will be

staﬁed_ih the nulleand a - forms.
.l. Hp: There will bé no L correlation between
the Clothiné T Feaééns for Purchase.
Hpa: There will.be : S corfelation between

_the Clothing Valuc :t.cale and Reasons for Purchase.

<&

23
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I3 OF

H I

I’{ 0:4

Thefre will be no significant corrcelation betweon

the Clotihing Value scale Lnnﬂi the Vfoug> Ul'iQIILLn£

Advertising Scale. ‘ .

Théfé will be a significant correlation, between

the Ciothinq Vqlue Scale and the vValue Qrientéd

Advertising Scale.

There will Ee no'signifiéant correlation between
, ' ‘ .

the Reasons for Purchase and the Value Oriented

Advertising Scale.

There.will be a significant éorrélation between

the Reasons for Purchase and the Value Orien£ed°

Advgrtising‘Scale. |

o

There will be no significant correlatfonubetween

*he Clothing Value Scale, Value Oriented

e

Advertising Scagle and Reasons fpgf§urchase.

H g:

There will be a significant correlation between

the Clothing Value Scale, Value Oriented Adver-

tising Scale and Reasons for Purchase.

'There will be no- significant relation betweehn

o

socio-economic status and the position of the

aesthetic value in the ramk order formation.

3

There will be a significant direct relation

" bétween high socio-economic status and the

position of the aesthetic value;in‘the rank .

%

order formation.



the socio-cconomic status and the position of the

social leadership value in the rank order forma-

‘tLon.

Hp: Théro wlill be a significant direct relation between
the High Socio—oéonomicbstatus and the position of
the social load%rship.value in the rank oraer
formation.

7. "Hg! There will be ﬁo_significant‘relation between’

socio-economic status and the position.of social

acceptance in the rank order formation. s
Ha: There will be a significant inverse relation

between socio-economic status and the position
N e

o

of social acceptance in the rank order formation.
ALBTI-Hf%k\The%euwi%%~be4ﬁo'ngnificant relation between
socio-economic status &snd the position of the

<

economics value in the rank order formaﬁion.

P

Ha: There will be a significant inverse relation

‘ between socio-economic status. and the position

of the economics value in the rank order formation.

a

9. Hp: Employment>outside of the home will not affect

the individual's ranking of values.

Ha: Employment outside of the home will affect the
individual's ranking of values.
Procedures

. o
1. Select the sample.



o

‘approximately five minutes and tne results would be treated

Adminiater the followineg

a. Background Information

b. Clothing Value Scale
. C. Value Oricented Adverti
d. Reasons for Purchase &
3. Analyze the results descri
4. Interpret the findings wit

framework.

Selection of the

noat e nto

sing Scale -
cale
ptively and statistically.

h reference

The sample consisted of 122

selected during the process of

of the sample and the administ

2

took place in the mell area of

center, 1n Edmonton. Every te
-asked 1f she would be willing

study.

as confidential information.
the refusal rate.
tion, testlng took place every
regular store shopping hours i
took,plac@ forrapproximately £

testing times were alternated

of time was not used

Sample

Edmonton,“ Alberta women;

shopping, The selection

ering of the instruments
Southgate, a shopping
nth woman was approached and

to take part in a consumer

RN

A tally was kept to eompute’

To obtain a cross section of the popula-

day for one week during the
n October 1975 The testing
our hours each day,. the

so that a particular block

every day.

to the theoretical

The subject was informed that the test would require
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Background Intormat jon
1. Occupat ion

2. Husband's or tather's occupation (if applicable)

3. Age Group

.. Under 14 7.0 30-35
2. 15-17 8. __ 36-41 .
3. 18-20 9.  42-47 _
4. 21-23 10.  48-53 -
5. 24-26 . 1l..  54-59
6.  27-29 \12.‘ 1 60-65

13. Over 65’

-

How to you become aware of fashion change? (Check one answer)

<

Magazines . -
¢ Talking to friends

Taiking‘to relatives

détalogues )
k__;TeleviSion _ ’ o

Newspapers

Others, specify

Clothinq Values Scale

|
) The Clothing Values Scdle is a forqed choice test .

- comprised of seven stories, presented on Geparate cards.

> . B . . o . - o -
Each story is a paracraph describing an individual with one
of the seven value orientations. The stories are i1identified

by the name of the woman who is described in the paragraph.



! [ R L T APE T U I FPIR SN
tnoorder brom o most Lk bien Lo Dot 1 ke her o Areliaba bty
‘ \/
Cotau G W cnt b bt T et m et et sSltuatiron witl
A col leqge age tema e sopulat ton, Aovalrdity ot o tau L7

resulted when the rndroerdual s woeke askoed to lTist the gy

values, and this ranking was correlated with the rosults
Al

for the Clothing Value Soalo (Theberge and Witter, 1975 .

Values used for the Clothiing values 'Scale wore::

Helf-expression: communicating individually through

clothing, operationally defined as Nancy.
- -
N Aesthetic: séeking beauty in® clothing, opcerationally

defined as Ann.
Economic: scexing maximization of resources throudah
a clothing, operationally defined as Sandy.

ﬁ”WEﬁychQiOqiﬁaiﬂGQ:fufﬂf"DLCRLHH woll boing of mind’

throu&h clothing, operationally defined as Pam.

‘Social acceptance: seeking membership in svecific

groups through clothing, operationally defined as Sue.

Physical comfort: seeking well being of the body

through c¢lothing, operationally defined as Debby.
- g

Social lecadershin: Seekiln recognition from others
- t S

through clothing, opeérationally defined as Candy.
. » B .
Value Oriented Advertising Scale

The Value Oriented Advertising Scale is a forced

Al

choice comparison of seven sets of three lines of advertis--

ing copy. Tho Sugicct was shown an illustration of a modea ]

and garment takad'from.aAnon—fashion based advertisement,

-

- *
-
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ten poants, allb o ab b 11 contbll res anonane b Uy G Vi
O Copy o1 Phie Soor ould b ddrerded, in o Soree wo bt
the three Tuoes ot fhe oo o, The Tines o vopy wore re-

9
Fated to a value oritentatron amd woere adaptoed from ogurrent
. t

fashion. adoort Tsemont s, A anel o of gudges selectoed the

21 lines ot copy trom a seortes of 75 statements as Lot

} . . . - . )
depiroting the seven value oricntations. The 1llustrations
..

woere chosen 50 as net Lo suguest a particular value oriont a-

tion, but to let the subjece solect fhe line ot copy which

Y !
~
‘pEOjected har wvalue Orientabtion, The same panel ot Judoes

examined the 1llustrations to determine if they were froe

from suggestion of a particular value. The scores compiled
§

L4
from the Value Oriented Advertising Scale were used to form
a rank order f{ordinal) formation for the seven value orienta-

tions. (Appendix B)

Blishen's Socig-Fconomic Index

This index based on 320 occupations in Canada, was

selected because it 1is the only Canadian oriented measure

Fh

. B
of soclal economic status. The scod®es rarge from 23,34

to 76.69; a high score indicates a high social economic

standing. The index was first developed in 1931, using -

o

»



kA

s
4

Those

CoouCat s i Ctetisties of individunils on-

. h

. - . . .
gaged 1in various gccupations. The study was updated in
X961 to include a total of 320 OCCUp%thPS. The, only
information regquired for using this index is the subject's

occupation. ©Only male occupations were

test assumes

«

o o .

family!s social status.
. o

not marrled

earned bv a male, ‘the

42 of the

determine the status. Question

Inforwatlcn qucstlondalr (pav 25) was

the soclo—ccononic status

.

-for Purchase

-

o : Reacons

«

o

1ncluded

since the

that the_husband’s occupation determines the
In this study when®°the woman was
and not living in a home where the monéy was

woman's octupation was used to

Background

d@signed to obtain

The subjects were asked to rank order seven value

[

formation for the seven

The reasons .for purchase were formed by us

tions for each of the value orlentatlons.

for thlS 1nstrumont ard the Clothlng Value

provide a validity measuremehf. The Cloth

measures

reasons were used to form a.rank order

value orientations-

. ' . ’ . e ° s . B
.related revasons for their most Yecent clothing purchase

(ordinal)
(Appendix C)
ing the defini-

fhe correlation

Scale should
1ng Value Scale
2 'Reasons for

rect value

o

inferred value hierarchies and th
Purchase Scale indicates the consumer's di
R B T
hierarchy for a specific 'situatdion.

S L ;

Directional Ratina of Variables

Tahkle 1 vives the dircoctional, rating

‘and tho possible ranae of scores.

of hles

n

the varia



Diréctiqnal Rating of Variables

Cltable 1

o)

High Score:

BEconomic Scale

4

76.69

x

Variable . Range Low Score
Clothing Value. 1-7 LOow importance High importancé
Scale
. ‘ . 2

Value Oriemtated 1-7 importance' High_importaﬁce
Advertising .

- CF
Scale
Reasons for 1-7 ‘Low 1importance High importance
Purchase )
Blishen's Socio- 23,36+ High status Low status




Analyvels of DAata

o B -S RE o ‘ )

- The data ware analyzed using descriptive and statis-
. [0} ) !
tical techniques. 'Background information on all subjects

was tabula}ed according to frequency distributions; per-
. . Tu . ©

o

centages were..reported. . o0

Correlations between the rank order measurements were
: \ »
arman rank correlation ‘(Rho) and
‘ N . .
- :

- analyzed using

Kendall 'r coefficient (tau). This technique
was used to test hypotheses 1,‘2, 3, ana 4-, Hypothesés

° . -

5, 6,7, ahdlg'wéfé £é5Eé3 ﬁSinéﬂémbéérsoﬁ Product Méﬁent
C&)rr‘elatio’vri.D A one-tailed test was used té détermine the
Significance of the correlation Coéﬁficicnts, _Anal§sis
of variénée was uSea to ‘test the Jgifferences in méan

rankings for the values of working, non-working and
5 O - <

3

students in Hypothesis 9. The signiflc%nce level of p < .05.

o
@ o-
3

was used throughout the siudy. -

»



CHAPTER IV

. ‘ - FPINDINGS

._Descriptivé and'statistical‘apalysis of'the-déta_wi};
be presénted'ia tgisichapter. -Various stét}gtical tech-
Fiques wéfé employed to teét thé_hypotheses=designed fbr

this study. = Description of the Sample, Spearman Rank o

Correlation, Kendall Rank Correlation, Pearson Product &

\

Moment Cofrelation; Analyvsis of Vafiance and Acceptance-
Re]ectlon of h\pothes s w1ll be used for subheadihgs™ ln

this éhqpter.

Description of the Sample = = =
N . : S,
The sample for this study was Selectéd from a fgmale

populatlon in an Edmonton shopplnc center durlng “the second

r 1975, Each day for one week every tenth

woman was a proached and asked if she would be willing to
“ake flve ‘minutes to part1c1pate in a consumer study.> The’
questions were. descrlbed as non-threéatenting and anonymltv
‘waé‘éuaranteed. A table- and chalrs were prov1ded foq)the
subjects. Although the testing took place in the center,
aisle of the mall area,aan attempt was made to segregate,
‘the SUbjCCtS from the passing crowd with movablc decorator’
arrangements., A tabulitlon kept of refusals revealed that
36%‘of the'individuals_approached decl;ned to-participgtg

in the study. Many of the'individuals who refused to take

<,
]
ind
0]

pvart in the study shoﬂ'nrg with c¢hiidren, ‘Husbands or

33



friends gnd were reluctant gb ask Eheir coﬁpqnion to wait
while they cqpplete&;£he test. The time required'to com-
p;ete the 1nstrume;ts varie d from two minutes toatwenty'
minutes; most of the Sub]eets finished the instruments in
©5-6 mingtes-.o A total of 127 womem'part}c;pated in the
study. Five Sebjectstere eliminated due to misunder-
gxahding the directioﬁgﬁ The total ﬁamplet the}efore
consisted of 122 women. :

. Table 2 cC tains the mean, median, mode, standard

deviation, range, possible range and skewness for age and
- . N B B - . L)

* socio-economic status. The distribution curve for age was
skewed positively, (.55). This did not depart radically from
the position of anormal distribution. . The combined socio-

economic.sta£us was'alse-élightly (.67) positiyely skewed.
The socio-econom:ic status was divided into three classifi—.
a : . _ :

cations: female socio-economic status, male chiQ—economic
stetgs,wand e combined measure. In the combined'meesure the
. sScio—~ecHhnomic status for - the male was used in all of the
>cases except where' the_female was worklng and there was no
male employment, in which casee the female s socio-economic .

status was employed In 14 céses, no type of employmerit

N

<
was reported.  These subjects were deleted from analyses of

socio—-economlc.status because a score of OQ.OO_Would not
écdurafely repreqent the status of the unembloyed individual
and indepth case histories were not feaSLble. 

The mean socio—economicwstatus -(SES) for the females
revealed‘a sliqheiy lower figure,(45.63) than the mean

male SES (47.65). The. combined SES (46.18) fell midﬁay
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between the other t%o mgdbure% The range for the'femalo
,popﬁlation (29.43—76.01), was‘slightly'less than the rénge
for the male SES (27.86-76. 44) , and the combihed range¢ for
the SES re sulted in the same figure as‘the‘male SES (27 .86—
76.44) ., Table 3'shows a comparisoﬁ of tHe mean and stan-
dard deviation obtalned for this study and those obtained
by Blishen (1961) ‘for an Alberta sample

Based on 1971 Census tracts, Southgate Shopplng Center
is in an area borderlng high income areas (Append1x<D);
The economic location of the: shopplng center could have
affected the dlstrlbutlon of socio-economic status;
skewing the‘d;str;bqtlon»to the right.

Table 4 represents the"freéuencies and percentages
of éubjects which felleinto each of_the,threercateqories;
ygrking,_nen—working and students. .The la;gest'percenﬁ
.(54:1) of the subjects were employved, ﬁhe percentaée of

students and’don—workin individuals was equal {(23. O)

Magazines were found be the media whlch most

» often influence féshion>chénQe,(Table 5). The Second‘
mest.frequentirespoﬁse was the "otﬁer“ catégory. In
the'case of "other" responses,. subjects were asked to

be more Spe01f1c- a large percentage- de51gnated shopping®
‘as the major fashlon 1n‘ormatlon gathering system.
"Talking to .Friends" was checked bv 16 4 percent of the
subjocts, and catalogue° were 1nd1cated by 10 percent

©f the- subjects as prov1d1ng the most information about

fashion changao.’



Table 3
Comparison of Socio-Economic Status Index
for two samples

Blishen (1961) 4dnd Witter (1975).

]

" Sample Mean -StandardIDeviation
Blishen (1961) | C39.20 | " 12.64.
Witter (1975) . -46.18 14.70

k4




.

. .-
Frequency and Percentage Distribution of Sample T
o . : \

s

Tableoe 41

a9

According to Employment Groups. .

r

o

’Groﬁpbw \Fréﬁuoﬁcy“ Freguency
ngcent
Working ‘ 66 54,1
eNon-working !és 23.0 L
Students , 28 23:0 '
To£a1 122 .100.0

@




Tabla o

° Frequency and Porcentage Distribution of
- '

Sources of lMashion Information

in Order of Importance

.

Information Frequency 1Frequency
Device s L‘  Percent
Magaziﬁés e : . 57 ‘ 46,7
Other (éﬁopping) Coc21 i 17.2
Talking to Friends . 20 o $16.4
.A°Catalogues - 13 »‘ : 10.7
uNewspapers 7, . ‘ 6 | | 4.9
Televisicn ) : ' 5 | 4.1
Talking to Relatives. - 0 . ' 0.0

- . Total 122 - - 100.0

1 d




MEAN RANKING POSITION

Moan Ranicandg

Figure 1

Scales, Value Oriented Advertilsing Scale

and Reasons for Purchase

Position ot Values tor Clothing Value

i

Value Oricnted Advertising Scale.

*

N=122
T

74
6 -
5
4
34
2 4
14 .
0 )

Phy. Ec. Psy. Aecs. S.E. S.A. S.L.

Co. - Co.

' VALUES. )
= Clothing Valuwe Scale
4wseren, = Reasons for Purchase -



}v\'t*n(lr.nll Rant Correlation Coctticient

A Kendall Rank Coreelation Coofficient (tau) was used
to-test the relationship between data from the threo in-
struments.. The Kendall test 1s one of association ro-
~quiring variables which are measured on ﬁt least -an ordinal
scale. vValue rank order formations present such a scale.
Table 6 presents the results ébtained from’this anaLySis,
cofrelationéfsignificant at the P < .001 level existed
betwcen'tho Clothing Value Scale, Valuc Oriehted Advertising
Scale’and Reasons for Purchase Scale.

| In detefm;ning'the validity of a measure the researcher
iis determing wﬂether the variable being measurdd is indeed
the one that Shbuld hbe measured. By correlating fhe rank
order formation of the inferred Vélues (Clothing Valué
*Scale) with the definitions for the values‘(seasohs for
Purchase) a validity evaluation may be made.

Reliability of measurement 1naicates the consistency’
of independent but‘comparable ﬁeasures of the .same in-
dividual, group or situation. B

Equivalence (reliabilityi involves arriving

at consistént results from two.parallel

measurements usedy with the same individuals

at approximately the same time (Compton, -

1972, p.204).
The corre]aﬁjon of the three instruments provided a re-

liability measurement for the value rankings.



TP 1

Kendall ,z('urrwl(lt Ton Coottioiont  (toau)
[ h
% v

Probabi ity Levels for Clothing Value Scale,

Valub oriented Advertising Sealoe

and .R(-q:;(mf; tor i’ki‘r'(,'h{lilt,‘ ) '\
value Oriented Reasons tor
Advertising Sealo Purchase
Cclothing vValue Scale . tau .240 tau .337
(.001)* (.001)~*
value Oriented ' tau .264
*
advertising Scale (.001)
N = 854
daf = 853"
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Table / vepresonts o Dpeearman Banlo Correlat o (1)

M \
analysrs o the tndirvardual o valucs in cach b the gt vt

P

f
A stronger cHrrelatiton resulted Trom the el g ottt he
Clothing Value Scoate and Reasons Por Purchoase thoan any
. ’ "
other combinat vorn., The correlation of thaono b oo e
provided a ftyppeer of validity measuremoent Strxtoeen o! the
O
twoenty-one associt at 1 ong resulted in o signiticant correlation

coctticionts.

The efficiency offthe Spearman Rank Correlation (ry)
! =
comparcd with' the most effective parametric correlation, the

Pearson r, 1s about 91 percent (Siegel, 19%6). I{f a cor-

' ' . ¢
relation betweoen two variables eoxists in a population with
100 cases, the Spearman measure will reveal that correlation.-
at the sane level of signiiicance which the Pearson r- QQ#M

would attuain with 91 caseos. -

Pearson Correlation Coefficiept
. ” = - 7J v
A Pearson Correlation Coefficient (r) was computed to
test the relationship of sucio-economic status to various -
values (Table 8). A significant inverse relationship

resulted betweoon soclo-cconomic status and both aestheticd

2]

(p=.002) and social leadership (p=.022) on the Clothing

D

Value Scale. None of tho other variables were significantly

related to SBS although osychological.cemfort {p=.071) on

the Clothing Value Scale, physical comfort (»p=.09) on the =

g ral accaditanrce

Value Orjented Ageortising Jcale as well as soc
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\Qj and Signirficance /

Sprarman Rans Jorrelation Joeflrcie:

.

. Love ls for Clothgna Value Scale, Value Oriented r

B a ;
.. ;
Advertising scale and Boasons
for Purchase .
N = LI2 .
. o~
. ) B .
. B
T
]
N

Dricntoed Reasons for

Value

Adver ! 10y

Purchase

Soales

CCLOMTHING VALUL sCALE

o o0 ) - - e
OR! rgdgniticant at py L05 2
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Table 8 .
w
Association between Sociostoonomis Status end Clothing

Pearson Corraolat ton Covtticionts and

Significan-« Levels R
N-122

I
i

CLOTHING VALUE SCAL

soCrozroenen

STATUS

Val

e s .

VALUR

ORTENTHED ADVERTISTNG i
*Significant at p.< .05




u o -t

. . P L [
on bath the Salae Drgontod Advertasing Scale (0= 063

. . g Q-
and‘tHQ‘RcasonH for Pufchase Scalce (p:.067)aagp¥o&chod e
significance with' the SES. R Lo o
& . ° B . .' . . o’
N o B .- . . . . ) .
Analvsis of Variance - % o - o
. - C . o ke .
. . ) ﬁ i ;., - B ‘oe _ .
. ‘The-analysis of varlance“proccdurdqupvgdeszoco . »
. M - 4 ey n ‘ o . . © ©
> s i o - SN
. An obje LJVO critierion for de Lthng &hotucl the
a e : ) , ;‘ " ¢ .0
variabzlity between qroupé.is da;gc° moagh in e 0 o
o - . o & ot o ks v .
: cpmparlson hlthothg va llabllltV w1thim quupé ; <
to justlfy the 1n10rence %hat ;h& ‘means of th °
° © “ L 5 oo s
populatLOn\from whlch the dlfforcnt qroups were ¢ °
v ¢ 9 2 o Coe
“drawn are not thc Same (Spehce, i968 p.‘bS@' T
o N s co N ° o7
Tho Statl tlcal procgduzo of’ apalysxs of variange . lS bascd
) . . ‘ .
‘on the foidOWLngﬁJQSumptlonq (hlrk ;968 ‘p; 43)
> . 8 °
1. Qbeorvaggons care’ drawn from- normally dl%trlbutedf"
A . o I SR , 5.~';p‘, > s et < ;
populations. o ° . oy °
o . ¢ -°¢ o - N . a ) 4 ° B . _T” ) Qe »
2. Observations represent, random saniplés from
o o o . % ) 5 o .. I
R populatldns., S0 ‘ s 0~ R _ °
i A) . & < . “, 0 5. . V :q - . . O'A
3. Pépulatlon error varlancgs are equal e ’ . ¢
S a oo . o
4. The numc¢at6r—and'den@mgnator Qf the F ratio are
’ o “ifmdepé&ndent. , e . : -
’ ’ 0= - o L R se . B o
. . o . o R
Various authors (Ferguson, 1959; MLniumF’197®;
Pearson, 1931; Winer,, 1962); dve ‘indicate that ‘these -

assumptiong aresrobust and the r;sult% of the. analVSlS

=2 " E - - . : s o« 5]

. shoUl&Tot be affgcted by rpasonabl departure from -

<]

. v o
noymality arf@ hemogencity. Kirk (1968) indicated that o
; N ‘ : . .

- "unltoss the departare from normality is so oxtréme that
CET . |




© ©
)

. o
\
I3

Lt ocan be readily detocted by visual ingpection ¢ the

Y

data, the departure will have little effect on' the prob-

.cability associated with the tést‘of significance" (p.61).

. B IS N ’ @ . G
Analysis of variance has beon' reserved for data measured »

o . a . -
.0 o . o ) ¢ o . R
> on at leadt an interyal scale. . The problem of "weak .
a <
! o .o . PERN o
ch%UIQ" ofientatidn has affected soc loloqléal rosearch
5 , -

°

? I S oo :
begausg the datg ,are rarely initially -in 1ntefvaf form.
= o ‘ " :

@« - . There are also, hoWever, a very large nquqr
: o - .
of social variables that can be measured at an

. o ) B a,
. ordlnal l vel’, buF not necessarily at an interval
or‘ratio level. "Aftitudes,® status variables, and
B . N . O‘aa o . - N
a diverse variety of specific variables can be

o 3

= gifven as ekamples. The quest.ion has arisen whether
JFven as o SEE - \ :

-0 =, i A <« q - N

J ~ 7 these variables, when med oo’ with ‘ordinal pro-

. o,
: oW oz i a °, . )
Lo cedures whose logic calls for interval measure—
o 'Q ’ < g Q ° o . . . . .

méﬁt:ﬂor“whethdr such data, analVSlS should be e

llmlted to tochnlques re qulrlng only ordlnal

‘4measuremu'¢ (ACQQRJ 1924, ﬁs 427) .

N i i - R
° < <« .

. '>jaBakér (1966) advocated usihg'the mSSt,pOwerful

techniquesiof'anélySis~whlch could theorctlcally be 3

e

juqtlfled : btatlstlclans such as Anderson (1961) Hailéy

(1970) Qnd Ha;g (1973) support thlq poyltlon, arguing that

o C G
[ S . .
<.the le vel of measu; ement one caa &laim is a theoretfbal
, . : :
rather than a mathcmgtical matter. s e ) ) N
. . . N 2 ‘o L <
- - With large sample size (say 109 or more) con-

N

siderable randone masurdment orror will only



marginally afécct the power of a test against
a moderate to large delta. . .the power problem
‘may be very serious in small group rescarch and

other analysis using very emdll samples  (Acock,

1974, p. 428)" Lo e

qlnco the samplt in this research was large (122)

and the use of ‘fa more powexful technlque could” bL

©

theorotically justified, an analysis of variance was

used for the ordinal data. -Tables 9-11 bresent results

’ -
—

. . ot - &
from the analysis of variance. No significant results

oCéufxéd when the moan‘llstlngvof values in the’ three °

o
‘

groups (employed, non- employed and studont) wore com-—,

Ry

pared. Aesthetics (p=.09) on . the Clothing’ Value Scale

and'th%icai Comfort (p= 09) on the value Orlented Ad—

vertlslng Scale were the only measures whlch approachtd

significance. ’ .o o o o
- .

To further -justify the use of. analysis of variance

a Chi square test for independence was .used between em-

.p;oyment groups\and the values. (Appéndix E). No signifi-

cant findings resulted.except for Physical Comfort on the

vValué Oriented Advertising Scale (p=.02). The value of

“p in this analySis may have been affectedfby-the number

“of empty Cells in the contlngency table, fifteen of the

fourtyffive cells were.vacant. A large number of empty

. - . 2 - .
cells tends to inflate the X* value (Siegel, 1956).
7 ' o e

[se]
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The first objective was to investigate the relat ion-

ship:s botween the Clothing value Scale, Value Oriented

Advertising Scale and Reasons for Purchase. The first

four hypotheses were related to this objective and a
o , -

Spearman Correlation Cocfficient was usced to tost the

deyree of

assoclation between the measures.

Hypothesis 1.

Hg: There will be no significant'éorfelation.
betwaon‘the Clothing Value Sca1e and Reasons
' for Purchasc. ',
Ha: Theré will be a significant corrolaﬁion between
fhé Cloﬁhfng Value Scale and Reasopns [or
Purchase. i _
- A cofrelation cocfficient Significant‘af p < .001

resulted‘from this analysis.  The null (Hp) hypéthesi§ "

)

Yo

therefore, was rejected_and the alternate accepted. This

measure was used to obtain a type of validity measurement

for the Clothing valuce Scale, which measures inferred

values, while the Reasons for Purchase scale deals with’

a more concrete measure of the value hierarchy.

Hypothesis 2. ‘ 1 : s o

Hpo: -

Hace

There will be no significant correlation between

the Clothing Value Scale and the Value Oriented

"Advertising Scale.

There will be a significant correlation botween



tho 0 v by s Vb Do b arndh Van b ooyt
Advoertising Scate
A cdorrcelation cocfticieont signiticant ot t_h(\‘ D .00
level resultoed. Thao ‘HUll hypothesis, thercetore was re-
'jocte)d and thoe alternate was acc:wpt(z:d.
Hy;‘)othcsjs 3. ‘

UQ: ThorcAwill be no significant correlation betwoeon
the ReaSOns Eor-Purchiso and the Value Oriented
Advertising Scalo.

Hp: There will 5& A significant correlation between
the Reasons fotr Purchase and the Value Oriented
Advertising Scale. .

A correlation,:significant at p < .001 resultcd,from

ghis analyéié. The null hypothesis-was rejected and thé

alternative was accepted.

Hypothesis 4. o ST

Hg: There will be no Significént corfelaéions amond
the Ciothing Value Scale, Vélug Oriented Adver-
tising -Scale and Reasons fo; Purchase.

A

Ha: There will be a significant correlation between

c
«

the Clothiné»Value Scale, ValueAOrientea Adver--
tising Scalé and Reasons for Purchase. ' |
The correlation coofficient was significant at-p< .001.
The null hypothesis was rejected and the altornate‘was’
acccptéd. 7

The second objective of this . study was to investigate



thee ro bt ronahiipes ot ® bt cho i v ed e
status. The next tour hypothoeses are related to this ob-
jodtrve . A Poarson Prodoct Moment Corprelation was used

for hypothesces five through olght

'I{Y[)()t}lk‘?3ifﬁ 5. //

Hey : There will bd no signiticant relation botweoen

i
socio-econonmic status and the position of the

aesthetic value in the rank order tormation.
iy There will be a signifigant direct relation

between high socio-economic status and the

o

' . . . Al ..
position of the aesthetic value in the rank

’ order formation.

A significant inverse correlation of p< .002 resulted

when socio-economic status was correlated with the position

\

-of thé;aosﬁhetics value. The null hypothesis, thercfore
was rejected and ﬁhe alternate hypothesis was acceptea.
Hypothesis 6. (’ ‘

Ho: There will be noEsignificant relation‘betwoen

b

’Ehe socio-economic status and the pdsition of
. the Social léadership in the rank order formation.
Ha : Thereqwill be a significant‘direét relation
bgtween high socio-economic status énd tﬁe
posigion of the sécial leadership value in
‘the rank order formation.
Based on the results of the Pearson Product Moment

-~

Correlation an association of p*i;p22 resulted - 1n this case.
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was accept (e,

Hyepothesis 7.
- v

H”: Thoere will be 1o sranitioant relation boetweoen

GOCLo—oconomnic status andsthe position of social

acceoptance 1n the rank order formation.

Hopc: There will e o signiticant inverse relat ton

! .
between soclo-cconomic status and the position

of social accepntance in the rgnk oder formation.

No significant ~orrelation was found botween SOC1O-

.

cconomic status and social acceptanca. The null hypothoesis,
: ~

therefore T to bo rejocted. -

flypothesis

Ho: There will be 1o sitgea¥ bcant relation between
O LS

e,

socio—economic statut® and the position of the
. h *

economics value 1in the rank order formation'.

Ha: There will be a significiant inverse relation
between socio-¢conomic. status and the position

of the economics value in the rank érdef‘
formation. |

" No significént correlation résulted when socio-

economic staéus was comparedvto the position of the econ-

opics,value; therefore, the null hypothesis failed to be

rejected. ' ~

H e Ratk ordering o values will not differ accord-
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Kluckhohn' s wunwwﬁt ot ominant cand Varaced Vatue

Oricntations provided the theoretioal troamewarh tor tha

Study. The interpretation of the data wi bl e structured

. . i .
in relatiron to the thoeodot teal tranework, he two objeoc-

»

tives tor the study and the hypoetheses tormulated.

The tirst object ive wis to investigate the relatton-
) : n

ships botween the Clothing Value Scale, Value Orrented

Advoertising Scale and Reasons Yor bPurchas:. The tirst.

four hypothesces were related to this objective.  The
- “
findings suggest that o strong as-oclation exlsts botwoeon

o R X -
.the measures. The three different meggares evaluated the

ignificant cor-

same varlables from three viowpogpts;
?feldtion be tween ﬁho‘mtaiures inJ;cated that the value
rhierarchy was related, a%d stable, even when 1t was
apgrbached in differént'fofms. The results of~the first

four hyéothesés support Kluckhohn's contention that a dom-

inant value exists for-each individual. The muean ranking
of . values, however (Figure 1) indicates that the dominant

. o] s v
value varied-significantly from one individual to another.
The only exception was social lead-rship which was ranked

-

o1}

consistently high, indicating lack of importance in " the

[

hicrarchy. A partial explanation ror this might exist in
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b o

Rogers' (19421 “thoeory of fashion difiusion.  only a small
percentage of the vopulation are leaders. Consegquently,

5
1t would be expacted that the leadershiv valuge 'in clothing
; : o - . N

would not be ranked proportionately as ilmportant as. the
othor values. The social acceptance value presented the
largest variation of rankings., - Thoe mean ranking for social

pcceptance on the Clothing'value Scale was lower (more
H . . . B .

importiant)  than on the Value Oriented Advertising Scale,

and social adcevtance was the lowest of all on.the Reasons

for Purchase scale. It could be hypothesized that in a
soclety that values sell expression 1t would néot be T

socially Jdesirable to rate social acceptance high on the

)

continuum. Qn th@ Clothing Value Scale it was nmpre dif-

ficult for ‘the respondent to detect that social acceptancoe

was boing measured, since cthe value was masked by the

N

[

paradraph, whoreas on the Reasons ﬂdr'Purchaso Scale 1t

was ovident which statement ‘measuvred the social. acceptance

value. : .
v

This rescaveh supported Kluckhohn's theoretical frame-

work; 1t appears that values are part of a rank order
formation which auide MUﬂs”docision§. Thosc valucs vary

in 1mportance rrom individual to individual vielidding a

dominant but vaviced value structure.,

Thoe second objective for this study was to investigate

the relationships botwoon seleocted clothing values and
social o status. A sitgnitdicant corvelation resultoed when
v ) '
)
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SOCcioReconomie status was correlated with the vosititn of

This 1s understandable since those
<0 . =

- ~ B B
the aesthotics valuce.
. . . - R R e
Ys from higher socid-cconomic qroumg/ﬁiqht use
y N ) © - - " ‘ -

7

as a-creative oQtf@s Lniérngaard”/l962; Creckmore,
1931). In Lapitsky's él@Gl)'sthy, Jésfgoﬁics was found
tb bé the highest rﬁnkod value. In this reécargh héwcvor,
: : . .
aesthetics did not rececive the hiqhésg mean rankKinyg.
- ) N ; 1

Social leadership. was found t@ be more important to

those individuals from.high socio-economic groups. This

substantiated rescarch by Coblinger (1950), Creekmore

(1963) , Gates (1960), Veblen (1912); and Vener (1953)
"which indicated that thosd individuals from high SES were
interested in clothing as, a means Of differentiating them-

+

selves froy the populace. No significant correlation was

found between social accéeptance and Socio—econgmic status.
~-This result failed to support Gates' (1960) findings that

’

. socio-etonomic status influenced the value' placed on sotial -~
i o N - .

acceptance. The medn for SES in this rescarch study (46.18)

was higher than the mcph in Blishen's (39.20) study. This

may have been an inter¥vening factor in the results. In-

dividuals in this studs lowest on SHES may actually have

,been from the lower middle ¢lass, ather than actually
. . =

from the lower. class. The positiohh of the economics value

did nmot appoear. to be associated with socio—egonomic status.

This finding may hiave boeen influenced by the sKew to. the

- .

! N * - N B L . . - . iy
Tiahttcors thy At rabution royr SES.
k : o A

TLda T

L. < . ,4- g
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amony ghbjoctsfwjth differegt employment statps {emploved,

>

ndén-enp Foyed, student) on valuc .orientation. - In only

- v

two instances did, the means for -value rankings difter at

o a

a, level approaching significance (Table 9-11). On the
: . ; ) . \

-

Clothing ValmcfScale the aesthetics value_reached a siynifi-

cance level of p o« . 093. The,mean ranking of aésthetics for

students was considerably higher Flcss'important) than that
. . . . [}

An part by the rélation which existed for hypothesis 5«7,
E ; . ’ o A\

for non-working or workimg women. This might be, explained .

P

In this case ‘those individuals from high socio-economic

levels valued acsthetics more than thosd individuals from

lower lovels. Since students might be considered to be,

. e
° 0 7

at leasts temporarvily, of a lower economic level than other

aoesthetics “lewer on the continuum than their cQunterparts[

groups,” it might be anticipated that students would rank

£ . : i . . 7 ‘0 ) . o
s The sccend area in which''a difference among CmpTOyant
Jroups. apprroached® signi ficiance was on ‘physical comfort on

o - N

the Value Oriented Advertising Scale. Here the significance

loevel was p o~ .094.  In this case the employed women ranked
o .

<

physical comtfort™.the lowest (most important)s students.

ranked it the second lowest, and the unemployed women gave

it the least importance: Again the life styles of "the groups
. % N K ’ ’ o

invelved might possibly offer an explanation for- this dif-

“forvnoe.



: © CHAPTER VI
SUMMARY AND RECOMMENDATIONS

The purpose of *this study was to iInvestigate the

’ ’ . - o - ~ -
relatironship of clothing values to congumption. Clothing
: . et 3 - 1

o

valuevs were explored as a viable avenue to predict the
¢ : X .

consumer's advertising preferences and eventually-the onti-

ties which prompt purchases. " In a segmentation analysis

several criteoria are necessary for ovaluating the use-

0 °
° ¢

fulness of the proposed market segmentation. These criteria
. . . .

- are: that the variable be divisible into sogments, mcasur-—

. - ) . . C- . ‘ .
able, accessible to the firm's promotional activities. and

should ‘lead to incrgascd profits from segmentation.

The sample consisted of 122 women encountered in .a
k-1

>

shoypiﬁﬁ situation. Three instruments were administered,

the Clothing Value“Scale, Vélgo Orionted Advortising Scale.

- . " . -

- and Reasons for Purchase Scale. A background guestionnaire

was used to obtain the ave, occupation of the subject and ..
the subjoct's spouse or father's occupation if they weve”
living in thoir home.
o. N ' . P ' ’ N . ° . .
< The theoretical framework for this study was developed
v o : : .
- . : . . B . 2 ) ~ s s
« from Kluckhohn's theory of Dominant and vVaried value Orien-

3

e

: : : ° -
A . . = " . . . .
taticons. Values are rank order ontities which guide man's .

,do.\c_i sions 1n lifoe. Wherr an individual is presented with a

Torced chorlee decision tha woesttion of the values guiding



the decision will determine the outcome.  Values might

AN
o

therefore indicate a mtans of dividing the market into soyg-
ments whighfuro measurable (Clothing Value Scale), access-

ible to the firm's promotiongl activities (Value Orjented

Advertising sScale), and whijfh-might lead to increased
R o . L. " T

-~

profits thpouqh‘soumontat n (Reasons for Purchase) .

The first objective OFf this study was to investigate .

the relationship between the Clothing Valug Scale, Value

3

Oriented Advertising Scale and Reasons for Purchase. ' The

re

firsé four hypothoeses were fo:muldted to .fulfill this
objective. A correlation of p ~ .001 resulted for ecach of

the first four hypotheses, indicating that a strong ro-

lationship did exist. This sﬁpporﬁcd Kluckhohn's theory

.of Dominant and Variced Value Orientations.

s o

y
.

The second objective was to investigate the rolation—
ships beotween clothing values and social status, Hypotheses

4-9 were formulqtéd to fulfill this objective. A significont

correlation resulted when acsthetics and social leadership

- were associated with social status. “~Those individuals from

the higher  socio-economic groups value both aesthetics and

social leadership move than individuals from the lower = .
e 5 ) A

o
socio—cconomic classes. Social acceptance and economics
showed no significant correlation, with socio-economic

status. The -distribution of the group on SES was skewed

to the right indicatina that there were fewer individuals

in the lower sociv-ccoloiiic groups than might be ex-.

pected.  No osignificant differences were found betweon



for further rescarch wore formulated:

T S T T S N U A S S BV LRI sy - Teerel wennon
and students.

Rocommendations

]

— . ] . » . - :
On the basis of this study, a number @t‘xocommendatxons

@

1. The design ot this study did not allow the

researcher to control oxternal distractions. The testing
was done in the mall area of a shopping area, and the noise
complications varied on each testing dav. Eliminafion of

. - .

the external stimuli may have been beneficial to maintain
d .
rescarch design unity.

2. A research study involving actual mass medla.

~advertiscements should prove not only interest.ing but

enlightning. The subject may find it easier, and more

-

relevant to react to actual clothing “jtems rather than

® -

to an undifferentiacted product such as used in this, study.

3. - A'socio-cconomic index 1is needed which takes fomale
occupation into the status. analysis. Tt appears that
available indic¢es are biased as to the importance of the

male occupation.

4. A longitudinal study (a study carried on over

_several years) cevaluat¥ng clothing values would be helpful

in dotérmining 1if Kluckhohn's theory, that values are rel- -
atively stable over tim€iriis accurate:
5. As indicated by the mean ranking of values (Figure 1)

subscguent studics are necded to determine why the psyvoho-

n

»»" e i ] . -



Toaical comort measure:s and th

o

hoe social accont anco measule:s

arc so discrepant. Concelvably all three of the instruments

: . . . . il o . .
should be cvaluated on the sdcial cacceptance scale.

6. Additional studies could include male clothing

'

consumption practices. A re1iano instrument should bo
developed to include this sector .
7. An éxpansionlof areas f§} testing in the city
would produce a’moreAreliablo_crdés‘samplc of consumers.
‘This research was Sﬁfuétured arpund é &hcorctiEai

framework and two objectives. The theory of Dominant .and

4 -

Varied Value Orientations was supported.. The objectives,

to investigate the relationships between the three in-
struments and to investigate the - relationship of social

o

status to clothing values, were fulfilled.

3
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Avgaenediin o N

Clothing Valuae Scealoe

Pleacse rank thesoe women's :;twl‘i't‘:; in the order which
vou teel s most like you. Give the story w.hi(‘h you Tike o
the best oa 1oand ot l}(- story which yvou Fike thae least the
7, the other stories should be mmEku"I(wl botwoeen 1oand 7.

Sue enjoys people and hopes that people will lTike

her. She believes that clothing plays an i1mportant

N B ¢
rale 1n holping an i i vidual adapt to a social
situafion. Sue attempts to dress appropriately

for situations whether 1t 1s a barbecuc or a job

intervioew. : , “
sandy believes that a good wardrobe does not need

1Sive .  She 1s vervecareful to buy most of

Mg during the off season whoen 1t ision

sale. Sandy 1is Cautiou§vébouL buyinglgarmgnts which
nust be ‘dry clecaned.or requ!re awlép of carco. She

is proud of her ability to combat inflationary prices,
and more over, plans ahead to save time.

Pam looks for clothing which gives her "peace of‘
nmind." She bclievcs tﬁé£~Clothing should givc you a
"psychic" boost, or nmake you feel méntally relaxed.

There are different colors which Pam feels makes her

—~

feel better about herself. 'Clothinq should make the

wearecr feel good. v

82



Stpoendii A ottt e g cont

Debby rs vy concerne Do adbaoat how clothing teols

when you e we vy v Clothing must it right
and teel vight, She shuns sty les which tmpair
movement . oeeven 1Y they are in ostyle. She feels

'

that clothing couid and should be a "scecond skin."

Candy always trica to ook outstanding. Friends

L2

otten J:;k"(‘armdx' tar her opinion on tfashion. She
yppld rarvely buy Garment which 1s commonpléco;
1f it isn't doing tooratoe compliments it isn't
worth the wmoney.  Ccandy is the kind of girl who
]ikes’to boe nottéed. |
Ann maintains that 'bv:}uty ;hOUld always be ex-
preSsod in clothing. It the design and color of
a garment does not transmit a feeliné of atdrac-—
tiveness, she would not purchase it. Color,
lingb and desi1gn are important to Ann ;n
chodsing clothgs.
Nancy attempts to tell others about herself

W0 . »
through clothing. Nancy sces,clothing as a
statement to socCiroety about her fgelings and
personality. she bolioves that clothing is
very intimate and cust b selected to fit

one's porsonalit.. \
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‘le“ﬁ Ortented Advertising Soade

Please choose the statements whioh you like boest
tor each of the advertisements. You have 10 points to
assign to cach illustiration, you may qiverone statement
al'l 10 points OR you may divide the points and assign
cach statement some points. Give the statements which

‘ .
you like the best the most points.  The nmumbor of p(firxts
"for cach illustration must add up to 10 points.

v

EXAMPLE: [t you like statement A best. ..

10 AL ' 7 AL 8 A.

0B 1 B, 2 B.
0 C 2 cC. 0 C.
= 10 ’ . = 10 ‘ 1‘ = 10 )

,;_ '
Illustratibn: 1 |

A. The clothes that move with yol.

B. Machine’wash,'tumble dry, ends the Cares,/the

/
/

wheres, the why. /
C. The clothes'with a reason, to make you ﬁéel good
- . . A o i

about yourself..

Illustration: 2 ' !
AL You're gorgeous, feel great!
B. Graceful lines, distinctive fit.

C. To tell others who, where and what you. arc.

.
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©

11iu5t;ation:» 3 h
-——,-—~—J’\; . It Commljn:i © ates. L dbOU t you. -
i B.- The rlght tthq to‘wgar dnywhoro, anynlcc |
_“ﬂ__C; 'Clothlng that is cgrei;pe to q1ve}yoq.L1mc ‘
forkthings'ﬁhatbmatﬁe:, ; ;' o .t (W {
Illgstratidn; 4 ’ | i
- A. The fit that goeos whhrn yo& do .. -
(3;, ‘Get what you pa/ fﬁr :and.moréyrmuch;h;ro.'
~ . C.: A/dream‘come true,_and 3ts you,f;j.tﬁé o .v one
| | ‘inhﬁhg crowd;» ' : 7
Iilgstrationf‘ 5 - o o t _ T
. . Standiﬁg,ﬁslttlng, walP;ng,.ydu"li foé;itﬁe .
éifféredceﬂ U | |
B. It ﬁgkosfyou‘feé} like a natufai.woman.
»___*_CQ Stand'out and bé_héticqﬂ.'; hénd noticéd:' 3
ana. .- ' - | |
Iliustratién:  é : .
| ’The.linq, design and f rm of a_fine'éfeation; ] '
;_~;;é. Be a{éart of thé-fun. 4 |
- C.- To make you. the greatest_shbw on earth.
uILlustcation; 7
A. Clothes with”stylé?.fit énd form.
B. Your ffiendé Qill approve, especially the males.
‘ C. It's you. .Y.uniquely. ) | |

Appondix

B Vatue Orien tatod Advertis nyy Seales con i’

!
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) , o Npapcndi e C
E s 0 St Fe Al . S

"Reasons  for Purchase : - . o -

} T . L -
What is your most recent clothing purchasc? |

Hlow much influence did cacH of- these raasons have ;on- your
~purchase?  Please rank tht scoven redsons from the most

- -

influential to the least influential. Give number: 1 to

+~the most’ important rc¢agson and. number the®rest to indicate

the positions df_the'éthpr six .reasons.a
I bbuéht this garment bocaqsefit;;;~.

i

indicates something about my personality to others.

2

is beautiful, . , L _ .
. was a good buy. . (Economical. and casy to care for).
"f o ‘makes me fedl good when I put it on.

. T . - " P . “ N ;

. s . L L
1s comfortable, physdcally.

o . N - \\ .. 4 :
- will.make cther people notice mes

o — AY . - ot ’ ’
0 will mgke me, loox’ 1ike my friends. It will help me-

i
e

to fit into the group.

»
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P Table 26
3
\ Chi Square Taest of Independence
- ) ‘ N . »
between Employment Status and Physical Comfort

on the ERecasons for Purchase Scale. N=122

Fhysical Comfort Ranking

émployment o , . Row’

Groups -1 2 3 -4 5 6 7 Total
Working ) 14 25 A3 6 4 - 2 2 66
Non-

6 15 5 2 0 0 0 28
. Working
Student 6  11- 5 5 0 0 ! 28
Column Total 26 51 273 13 4 2 3 122
x%= 9.115 ’ . N\
df= 12 . N
&7 - b



~ Tab e 27

v
, ) - /J
- Chi Souare Teost for indepondance
betwedn Dmployment Status and Heo nomics
T.on the Heasons for burchase Scale. N=1202
. e
' Economics Panking
Employment Row
Groups 1 s 2 3 4 5 6 7 Total
Working - 15 8 17 8 9 s 4 66
. Non- .

. - 7 3 10 5 2 0 1 28
Working . o
Student , 6 3 3703 8 4 1 28

. .

Column Totilal 28 - 14 30 16 19 9 T8 ) 122
L2 . ' -
X = 13.161 _ .
df= 12 .
P < .358 )



Chi sqnerae Tustoot Independence
A
betwe s Employme oy Sttt and oy ochologjical combort,

puapis

on the "Reasons tor urchase Scale . N=122

Pedrchological Comfort RPanking
Emnﬂovmcnf Row
H Z ‘O . .
~ ’ .
Groups 1 2 3 4 5 & Total
. )

Working - 27 15 17 4 1 2 66

'

Non- i
. . 10 . ©7 5 3 3 0 © 28
Working

Student . 9 5 7 a4 2 1. 28

T

Column Toc.al 46 27 29 11 © 3 122

x2=7.581

L3

df= 10

b < .670



~7

~ Toab b T )
Chy Sepurar ey Toonr b doderondencs Dotwoernr,
. P

L o S

o loyme s Ot e ah anch o Acs bt tioo O b

keasnonag for burchase Scale, NO12Y
— . »
*Aesthetics Rarnklnag

Employment N ) N ‘ Pow

4& ‘75 6 7 Total

-
]
w

Groups

Working - 6 8 7 14 22 6 23 . 66

Non - . §

2 1 4 11 5y 2 oo 28
Workings . o
Studert > 4 7 4 s 2 3 28

Column Total 11 13 13 29 32 10 9. 122



il ;ltilé' qIn. oot Fovebesroerodden oo
ku-fwn.w. noobimype Doy et Statas T St Ewy o 1
on the Keads o foor Purciian cade D P
Self PFxpression Farpd
Employment . Fow
: +
Groups 1 2 3 4 5 6 7 Total
I
Working 3 4 5 27 17 . 8 2 66
Non- .
Working 3 1 2 4 15 3 o 28
Student - 3 3 4 9 s 3 g A, 28
.
Column Total E Y8 11 a0 37 14 3 122
<



i {ilony o o L
oot e i n . vt toaed [ \ ' o .
. o
I FU A R ; b i 1 o
\
SeocrovloA ot [ ;
Employmerrn Row
Group s 1 3 4 5 Do 7 ’ Total
i
Al

Working 1 4 4 4 1s 38 6 6
Non-

Working 0

ro
o
—
~J

16 28

Student 1 "2 0 2z 5 17 ] 28
/
Column.Total 2 3,7 6 7 28 71 122
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VITA,

Q

- NAME: Brenda Sternqguist Witter
PLACE OF BIRTH: Vermillidn, South Dukota.,
Ey < -
YEAR OF*BIRTH: 1951 ,
) _ :

POST-SECONDARY EDUCATION AND’ DEGREES :
: : ° o * . ‘

South Dakota State University, l969—l973,wB.S:

-University of Alberta o ’ M.S.

.HONORS: - ,
L ‘ e
Phi Upsilon Omicron . '

RELATED WORK
_1972'Group~Instructor )
© - - Expanded Foods and® Nutrition

Department of Agriculture

' v

‘Sidux Falls, S. Dakota

1973-1974 Owner and Marnager of Clothing Boutéﬁue "Eclec
@ Village Empor ium
Brookin@s; S. Dakota .

1974-1975 Graduaté TeachingecAssistant
University of Alberta

o

Edmonton, Alberta .
. - o .
1975 Summer Home Economist (Public Relations)

< -

Alberta Poultry Council
B N
Edmonton, Alberta
1975 Graduate Research Assistant °

University of Alberta

Edmonton, Alberta
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