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~ Division: Clothing anc Taxtile~

Abstract
‘Consumers' Perceptions and Expectations of Quality,

and its Importance for Ready—-To-Wear Apps-el

by

Barbara A Clark, Master of Science
University ¢ Alberta, 1983
Professor; Dr. Bei - “rown

Faculty of Home Zc. mones

The purpose of this study was to exploreﬁconsumers' perceptions and
expectations of th‘é quality of ready—to-wear ’abparel, and to investigate various factors
which might affect corisgm;ars' perceptior and e_xpectations of ready—to—wear apparel
quality during the purchase decision—prdcessi In addition, the study was to examine
cc‘msu‘m,ef definitions of ready~to—wear appare! quality, and the i_mportance'of this quality
to individual consumers. Th‘e EKB model of consumer behavior provided the conceptual .
framework for the study. | |

A total of 2,382 self-administered questiohnaires were distributed at the

point—of-sale to purchasers of misses’ sportswear or children's wear from five of

..,I\ ) -
‘Ehton’s Toronto branch stores. The response’/rate was 18.7%. The exploratory questions

were answered by calculating means, modes, or eta values where appropriate, for each

=~

variable. -
Respondents defined apparel qua!ity in terms of construction properties,
performance properties, and sizing. Durability, quality, price, and ease~of-care appeared .
to be important decision factors. Consumers did not perceive merchandise quality as
substandard; but neither didr the); indicate the ability to find good quality merchandise from
most stores. Consumers did pefceive differences in quality’among retail stores and -

appeared to base their per_ceptioné on price/value relationships. Respdndents expected to



) ' .
wear apparel purchases 1 or 2 days per week 6 months per year. for approximately 2 to
[u>

3 years Thare appeared to be some degree of consumer uncertainty concerning the role
of retailers in the area of quality control and appare! standards.

Quality appeared to be more important to the single responde'nt. Ease—-of-care
~ was less important to employed respondents, and with increased education, perceptions
of quality seemed to decr.ease Quality merchandise was perceived more often by
suburban store respondents. Gift purchases worAe more often thought of as durable and
having high quaiity. Nlercha'ndlse purchased on sale was often perceived as having greater

quality than that purchased at regular price.

Vi
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I. INTRODUCTION

T

&

. The retaiter, by definition, has the task of selling merchand;se in various small '
quantitiés to ug'njate consumers.- Differing opinions, llfestyles and modes of thmklng
amongst patrons are apt to create diffidulties for the retailer. When one considers the
diversity of tastes within the consuming public, -and the quantity of merchandise stocked
and sold by retailers, few doubt that\emxentla! exr&s for conflict or error, and this may
ultlmately lead to cor\f?umer dlssatlsfactlon {Ferguson, 1980; Snowdon, 1981) In order to
minimize conflict, retailers realize they must provide consumers with the best quallty
merchandise possible (Feitser, 1973; Harris, 1882; Murphy; 1977). ‘
Murphy (1977) represented one retailer’s view of quality with the folléwing
sentiment: | :
Quality is an attitude of mind which is reflected in producing good valué to the
customer. Value is making the best pdssible product at the lowest possible
price. We should not confuse Quality with Price nor Value with Quality. For
s example a highly individual motor car like a Ro‘lls Royce or a Cadillac or a
specific piece of jewellery(sic) may weil represent good Quality—~—they do not
necessarily represent good Value (p. 39). - ‘-
Retailers will acknowledge that their reputations dgpend upon the guality of their
merchandise, quality reflected in particular by merc\:handise—which bears the store name or
Iogé (Ferguson, 1980); therefore, lletail stores which sell house label apparel, suchas'
Marks & Spéncer,'Eaton's, Sears, and J.C. Penneys, are quick to justify the need for )
procuct quality and quality control (Artim, 1865; Harris, 1982;;lHertz, 1975; Murphy,
1977; Sacks. 1975; Snowdon, 188 1; Whittington,‘1.978). | '
In order to monitor product quality and:in turn service dissatisfied consumers,
many major retail chains have established textile testing laboratories (Artim, 1965; Feltser,
1873: Ferguson, 1980; Har’ris, 1882). The T. Eaton Co. of C'anada'.is one r‘etailer which

sells house label merchandise and also has a product research bureau as a branch of its

service division. One might surmise that Eaton’s attempts to minimize potential consumer



dissatisfaction by (a) providing research apppoved house-brand merchandise; and (b)
supporting all products with a mone, -«ck guaranteg. More than likely, these standard
operating policies act favorabvly for Eaton's in a public relations capacity, functioning as
positive image reinforcers. Withouf adoubt, there are numerous satisfied and loyal
Eaton's shoppers, otherwise Eaton's would not be one of Canada's leading retailers

.(Anderson, 1978} Itis possible, however, that not all Eaton’s customers, including the
loyal ones, are satisfied with all merchandise purchased from Eaton’'s. Personal experience
as a textile technician with Eaton's Product Research Bureau has provided this researcher
with valuable information concermng ready-to—wear apparel spemflcationsythe buymg
function, and insight into customer dn(satnsfac‘uon through returned merchandise.

Textile testing laboratories are prepared for, and well acquainted with, the major

E custdmer complaint areas conc ming fabr'ic“co1orfastness, dimensional stabilit;‘/, and
construction-flaws, confirmed through re.search projects s.tudying.customer complaints
and returned-merc.hahdise; and based on per"sonal observatiolnr (AAMA, 1873; Batchelder,
1965, Labarthe, 1954: Peach, 1 969; Sprole‘s_and Geistfeld, 1978; Steiniger ana Dardis,

_’1 871; and Wall, Dickey, and Talarzyk, f978, 1879). In the past, customer complaints have
focuskd on colorfastness. dimensional stability, and censtru‘ction flaws; therefore
house-brand apparel specificatiohs logically pay st—rict.attention to dyefastness,v
dimensional stability, and construction qualities. From the\researcher's point of view as a’
textile technician, customer complaints dealt not only with the previously»mentioned
apparel problems; bjt there also appeared to be numbers of éomplaints‘concerning the
general "quality” of merchandise. Aithough actual numbers were not tabulated, there were
many instances where coz{wsumers had purchased items which they felt did not last ae bﬁg
as they had e;(pected——resmting ina complaint; and instances where,‘ for the price and/or
brand. consumers perceived overall low quality. Quality complamts were registered over a
varlety of apparel——men s, women s “and chlldren s, across all pruce ranges and the

subJect broached through a variety of specrflc apparel problems

It apparel is consnster)tly momiored for flaws and defects through specification
buying and quality control processes in‘manufacture, why then do customer complaints
about quality persist? Does the adage "You can't please all of the people all of the time"

-

apply or is there a deeper problem? Is it pessible thereis a major perceptual gap between

/'\



duality standards of the consuming public and quality standards/specifications of retailers
. and manu_factgrers? Perhaps quality expectations of consumers*are unreasonably
.exaggerated; in which case, whattype of informatio.n do consumers collect when they

shop for quality? This fhesns project was establishad t"o gain insight into some of these

questions tﬁrough direct contact with selected consumers on the topic of apparel quality.

A. Statément of the Problem'

. The purpose of this study was to explore consumeér perceptions and expectations
of the anIity of selected ready—tc;—wear apparel; and to investigate various factors whiéh
might affect consumers’ perceptions and expectations of ready—-to~wear apparel quality
during the purchase decision—process. In addition, the study was to 'examine consurﬁer
definitions of ready—to—wear appal;el quality, and the importance of this quality to

individual consumers.

B. Justification . :
Harvey (1980), Jufén (1978), Langevin (1575, Reich (1980), and Wood (1881),
‘pagree that an area in need of further resear “h, anc: of major concern to the business
industry, is quality and quality control. Due to stch factors as con_éumerism, government
legislation, foreign competition, and the econorﬁy, manufacturers have discoveg\ed,that the
" production of high quality products is essential to their very survival. Inclustry 5

concerned about the momentum of the consumer movement and the power held by

consumers. Consumer product acceptance or consumer product rejection at the retail

1

level ultimatély governs business success or failure. To ensure business longevity, it is t

mandatory that consumers and their quality "needs” be continually investigated and

up—dated. | | | ) / |
According to Roach (1980), consumers base their purchase criteria on

comparative value. Roach defined comparative value as the price and the quality of a. I

product. Roach suggested that consumers integrate price information with individuéi

quality criteria when they shop, and do not base purchase decisions simply on price alone.

Livesey and Lennon (1978) on the other hand, have found consumer’s perceptions of .

~ quality are subjective and yet often act as the final determinants for a purcﬁase. Through A



) .
their observations and studies. Roach, and Livesey and Lennon, concur consumers and

their perceptions of quality require further research.
| Miller (1978) and Peach (1980) revealed there has been a marked increase in

- consumer complaint behavior within the past five years; and Binstock {1881) apd Livesey

“and Lennon (1878) found that consumer complaints are focused on quelity of products.

'Cor‘wsume‘rs, evidently, perceive merchandise te be of an inferior quality at present, and
e>\<pect the quality to decline in the'fe’ture. Martin (197 1- 1972} and Claxton and Ritchie
{1979) examined consumer’s pereeptions of textiles and apparel and-found results similar
to those of Miller, Peach, Blnstoek, and Livesey and Lennon. The number one cause for
consumer corﬁplaints dealing with textile and appare! merchandise had to do with quelity.

Seidel (1978), Fortess (1981). and Ha‘iliburtonlsi 972) also expressed quality
concernsbut from the point of view of the textile indl;stry. They agree there has been a
decline in the quality of produets in the past; but suggest the deeline could be remedied by
imp‘rovement of commurication channels between the consumer and the retailer; the
consumer and tﬁe manufacturer; end the retailer and the manufacturer. Retailers maintain
that it is impossible for them to secure quality merchandise from their suppliers, while
consumers maintain the retailers are responsible for the QUaIity of their wares. While
marketing integri-ty and the allocation of responsibilities are serious issues, Danes (1973),
Ferguson (1880), and Snowdon {198 1) agree that more information on consumer’s
perceptions annd expectations of pr.oduct quality would be inveluable to the retailer. There
appears tobé a cons.ensus of opinion betweeﬂn apparel manufa"eiurers and retailers
concernlng the need for information and research on consumers, especuaﬂy concernlng
their search for quality merchandnse \
Steiniger and Dardis (197 1) discovered that witan the realm of consumer textile

complaints, particularly those which dealt with quali;ty, the majority were focused on ladies'
outerwear, specifically sportswear. Although completed ten years ago-, the study is still
relevant te the markettoday.. Ladies’ sportswear has a very large volume of the present

market which justifies a further study of ladies’ ready—to-wear apparel, while narrowing .

the focus to sportswear
Q Children’'s wear was also inpluded in the study for several reasons. In the past,
children have been notorious for their roughness on clothing, therefore it might follow



.

that, in terms of durability, adults look for better quality c'lothing for their children. Bowen
( 982); however, reported a growth in fashionable clothing for children. F.ashionable
merchandise may denote a range of perceptual and expectant quality values, anywhere
from expensive and well made, to cheap and shoddy. Although adults may be hesitant to .
expensively outfit the active child, perhaps when purchasing children’s-clothing, adults .
have temperéd their quality expectations with the concept of apparel seasonality. Aware
that children speedil{t out—grow clothing, did Bowen imply that adults have replaced
long—-term, durability expectations for children’'s wear with a more seésonél approach and
therefore purchase more fashfonable apparel? If the child physically out—grows apparel,
or even "goes through” apparel by roughness, perhaps the loss will be justified by "fashion
‘obsolescence” rather than judged by individual expectations or perceptions of quality. It
will be of value, therefore, not‘only to explore the‘percebtions, expectations, and the - |
importance of quality to purchasers of children's wear but?also to .éompare and contra@
the 'same values with purchasers of ladies’ sports’Wear_.

Consumers have been disappointedvwith:product guality in the past; but in order
f.or industry to provide optimium quality merchandise, the consumer has to'be consulted
for direction. Most of fﬁe literature agrees that, to ensure the production of satisfactory
goods, research in the area of coh;umer’s pérceptiqns and expectations of xqu‘ali’ty is
greatly needed by retailers and manufacturers. Industry needs to know whafg consumers’
want in quality merchandise, what consumefs look for in quality merchandise, and what

they expect from quality merchandise.

C. Objectives
Th= objectives of this study were as follows:
1. To determine how coﬁsumers define quality;
2. To examine the importance of garment quality to the consumer of selected
ready-to—wear apparel;
3. To examine pe’rc\:eptions‘ of quality for consumers of sel'ected'reédy—to—v;/ear
- apparel; » ' | |
4 To examine expectations of quality for consumers of selected ready—to—wear

apparel;



M
i

5. To compare purchasers of ladies’ sportswear ahd purchasers of children’'s wear in
each of the following areas: |
a the importance of quali-ty
b.  the perceptions of quality b \
c. the expectations of quality: and \\‘ o
- l
6. To examine factors which may affect consumer's étpectations and percépﬁions of .

\

garment quality during the purchase process.

1

D. Questions
Du.e to the nature of the sample, and the data coIIectefvd, hypothesis testing per se A
could not be justified: however, exploratory questions have :been developed for analysis
purposeé. >The questions were as follows: '
1. Do consumers of children's Wear and consumers of sportswear differ in their
definitions of qQality? .
2. Is there a difference between consumers Qf Ia&ieé' sportswear and consumers of  °
children’s wear in the importance of quality relating fo: “
a ready-to—wear apparel purchases in general,
b. a specific reédy-to-iwear appare! purchase?
3. . Istherea differencé between the consumers of ,laaies’ sportswdéar and the-
consumers of children's wear in theif perceptions 'of: qualit\y' relating to:
a ready—to—wear appérel purchases in general, : o ) ) \
b. a specific ready—-to—wear apparel purchase? _
4 Is thefe a difference between consu%s of Iadiés' sportswear and consumers oAf
children’s wear in their expectations of quality relafing to: | '
a’ ready—té—wear apparel purchases irj genéral,‘
‘b, aspecific ready-to—wear apparel pQr‘chase?
5. ~ Are-there any _différenc_es in importance of’Qua_Iit‘y, perceptions of quality, and
expectations of quality, among purchasers of ladies- sportswear who vary on
2 age ; _ : . .
b.  family déscription, . |

c.  employment status,



1.

d. education,
e. store (branch),

f. end use of garment,

g garment price,

h.  garment type? L e

Are there any differences in impdrtance of quality, perceptions of quality, and

expectations of quality, among purchasers of children’'s wear who vary on:

a age,

b. family description, o | ‘
c. employment status,
d education,

e.  store(branch),

f. enduse of garment,
g garment price,

h. garment type?

" E. Definition of Terms '

Purchaser— an individual who acquires goods by the transfer of money or by the use
of credit. This was operationally defined as individuals who acquired goods from
selected Eaton's iadies sportswear or children’'s wear departments during the period .

9

of August 16 to August 21,1982 .

. Ladies Sportswear- defined according to Eaton's merchandise classification for

Department 246 Misses' Sportswear.

Chiidren s wear - defined according to Eaton's merchandise ciaSSIfication for. .

Department 21 1~ Girls' Wear and Department 232~ Boys' Wear.

Quality - the degree of exc_ellence,‘ distinquished by certain attribute's, which
establishes the superiority of a garment. This was operationally defined_tiy the - '

purchaser's score on items 23 and 24 of the questionnaire. (see Appendices A ‘and

.B)

Importance of Quality the degree to which an ihdiViduaI indicates that a speCific

“garment attribute isa criterion when evaluating alternatives This was operationaily ‘



~ defined by the purchaser's scores on items 7(g). 9. 11,12, 13, and 20 of the
questionnaire. ‘ ‘ "

6. Perception of Quality- an individual's awareness, observation, and interpretation of
the degree of excellence for specific garment attributes. This was operationally
defined by the purchaser’s rati.ng of garment quality on-item 6, and by the .
purchaser’'s scores on items 15, 16, 17, 18, and 22 of the questionnaire.

7. Expectation of Quality— an individual's anticipation of perfogrmance.levels in relation
to speci.fic garment attributes. This'was‘operationally defined by the purchaser's

estimations of durability on item 5, and by the purchaser’s scores onitems 8, 10,14,

19, and 21 of the survey questionnaire.

- F. Scope of the Study

The number of potentual respondents was governed by apre- determmed number

of surveys, distributed to the misses' sportswear and chnldren s wear departments at the
following five Eaton's locations: Sherway, Yorkdale, Scarborough Town Center, Bramalea,
and Toronto Eaton.Centre. -The branch locations represented a census of the Toronto
Eaton‘s stores. {Note: Specific_ methodology will be discusse’d in Chapter Hl) Each of these
ten Eaton’s departments was provided with 250 copies of the sglf-administered B
questionnaire, to be distributed to consumers at the point-of-sale. Each individu'al whe
purchased a garment from one of the ten departments during one business week August
18 to August 21,1982, FECBIVEd a copy of the questionnaire, except in cdses where the
survey supply was exhausted prior to August 21°or where some departments had a
_surplus of surveys upon the clocing date. ’ v
o The scope of thls research therefore was to study Eaton s clnents from two
-departments w:thm five of the Toronto area stores on the qualvty of ready—-to-wear

apparel q'uality..



G. Limitations of the Study
Sutivey distribution was limited to purchasers of ladies’ sportswear or children’s '
wear during one business week——Monday to Saturday from five stores of the Eaton's
retail chain. The use of a convenience sample xmposes strnct hmltatlons upon any
generalizations beyond t_he immediate,sample. Furtl]ermore, as the purpose of the study
was to explore consumer oercepti-ons and expeetations of the quality of‘ ready-to—wear
apparel, and the importance.of this quality relating to a spe‘crfic purchase and to purch‘ases‘
in general, non—purchasers were deliberately excluded. Altﬁhough this has limited the "
Fesponse group to purchasers onlyf noh-purckrasers could be ekamineo in future studies:
by altering the method of data collection. - ’ ‘
The‘u'se of a self'—'administered questionnaire somewhat limited the personal.
responses which migvht be desirable for a subjective area of study such as ready—to*uvear
apparel quality. It is possible the self—admﬁnistered questionnaire restricted the scope of |
the study to individuals interested enough in the topic to complete and return the F. .
questioonaire promptly. These limitations possibly affected the response rate. In addition, |
differences in the purchase/sales rates at the ten department locations excluded some of
the potential respondents. Limited resources restricted the number of -surveys for
dIStrlbUtlon which in turn, affected potential response rates.
There were also limitations with the research. mstrument The survey was desrgned
to collect consumer perceptions, expectations, and attitudes about the importance of
garment quality at the time of purchase. As there.was a time lag betWeen the -
point—of¥sale and the completion of the QUestionnaire, consumer recall may not heve been
accurate; but as mostsurveys were received within three weeks after the closing |
ldistribution-date recall, or the lack of it, may not be a critical limitation.
The recnprents of, and respondents to the survey guestionnaire were anonymous
therefore it was impossible to distribute remmders and to perform follow~-up checks in
order to stimulate returns. The study was mtendeq for prnvate use, therefore a sufﬁcrently
large distrib.utjorj number was established with the hopes of obtaining a rw'\inimum sarﬁple

of reasonable size to ensure meaningful results for Eaton's.
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H. Organization of the Thesis

The thesis has been organized accordingly: Chaptsr H-- Reviéw of Literature
covers the topics of the concept of quality, retailers and merchandise quality,
consumerism, consumer and department store pfo‘filé—:fs; importance of quality as an
evaluative criterion: cénsumer perceptions of qual-ty, and consumer expectations of
quality. Chapter Il -- Methodology‘presents the conceptual framework, selection of
consumer respondents, description of the inétrur;\ent, and analysis of the data. Chapter IV
-= Findings contains descriptive a'nalyse's of the survey response, survey respondents, .
garments purchase.d, end use of ‘garment, ga}'ment prices, garments wear estimates, and
garment quality fa_ting's. Analysié of the Likert scale questionnaire itéms and analysis of the
exploratory questions are alsb.' presehted.in this chapfer. Chapter V -- Intérpretation and
6isc.us'sion of Findings includes a discussion of the findings outlined in Chapter IV, with
reference t.o the objectives of the stuay and to relatqﬂj}}arature. Finally, Chapter VI -~
Summary and Récommendation.s presents a summary of tH_e study, and |

recommendations for retailers and for further research. .



IIl. REVIEW OF LITERATURE

In this chapter, a review of the literature is presented. fhe first section The Concept of
.Ouallty covers various concipts of quallty in relatlon to manufacturers retailers, and
consumers; and highlights the interdependence among the three. In the second sectuon a

(.dl\sgusfslon of Retailers and their approach to Merchandnse Quallty is presented The
third section, Consumerism presents a brief dlscussnon about the advent of consumerism,
with a particular focus on product quaILty and manufacturer/consumer respons:blllt«es. In. .~
Consumer and Department Store Profiles, profiles ot department store shoppers and of
the Eaton's Toronto retail chain are presented The fifth section presents a discussion of‘
The Importance of Quahty as an Evaluatlve Criterion to consumers for both general

| merchandise, and apparel products Consumer Perceptions of Quality, pertalmng to
general product quality and apparel quality are dlscussed in the snxth sectnon The seventh
section covers Consumer Expectations of Quality of products in g'eneral, and pertaining'-

to apparel quality.

A. The Concept of Ouallty
~ The concept of quality, as it applies to all merchandlse and not jUSt to

ready—to—wear apparel, is subject to the perceptions an'd expectations of the consumer.
It is imperative that manufacturers-and retailers understand the quality demands of the
consumer and develop simivlar,ﬂcongruent quality values. According to White (1972),
specific quality "boundaries"_ ne\etho be defined, in order to delineate degrees of expectant
quality, perceptua'l quality, and actual phy’\sical, quantifiable quality. White used a simple _
model to illustrate this point. h |

White defined quali.ty for manufactur’ers in terms of their inputs and outputsi
Wlthm manufacture, there are a certain number of inputs which are vital for the success of
any product. The manufacturer utrhzes raw goods of a spec:f:ed quality to satisfy internal
qguality standards, and combines these raw goods into a marketable commodity of a '
designated quality. The second major step for the manufacturer, is product transition

-

from mput {raw material production) to output (final market commodrty)



_The manufacturer puts quality\in"to products_ by (al follvowing'strict manufacture
' proce(;ures' (b} checking and re—checking production and (c) using a particular grade of :
raw materlals Once the transition from |nput to output has transplred the quahty level of a A
product is flrmly establushed As Whlte suggested by the time the product reaches the
output stage the standards for quality. have been set by the manufacturer—-soon to be
accepted o: rejected by. the consumer. _ .
"The White model has particular application ‘within the textile/apparel industries. The
- textile manufacturer through operational objectuves has establlshed levels for
end- product quality. The establlshment of quahty standards necessitates certaln qualnty
expectations of the raw fibers, dyes ‘and finishes supplued by other manufacturrng
sources. Cumberblrch 1978) explanned that textile manufacturers attempt to produce
) standard unlform ‘goods; and deflned the degree of unlﬂlormlty as "the closeness with
‘ which a materlal approaches-perfect unlformlty p. ‘78)_.‘A\Un|form|ty, as it applles to
te>tfiles, concems the phys‘ical properties of_fibres, the regularity of yarns, the weaving of -
the fabric, and any mechanical or ch‘emical‘_finishing treatments. Cumberbirch stated, "the
standards of uniformity applied wfthih the .'industry or demanded by users of textile

products vary accordlng to the’ materials concerned. . whatever standards of unlformnty

are required for a particular materlal the textlle industry has the expertlse and experience

E

needed to achieve these standards” (p. 78). : - : o
* The handling and processing.of fabrlcs do not emlemnufamr%me

, l T .
of the fabric will reach consumers as yard goods, while much of the fabric is delivered to

- apparel manufacturers. As Cumberbfrch lIIustrated apparel manufacturers expect a . /
certain quallty from the raw goods they recelve They rely on the quallty standard of other .
.'sources not only for thelr-fabrlc but for their thread, trims, “and fastemngs. Thé quality of
the apparel manufacturer s output will depend upon the rnltlal  quality of the fabric and
: other raw materials, as well as upon the qualnty of constru#tlon and fmlshﬁﬂg technlques
obtamable within the immediate operation. |deally there appears to be a smooth opeQ -
flow between the '’ twm industries” (Seldel 1978) of text:les and apparel but as Fortes\s ‘
{1 981) and Seidel (1980) have indicated, there appear to be numerous "snags” and’ a
definite lack of awareness wrthln the textlle/apparel mterface Seldel stated .there is no

- questlon that as the apparel mdustry mcreases its'use of spphlstlcated and more
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automated processes. (fabric) uniformity and freedom from defects must be increasingly a
critical factor” (p. 32). To attain these high standards in textile—apparel production, Fortess
suggested manufacturer res’ponsibiﬁties similar to White's mode!l: end-product
performance specifications, pre—production evaluation, and end—product performance
evaluation. - ‘

" As indicated in Chapter |, not all conSumere perceive quality on the same level;
therefore while some consumers may reject a produot on the grounds of poor quality,
another consumer may accept the product due to individual quality values. Univers'al failure
of a product on the market may be the result of consumer perceit)ed low. quality, and

indicates a severe problem in communication of quality standards between consumer and

manufacturer. If universal product failure occurs, manufacturers must seriously re-assess

"+ their input——from raw goods through to broduction stages.

Statnc often appears along the communication lines: between the. manufacturer and

c8nsumer in the form of the distributor (retailer). Consumer complaints may be voiced to

- the retailer; but very few complaints actually filter through the system to the manufacturer

“(Myers, 196_1). The manufacturer needs to consider the effects of the input quality.on the

effects of output quality,h relative to 'end-product quality and resultant oonsumer demand’

for the product (Vynite, 1872). The manufacturer should be aware of consumer ’

complaints before there is a major a'cceptance problem. if the consumer is satisfied wath

the product, then demand for the product will at best, increase. Increased demand means

.increased consumption, and incréased consumption means increased production for the

manuf’acture‘r. According to White, therefore, demand for an article, and quality are

complementary |Wire/ctly related, variables.

Improvements to product quallty often results in a more expensive product

Accordmg to Spence (1975), manufacturers may increase their product quality, but there

- will be’ some consumers who will red the improved product because they refuse to pay

the increased.prices. Spence referred to the consumers who resist products due to
increased prices as marginal consumers. According to Spence, many manufacturers

subscribe to a product "non—improvement’ program because they believe the marginal

~ consumer could effectively undermine the success of a more "expensive” product. The

improved product may not attract the new customers, and may offend the loyal ones due
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to the increased price.

A threat to the suécess of the domestic manufacturer's product is the increased
acceptance of goods manufactured off—;hore. According to Miller (1878), consumers
favor goods of a perceived optimum qualiity level, and are pr’épared to pay the price to
receive their desired o;ﬁtimym quality fevel Miller and Reich (1980) concurred that present
market trends indicate consumers favor products which have been manufactured
off—shore for quality reasons, rather than favor domestically manufactured articles. High
consumer demand for of f-shore garments was once attributed to low retail prices:
however, there appears to. be a trend toward the opposite. Apparel manufacturers once
felt pressure from the abilit\} of less de:/elooed countries to mass produce garments at
low prices due to inexpensive Iab‘or, while labor prices at home kept garment prices high.
Presently, garment manufacturers feel pressure not only from the less developed
countries in terms of low cost production: but also from developed countries, such as
Europe and Japan, who'tonsistently pfoduce quality merchandise at moderate to high cost.
Thé difference, as evidenced by consumer acceptance, is the perceived level of product
quality, and apparent consumer acceptance, re‘gardless'o‘ procuct price (Nightingale,
1981). While this phenomenon may not dispute Spence's theory of the marginal
| consumer, consumer product acceptance of off-shore prczucts regardless of price
should provide sufficient evidence for manufacturers to commencs product quality
improvement programs. |

| The term at gontest between the product of the domestiz man.facturer and the
product of the fofeign manufacturer is quality. The domestic manufacturer has difficulties
competing with the superior foreign craftsmen at the same price and quality level. As
Reich (1880) indicated, consumers are dissétisfied with domestic products. They claim
domestic products are unreliable. lack durabiiity, are poorly assembled, ahd carelessly
shipped. The literature implies that domestic manufacturers have failed to equate
investment doliars and quality improvements with incréased world-wide competitivéness
of their product..’Whether it is alack of surplus dollars due to a sagging ecénomy, or the
resistance to incorporate quality improvements due to Spence's proposed marginal
consume;' theory; in general, improvéments to the quality of domesﬁc products, ‘including

research, development, and utilization of recent technology. have been overlooked or
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curtailed by the manufacturing indt stry

Langevin (1979) indicated tri:i« will be a renewed interest within industry to
improve quality sfandards with the hopes of increasing world-wide comp‘etitivenéss of
the domestic product. A survey, conducted in 1978, of 62 American industrial leaders,
was dasigned to elicit their views on the subject of quahty and quality control in the

1880’s. From the survey, 30% oQ the comments projected increased consumerism and

‘government regulation will result in quality control programs. 'Consumer sophnstlcatlon and

awareness plus government regulation of consumer concerns were cited as primary
issues. Other results from the survey indicated that 2 1% of the respondents mentioned
new technoliogy as a future quality concern, and 20% mentioned design quality and
process contrdi as major factors. Finally, 19% mentioned management motivation.and
training, while 10% mentioned quality cost—effectivqness as other areas for concern.

It is evident manufacturers are concerned about the consuming public who faQor
the foreign tabel due to perceptions of higher qL_Jality. The lack of consumer purchases
will fikely heighten duality awareness and quality procedures within manufacture and
retailing. Without first hand information concerning quality standards and expectations of
the consuming public though, manufacturers and retailers may suffer with poor sales and

slow moving stock.

B. Retailers ~and Merchandise Quality

The malrketing strategy c;f many retailers is to develovp .av satic fied and loyal clientele
by providinlg.merchandise of areliable quality (Danes, 1973, Feltzer, 1973; Harris, 1982;
Hertz, 1975; Murphy, 1977; Sacks, 1975; Snowdon, 198 1; Whittington, 1878). All agree
their strategy is founded on a number of basic concepts which Ultimétely determines- loyal
cusAtomers; such as (a) the consumer must be»come fémiliar with, and accept, the retailer’s
standards for product quality; and {b) the consﬁmer must assess the retailer's stand‘ar.ds
and assimilate those standards with individual expectations, establishing a functional |
"benchmark” for usé during the shopping process. Prior to establishing their own quality
stanqafds, however, retailers must understand consumer’s needs, desires, and
expectations in order to encorporate tﬁe coﬁsumer's ideals' with their own ideals

pertaining to product performance levels.



16

For the retailer, quality can mean many things. Primarily, qQaIity means
workmanship; but it fn_ay also mean sizing,. fabric, colorfastness, printing, styling, and
specific garment details (Feltser. 1973; Ferguson, 1980; Harris. 1982; Hertz, 1975; Lyle,
1977; Sacks. 1975; Snowdon, 19é1; Todd, 1975). Retailers, in order t\o monitor the
quality of their merchandise, have established quality control centers to formulate
merchandise sp‘ecifications‘and to test in—coming merchandise against their speé;fications
- (Artim, 1965; Danes, 1973; Feltser, 1973: Ha‘rr!; 1962: Mu-phy. 1977; Todd, 1975).

Retailers acknoWIedge that price and value are hichly interrelated factors,
uﬁportant fo the potential consumer; and that consumer's perceptions of duality Iikev;/ise

‘play an extremel\y, important role within the purchase decision (Binstodk, 1981 ;.Dickerson,

1982: Kuzik, 1979: Miller, 1978: Morris and Prato, 1981; Roach, 1980; Schutz and
Phillips, 1976). Due to these factors. some retail firms pro;/id‘e multiple levels of qualify
‘ within their merchandise stock, rahgmg from "bargain basement” values, to "exclusive”
'de‘signer wear. This satisfies not only the consumer who is d‘eterminéd to find a
»well—craft_ed garment; but also the consumer who cannot afford to pay the price of ‘the
well-crafted garment, yet desires a garment of “certain” quality. A very big problem:
ari'ses, however, ‘\évhen a consumer pu_réhaées a garment for a specified s'u.m of money and
feels he/she did ndt get his/her ‘'money's worth"L The consumer s'peréeption of value fi.e.
. quality of product relative to price) is not in agreement with the retailer's perception of
- value because the consumer «xpects to get mere for his/hen; money. -

In tefms of inflation, itis true that the consumer pays rﬁore for an apparel item in
today's mark‘et tha;\ he would. have’severél years ago (Snowdon, 1981 ).. Retailers have
been torced to increase their prices in order to defray costs; but even retailers do not } ‘
perceive an increase in quality parallel to the increase in merchandise pricés (Snowdon,
1981); According to Snowdon, pryice ranges of merchandise stock are ste‘ad“y_ inéreasihg:
The increase in price raxlwge has resulted in an increase in sales dollars by years’ end;
however, theA‘inci'eased revenue reflects only an inflationary rise in prices and'not an
increase in"unit sales. For the retailer. the lesson to be learned is that yv.ith incréasing costs,

“consumers are not buying the quantities which fhey used to. The retailer, however, is
 unsure whethef the decline in unit _purc;uases‘ by the consumer may be attributed to~

consumer hesitation to spend when the cost of living is high; to an increase in consumer
I . :
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expectations for quality when garment prices increase--resulting in fewer purchases; or
whether there is a significant decline in the quality of garments on the market. Saék§
{1975) indicated the Iatter‘through' the following correspondence with an apparel
manufacturer:

It appears that, as prices go up, quality control at the manufacturing level is

goiﬁg down--=and Ms. Consumer is no longer prepared to ﬁeekly make her

own repairs to a faulty garment——in fact, she will no longer accept inferior

qbality on the basis of purchase price. She expects and even demands quality

and if you are not giving to us——we are not giving to her. In this'sort of

viscious circle, there are no winners. only Ioéers.... ‘

We can no.longer accept goods with faulty zipp'ers, loose buttons,
improperly stitchéd seams, badiy mismatched prin'.ts, plaids, and stripes, and
sloppy incomplete finishing of garments.

Cur customers across the country are giving us the message by ever-
increasing numbers of return's. '

Some retailers maintain that consumer d;ssatisfaction with ready:to-—wear apparel
is the result of consumer mishandling (Danes, 1973). They suggest that most garments will
perf‘orm ad.equat_ely.during normal consumer use. These retallers say that consumer
cdmplaints usually‘pertain to the foAlIQwing problems: fit, color, appearance, care methods,
and misinterpretation of care methods. These retailers feel that products fail due to
cohsumer abuse; therefore, neither manufacturers nor retailers c’aré to justify a
modification of quality control prograrﬁs in order to account for consumer mishandling.
Retailers and manufacturers maintain they supply the consumer with quality garments, -
therefore it'is the responsibility of the consumer to use the product wisely. Retailers who
hold this philosophy maintain that consumer education is the énly answer to alleviate
consumer product dissatisfaction (Danes, 1973). Likewise, reta. s who-do not subscribe:

"to a highfy scrutinized quality control program, may defend their lack of quality control by
statin.g that garments aré fashionable and seasonal, theré_fofe,_ garments are not expected
to last. These retailers support an overall "bland acceptance” of inferior quality goods.
Consumers will not likely wear the item for more than three to four months becau.se the

‘garment'wiiﬂl be no longer fashio_nab‘le: therefore, the garment should not have to last
L2 ) .
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longer than the date of obsolescence (Ferguson, 1980).

Conversely, there are retailers who try to assure a certain standard level of
merchanciise quality for their clientele. The'quality level nbt only insures the merchandise
will perform adequately for the consumer; but the quality level is also the retailer's
méasure for self-assurance. self—check, and self-protection Retailers who subscribe to
the quality assurance program generally base their me'rchandising on sbecification buying -
(Feltser, 1973; Todd, 1975). The philosophy of specificatioln buying for the retailer is to

" establish a certain level of QUality for potential merchandise. At the time of order, quality
levels are expressed to the manufacturer. Specification buying assures manufacturer
awareness of retailers’ quality expectations; and thus performs the cross—check function
between supplier (manufacturer) and retailer. Specification buying ensures goods meet

[
pre-arranged standards (Feltser, 1973). Feltser attributed one retailer's need for quality
control to basic survival instincts. Intense market competition in the textile industry, more
knowledgeable consumers, increasingly complex technology. scarcity of skilled labor, and
increasing government intervention are some of the main factors favoring quality control
programs. Watkms‘ (1979) listed the follbwing advantages to purchasing by specification:

‘ improved profitability by producing fewer seconds, less waste, greater yield, and reduced

labor costs; improved product image and'accépt'amce due to appropriaténess of fabrics to
garmént désign/end—uée, fewer garment failurés, reduction of consumer dissat_isfaction,
m&ea_sed sales, and apparel—line uniformity; and improved raw material sourcing.'
Unfortunately. evidence exists which indicates much_’ antagonistic Behavior between
manufacturers and retai}l‘ers of ready~to-wear aﬁgparel. For various reasons, retailers |
experience back -logging of inventories and slow moving .stock. Buyers are hesitant to '
place orders and in some instances, goods are deliberately darﬁaged sG they migh't be
returned to the ménufacturer without penalty {Harrison, 1980). The refailefs aré at aloss

for an explanation: are their goods over—priced, of poér quality, or are sales slow due: fo i

the economy? The manufacturers. on the other hand, are also experiencing difficult‘ies.

Colors and styles may have to be substituted subject to the availability of raw'good,s from

supplie‘ré. Deliveries may be er-ratic due to volume and supply availability. Eventually, the |

quatity of the product deteriorates (Harrison, 1980).

When the fabric supplier has made a change in finish or fabric construction



after submitting the .initial samples, | have to fault the supplier for not being
aware of the probiems these changes can have on apparel manufacturing
productivity and quality. There are still 15,000 small apparel manufacturers
who can't check every lot of fabric. (Seidel, 1980 p.32)

“In the long run, the apparent lack of communication and co- operatlon between these two
highly interdependent organlzatlons results in inadequate, sub-standard, poor quality
garments for the consumer (Harrison, 1 980).. According to_Harrison, the manufacturers
and the retailers Mwst pull together in a common eftort to satisfy the consumer; however,
neither the manufacturer nor the retailer are certain about the needs and desires of their
principal interest. For the retailer, and the manufacturer as well, research identifying .
consumer needs is essential and has to be on—going (Harrison, 1980). A

One retailer proposed the consumer is not orimarily interested in product
performance when maklng a purchase decision; rather the consumer is mostiy concerned

,vvi’th style, color, fit and price {Smith, 1966). According to Smith, the consumer reportedly

' ‘ doe,s not form a pertormance opinion until the garment has adequately or inadequately

‘performed following wear or care. At the same time, Smith indicated that consumers have
,. deﬁnite ex'pectation levels- for items at the time of purchase. If co_nsumers do not form a
performanc_e opinion prior to purchase, what criteria do they consider as they develop
t'h‘eir egpec{atlon_leve‘ls? In many_cases according to Smith, retailers oerceive that

-c.onsumer perfOrrnance' expectation levels for ready—to—we‘ar apparel are both realistic

" and unreallsnc ‘Smith felt that consumers are looking for higher quallty merchandise as a

dlrect result of the consumer movement The retaller must determlne the consumer s

quallty standards and obtaln that same level of quallty from the manufacturer. The retailers

must insure thelr standards for product performance and quallty are well above average
and meet with consumer approval {Smith, 1966l The real dllemma for the retaller then

:4 seems to be determlnlng the consumer s Ievel of quality expectations and/or the

" consumer's standards for quallty acceptance, and- how consumers perceive, the retailer's

standards

One study although it deals with major apphances investigatec retaller s and
consumer’s per_ceptlons of merchandlse. The data collected focused on the impgdrtange of

certain product attributes. In most cases, the retailers underestimated the d
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importance which consumers attached to each prbduct attribute. The study concluded that
retailers, considering their.daily pr,okimity to‘consumer's,. lacked a thoréugh understanding
- of thekir clients. Retallers apparently underestimate consumers’ perqeptions and
expectations of quality (McClure and Ryans, 1968):
* Another study. examined ‘c.:ertain deferminants, of consumer purchase behavior and |
© the resulting ir’npli‘éations for _t'he retailer (Wheatley, Chiu, and Goldrhan, 1981). Consumers
use certain cues such as'broduct,ch’aracteri’stics, store image, braﬁd names, and prices to
“differentiatve among préaucts, and to form 'impressiolns of quality; however, it was the
~purpo.se of‘the study to determine whether physicél product quality ‘and changes in'the
physicai-product quality Would affect consumer perceptions of quality in relation to the
produét price. The s_tudy-comp‘é’?edintr\insic cues (the characteristic of the product)
~vérsu_s extrinsic cues (exterﬁal cues to the consumer, i.e store image, price. etc.) in order

© to deter_milne w~hich.set of cues played a more important role during the purchase decision
process. The study found that slight changes in physical quality E_jenera»lly did not affect
consumer behavior; evidence indicated that with large alterations in physical quality,
conéume('é berceptions and resultant purchase behavior would be significantly affected
'COnsumérs, therefore, if faced with dramatic differences inpronct quality, would rely on
the physical product characteristics, rather than rely on extraneous extrinisi¢ values as
.estimates of product quality. Many retailing agencies rely on product QUélity as a part of
theirrmarketing scheme; therefore, consumer cues and percep'tiohé (intrinsic and extrinsic)
of product quality are highly imp&‘tan"g (Wheatley, Chiu, & Goldman, 1981). The Wheatley,
Chiu, and Goldman findings suggest consumercs rely on product attributes as indicators-vof
quality rather than relying totally on "unrelated” factors ;sqch as brand name and store
image. |

Although many retaile.rs have quality standards for their merchandise, it is possibie

that tHeir standards do not écchately meet consumer quality éxpectationé énd

perceptions.
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C. Consumerism ) _ -""
In the past, goods of an inferior quality appeared on the market and performed
Jpoorly. The end result was an évolution of the.consumer into a cautious shopper. Caveat
'E‘mptor, or let the buyer beware, protected charlaténs and established fraud detection as a
consumer responsibility. With tfwe advent of the Departmént of Consumer and quporate '
Affairs in 1967 (Leighton, 1973), the impetus of consumer “guerilla” tactics (Sallot, 1978)
ard the v ork of noted individuals such as Ralph Nader or Phil Edmundston, the onus today
~r detecting fraudulent or defective merchandise has shifted from fhe consumer to the
.+ nufactur -/retailer. ‘Consumer lobbyists have indicated the role of the consumer in the
marketplace s changed froﬁ helpless to power-ﬁﬁ@lagﬁwan, 1874; Moyerl 1978: Sallot,
1978 | " '
L = problem spotlighted by.consumer activists at present,.concerns the status of

the consumer in relation to the private sector (Close, 1974). Apparently, the consumer is

unsu 2 of his/her "cldut” when it comes to efféctive complaining (SagHot, 1878), possibly
actng asa deterrenf to any form of complaint behavior. Cdnsumer activists Vhowever,
Qrge the public to be concerned about getting their money's Worth from their purchases,
and to be concerned about product performar'mce, price, quality, hoqesty, and redress
(Olley, 1977). In terms of textile and apparel product quality, consumers should see!<

information on fiber.performance, product durablity, and care. (Consumerism: What's in it

"for textiles? 1976). Consumer action in the past has resulted in government legislation

dealing with textile flammability, standard sizing for_children{s clothing, care labelling, and
..textile fibre identification (Blagman, 1874; Léightoh, 1973); therefore Iobb'ying may result
in positive steps toward future standards of quality. 4

Product qualit;/, or value for the money appears to be a major consumer concer’n._'
Textile industry spokesmen, however, ciaim that inadequate lines of communicafion
between manufaéturers and retailers, and retaile_rs and consumers, make it difficult for tHe
industry to understand aﬁd AUbficate consumer’s quality expectations within their products

(Myers, 196 1). -Presentlly, manufacturers are at a loss becauée they are simply uninformed

—

. about consumer's expectations of product quality; they do not know what consumers

want.

)
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Indusfry_is hesitant to increase product prices, even if it represents an
improvement in product.quality because it foresees consumers failiﬁg to perceive
incr_eased F.Jrices as indicators of improved product quality. Industry fears the consumer
might view intteased prices as their method for reeouping inflationary costs, rather than

"perceive the measure as'a progressive step in favor of quality. (Consumerism What's in it
for Textiles?, 1976). The dilemma facing the onsumers and the textile industry tr?us
becomes apparent. The consumers want quality. and manufacturers maintain that if the

- consumer is confronted with increased quality (and increased prices as a result), the

consumer will not likely perceive nor appreciate the added quahty but will merely perceive

mcreased personal expenditures.

b. Consumer and Department Store Profiles

!;rofiles of deparment store shoppers and of consumers who cerﬁplain, in terms
of their similarities/differences'in demography. activities, interests, opinions; use of
information sources, and methods of redress, have been outlined through various studies. -
Crask and Reynolds (1578) found that frequenters of department stores aré younger than
the average, better educated than the average, and also have higher incomes. Similarly,
“Jolson and Spath (1973) found that the majority of their respondents were middie to
upper-middle class consumer groups; and in particular, their group appeared to be deeply
interested in the quality of merchandise. _

Steiniger and Dard:s (197 1) found within their sample, a sigriificant difference
between respondents to mailec surveys and teleph‘o'"ne interviews. The mail survey
respondents were better educated; but the telephone interview reseondents had a'‘greater— -

percentage of wear and durability complaints.

ey

Although exact customer profiles could not be obtained, Laperle (1983) described
the typical Eaton's (Toronto) client as the following: for misses’ sportswear, the customer
is hkely to be 25 years and older, value conscious, moderately fashion ocruented and will
buy in the middle to upper-middle prlce ranges. The customers are both homemakers and
working women; and shop by account. » |

For children’'s wear, the mother performs the shoppmg rituzal: and in the suburbs, is

usually accompanled by her ch:ld/chlldren In the suburbs, the shopper will buy the basics;



will. make multiple item purchases; and 'wi‘ll be ,}nore likely to shop dﬁring sales or
promotibns. The suburban children’s wear shoppers are viewed as price sensitive and
éomparisbn shop. "The downtown children’s wear customer is more likely to buy one
thing a-t a time (6ften a gift). Customers do not usually shop with their children and they
spend more money per item.. These customers are usually more fashion conscious”.
(Laperle, 1983) » | .

Again, Eaton's store/branch profiles were unavailable; however, the following
desériptions-were offered: "the typical Eaton's (Toronto) suburban store is described as
offering value and fashion' at good prices, while the Toronto Eaton Centre {Downtown)
store is perceived as being more fashionable and offers a greater selection of goods
within a middle to high price range” (Laperle, 1983). /

| \
E. 'Importance of Quality as an Evaluative erterion

In 1972, Martin completed a study which was intended to determine the
' impértance of informational inputs as determinants of buyer behavior. The participants
were shown drawings of garments and were encouraged to ask questions which might

relate to an ultimate purchase. Of the respondents, 56% demanded priice information.
When the same group was encouraged to seek information of primary irhportance to a
‘purchase decision, however, 62% demanded price. In terms of making a purchéée decision,
or a change in decision, Martin discerred that 55% of the participants attributed price as

| the determinant for making a pufchase deéision, anlq 78 1% of ﬂje participants attributed
priée as the primé factor for makingia change in their pur_chase. decision. In direct contrast
to the McClure and Ryéns_( 1968) study, Martin’s findings support a consurner emphasis on
price as a majof determinant in the puréhase decision. |

Eggertson (1982) researched consumer orienta"tions to' clothing acquisition aﬁd
include;i the area of garment quality.in thé study.‘ The statements “'clo‘thing quality is mon%e
important than style”, and ”clothir;g quality is; rﬁore irhportanf than price" appeared in the |
Eggertson survey questionnaire. In response to the former statement, 'Eggertson_foqnd
42.5% nejther agreed nor disagréed while 47.4% égreed/stro_ngly agreed. Of the’

’ resp'ondents to the second .questjon, 36.2% neither ‘agreed nor disagreed; and 53.7%

agreed/strongly agreed. Although the figures weére not overwhelming, the findings
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suoport the proposa.l that consumers are primarily concerned about garment quatity.

A Canadian study by Claxton and Ritchie (1979}, studied the importance of various
factors during the consumer purchase-;decision process. The problem area cited secono
most oftep by female respondents was clothing and footwear Wlthnn this problem area,

the respondents were encouraged to.rank their top five complalnts The results were as

_ follows:

1. poor quality material and workmanship, -
sizes not standard, S -

2

3. price of clothing too high,

4 fabrics not living up to claims, and”
5

not enough variety of selection.

As these complamts are now ranked mhorder of consumer umportance the results provide
more definitive input for comparison purposes with previous information from the Martin
study and the observations of McClure and Ryans. Price does not appear to be the most
important problem/attribute; but rather quality,ior the perception of poor quality, is the top
ranking area of dissatisfaction. Claxton and Ritchie also ciie‘covered that if the consumer -
has to trade—off‘certa\'in product or store attributes during the decision process, then
quality of the merchandise was p'ercieved_ to be twice as important as the next highest
ranking attribute. Respondents to the survey also mentioned that stores with a good
reputatlon or a satnsfactuon guaranteed policy were the most helpful to them in terms of
solvmg a purchase "dilemma”. These resuilts are useful to the retaller and generally
support various philosophies of existing retail department stores.

Jolson and Spath (197 3) discovered that in terms of store patronage the flve
most nmportant attributes were as follows: T
1: price/value relationship, |
2 'store specialization,
3. quality of merchandise,
4 salesclerk ser"vice,. and
5 store location.
According to Jolson and Spath, and in direct contrast with the fi:ndings of Claxton and

Ritchie,‘quality was only the third highest ranked attribute in importance. If quality,



‘however, is defined as suggested by Roach (1980), (ie. price/value relationships), then one
might propose a major similarity’ between .the findi'r\gs of both studies:

In their study, Jolson and Spath also ranked retailer’sperceptions of consumer
patronage to determine if there is a correlation between the two. For department stores,
the five top ranked reasons for consumer patronage were perceived as follows:

1. variety and assortment,

v

price/value relationships,

2
3.  guarantee and exchanée policies,
4 quality of merchandise, and ‘ a
5 store location.
When the retarler’s and consumer's rankings of factors Ieading to patronage were tested
for correlatiorw, Jolson and Spath's findings revealed little correletion between the 1
retailer‘s perceptions and the consumer’s requirements. According to Jolson and Spath,
retailers “appear” to know what factors- will attract customers and what factors have
attracted customers in the past; bu\t indicated that in prectice, retailers are most Iikely: (a) |
riding on the “crest of the wave”, (b) suryiving due to superiority to the competition, or {c)
relying on those consumers with similar higi‘t ranking personal trade—offs to acoount fora
higper patronage (p. 50). For consumers in ge.neral;\howe\;&', quality is an important
evaluative criterion. ‘ ’ . < | .
F. Consumer Perceptions of Quality

Several consumer surveys have been conducted which exemine conSQmer
attitudes toward the present state of product ouality and quality control, both in the.

textile/apparel and other industries. One American survey determined that consumers ere_\
. ~

~.

becoming more reactive by vocalizing their general dissatisfaction withlproducts found on
the market (Miller, 1978). In 1976, Miller found that of those individuals who responoed to
the survey, 58% returned products of. unsatlsfactory performance to the place of K |
purchase, while one year Iater in 1977 the total of reporﬁed returns rose to 70%

Between the years 1976 ahd 1977, the percentage of complamts whlch dealt specufically :
with quality rose from 25% to 36% (Mlller 1978). A studyl conducted in 1978, Wthh

sampled across— sectlon of Canadlan consumers and exammed their percept:ons of

N
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domestic apparel, ‘revealed an overall concern pertaining to poor quality materials and
workmanship (Kuzik,  1979). Kuzik reported the consumer definition of poor quality
includes improper stitching, insecure buttons and the use of monofilament thread in
contrast with the Miller study of 1878, Kuzik (1979) also reported the results. of a private
study which indicate alower percentage of. apparel teturns in Canada than in the United
States. The results of this study might imply that the quality of apparel in Canada is better
than apparel quality in the U.S.A; however, itis possnble that on the whole, Canada might be
. a nation of non-complainers and there.fore would eXplain the fewer number of returns.

Another American study conducted in 1980, had findings parallel to the Miller -
study of 1978 {Binstock, 1881). Binstack fouhd half the public to be dissatisfied with
consumer products; and 49.9% felt that. the quality of American products had dropped
within the past five years. LikeWise of those consumers examined 53.3% expected the
quality of ‘American products to remain unchanged or expected the quality to drop to'a
| new low over the next five years, and 48.3% found fore_ign products to be of superior .
quality to domestic products: Ina 1982 Canadian ulstudy,_l‘iggertson reported similar
findings. Of those consumers surveyed, 47.4% felt that the quality of clothing in stores Is

- . . . «

lower than in the past ' )
Dickerson in a study completed in 1981, however contradicted the findings of .
| the Binstock study In a telephone interView of 1,350 consumers who resided in major
cities, small towns, and rural areas of 32 st‘ates, Dickerson fotind that in teijms of quality, -
47.3% of the respondents felt that imported clothing items were not as good as those
pr'oduced in the U.S.; 23.9% felt that imports were of equal quality to domestic appar,el
items; and 5.9% felt that imports were of h:etter quality (1982). Both the Binstock and .
Dickerson studi.es included a profile of their respo‘ndents According to tBinstock the
"better educated better paid indiwduals between the ages of 25 to 49 were-the most.
'negative about domestic products; while Dickerson indicated that the middle-aged and
middle incomed\consumers were the most concerned about the mflux of imported
clothing injuring the domestic industry arld costing American jobs. Dickerson also found
that women were more concerned about |mported clothing than mé\n and of those least
concerned, were the young, the old, the high income, and the low income groups.
Although there appears ,to be some discrepancy within the literature co_nc/erning _the

i . : :
. f
|
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source of poor quality merchandise (i.e. domestically produced vs. imported products),
there is general agreement that consumers perceive quality as a problem with apparel

. products. -

Binstock pursued the quality topic and found that 72. é% of the consumers <
surveyed faulted lndustry for the productlon of poor quality merchandlse due to a
perceived mdustrlal over- emphasls on profit rather than quality; 49.7% blamed the state of
the economy for poor quality products, and 66.6% felt that industry workers are
responsible tor poor quallty in productiqn. Clearly, the consunter is dissatlsfied with.the
\quality of'products offeredvby the mar.ket today. It is the hope of both the retailer and the. -
' man’ufacturer that;awith increased consumer complalnt action, an opening of
communlcatlon lmes between the consumer and industry representatlves will follow
. leading to informative dlscussms and ultlmately satlsfactory products ;

In a study on homemaker's satisfaction with clothing, Lowe {1979) reported overall
satlsfactlon W|th garment quality within the surveyed group Lowe C|ted other research
flndmgs where satisfaction with quallty was positively related to age at the .05 level, and
similarly related to education. The same. study found that employed individuals indicated
greater satisfaction with quality than did unemployed individuals.

Hu (1979) studiedconsumers' and fashion buyers” perceptions'of quality ar?d

| analyzed their perceptions through the following categories: fashion, mood (aesthetic
kappeal), fabric, sub.ordinate material (lining, thread; zipper), structure (line, cut),
constructiom, design,-and care information. Hu found that for the consurners, the
characteristics of construction and structure were the two most important indicators of -
“garment quality, followed by fabric, subordinate materlal, ahd design. Hu limited the study

to a single apparelitem: daytime dresses.

G. Consumer Expectatlons of Quallty
‘Olshavsky and Milier (1972) studled consumer expectatlons with resbect to :
“product performance and perceived product quaILty. Their study was developed asa. l s
direct result of major discrepancies between the research findings of an R. Cardozo and -
common marketing practice. According to Olshavsky and Miller, Cardozo's study found

that oo'nsumers with artifically high quality expectations as a result of promotional puffery,
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who examine a product and pei’ceive low proauct performange, will evaluate thr fuc’
unfavorably and in all likelihood refrain from purchase Under controlled laboratory
conditions, Olshavsky and Miller found just the opposite. Using two levels of
expectations——high and low: and two levels of perfor;mance——high and low. Olshavsky
gnd Miller predicted and found that subjects exposed to puffery with high product
,éxpectations, yet perceptions of low product performance, rated product quality higher
than those subjects with a low expectation and tow perception of product performance.
Likewise, those subjects who were exposed to modest, or understated, advertising, had
high product expectations, and perceived high product performance, rateé product quality
higher thaﬁ those with a'low expectations and yet high perceptions of product
performance. High expelﬁjtétions result in favorable evaluations, especially.confirmed upon

° .

exposure to puffery.

This information is especially important for retailers” and manufacturers
consideration. If a consumer has a hiéh product expectation——perhaps due to brand name
or store image, then he/she_will perceive quality and will make a purchase. As most retail
stores profess a certain degree of quality. according to Olshavsky and Miller's findings, it
can only help their sales figures to engage in promotional hype and puffery. in the case of
apparel product performance, it is often difficult for the consumer to assess this garment
quality while in the store. Perhaps apparel consumers base their product performance
expectations merely on name brand or upon the claims of promotional strategies;
however, this would be. in direct contradiction to the findings of the Wheatley, Chiu, and
Goldman study discussed in the section on Retailers and Merchandise Quality. If the latter

ere the case, consumers may be at the mercy of sales campaigns; therefore, Olshavsky
nd Miller qdaliﬂed their‘findings with a statement concerrfing business ethics. Historically,
fraudulent product quality claims resulted in the sympathetic movement in favor of the
consumer; therefore, Olshavsky and Miller éd\)‘ised caution concerning exaggerated claims
“and future promotional strategies:

The discrepancy between the findingsf of Olshavsky and Miller and Cardozo
illustrates the need to identify and define consumer expectations, consumer perce'ptions,
and product quaﬁty, If a product is touted by a manufactufer or retailer as the "absolute” in
terms of éuality, then the consumer may develop artificiallyshigh expectations Ie\-/els

‘
P
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Artificially high consumer expectation levels may, in the Iong run, work in disfavor for the
manut»acturer or retailer. In the past, due to the proliferation of products on the market
which did not live up to their claims, manufacturers and retailers have had to put a lot of
time, money, and effort into dealing with consumer dissatisfaction. Care, therefore,
should have been taken at the input stage (White, 1972) to minimize product flaw and the
resultant need for customer "complaint” departments. |
According to Anderson and Jolson {187 3), "the remedy for consumer
dissatisfaction is to narrow the gap between consumer expectancy and percei\}ed product
performance, primarily by reducing'exaggerated expectancy” {p. 11). The consumer tends
to expect more from products today due to affluence and sophistication. According to
Anderson and Jolson, this has resulted in a lowered tolerance of "gaps” between
promotional promises and product performance. Anderson‘ and .jols_on suggested that
consumer product expectations are not static, they will continue to increase in the future
along with increased affluence and sophisticati‘on. Manufacturers, therefore, must be
ready and willing to perform continual, on—going_assessments of consumer perceptions
and exoectations in order to alleviate potential dissatisfaction. Snmllarly Horn (1875) .
pred -d that with societal influences, and changlng/value pa\tterns of\our culture and of

-

the individuals within the culture, there will be a contlnual nncregs_(e\ln consumer -
expectations of product quality -// ‘ ’ .k
Anderson and Jol‘so \Q73) maintained nt is vmpossnble to predlct consumer
expectations because’ expectatlons bonta/un_reflect:ons of infinity,-a yearning for the
absolute” {p. 12). This sentlment was echoed by Horn (1975) and by Sproles and Gelstfeld .
{1978) who stated that when dealing with consumer expectatnons one should accept the-
fact that some consumers expect the |mpossuble beyond the limits of reason. To combat;‘
the consumer with unrealistic expectations, manufacturers have established elaborate
standards and specifications for their products especnally true of the textxle/apparel
industry and their care standards for example (Horn 1975) In the opinion of many
. manufacturers retailers, and launderers, if a garment is pernodlcally renewed according to "
recommended care procedures, then the garment will provide the owner wnth (x) years of

service (Lyle, 1877). The questnon remains however, exactly how- does the consumer

from information gathered prior to purchase, formulate an accurate assessment of
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product (apparel) performance in an area such as care. For textiles and apparel, most
certainly consumers cannot .téke g'ar' 11:\. for a “test drive”. ] ;
Ancther area, standard sizing, for égémple, was established to elimi-nate some of
the "in—-store” guesswork for consumers; an.. to facilitate their purchase decisions.
Standard sizing, however, is a topic which has prédUced heated conversation within the
textile industries. With tr;e exception of Marks and Spencer and.infant wear, retail stores’
generally expect their consumers to try on garments befofe they purchase (Harfis, 1982).
Although sizing information helps to direct the_consumer to appropriate merchandise
‘within a departfnent, sometimes the garment sizes obtained by the consumer are a
réfléction of their product performance expec't’at‘ions. Booth (196 1) stated, “Itis common
practice to buy shirts and similar clothes a little on the large size in the hope that after a
féw washings. they will have shrunk to the desired fit" (p. 302). In this instance, the
consumer may make purchase dec‘i‘sions baged on an expectant ~vaIUe, previous
'.. »/;",;bxperience, or anticipation. Consumers, however, might also base their pre—pufchafse
apparel assessments on garment attributes ‘which bear little weight on end—'perfovrmancé,
‘ such as: stylé, brand name and color
| ) | , Consumer education programs have been established to help consumers with
: 'apparel problems and to provide them with criteria for shopping purposes. Hc n (1975) _
maintained that pﬁibr to shoppiné for garfnents, the consumer needs &o know how:-to
‘recqgnize.quality. According to Horn. fiber content, yarn construction, fabric
C:onstruction, colorfastness, and finich are the major quality determinants for apparel. In-
. z;ddition though, the consumer must inspect the quality of garmient workmanship by
-examining the cutj, seams and stitching, buttonholes and fasténers, interfacings and linings,
and‘her-ns and other details. ‘Withou.t‘a doubt, consumers "need to know" about these
. qhality determinants; but without sp.ecnal education programs, do consumers have the
fundamentals, f'or. mak“mé an accurate judgement of apparet quality? Based on the
pre-viously ment.ioned qu‘ealifles," Sproles (1é79) indicated the‘modern. consumer lacks the
; techni(':a.l sophistication to jhci'ge the quality of garments at the point—of—sale. Although
', ‘ . pr'i4c'e plays a.very.impor-tant role ir'{ the consumer decisior.w—proéess, Sproles maintained
there is an interp]ayr of other subjective and objectivé judgements. Initially. according to

Sproles, consumer o‘bjectuv?' judgements are based on style, fit, comfort, fabric
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| compo.sitioh, construction, eaee—cf—care, and brand familiarity; however, certain
subjective judgements based on fashionability, aesthetic qualities, personal tastes, and
'perscnal. values may. in the long run, cloud rational thinking and directly influence the

‘ purchase. lt is these irxdividual values, perceptions, and expectations of quality which are
so highly subjective and defin@onsumer sﬁopping behavior as irrational. The _"irrational"'
buying. habits of the consumer puzzle manufacturers and retailers.

\ Consumer expectations and consumer values are highly subjective; therefore some
individuals may question their_,stddy: Peach however, (1980) recommended full sucport of
such investigat.ions. Peach argued that, in order to encourage profitablle consumer/retailer
relations, retailers‘neee more kr\owledge in the area of consumer qualify expecfations
Peach favored the adoptuon of standards and specifications by retailers, and suggested
that further mformatlon on consumer guality threshold/tolerance levels is needed.

" Consumers wili not likely tolerate missing buttons or faulty zippers; however, Peach
suggested further studies might reveal the existence of‘;'zones" on a product where
.consumers may tolerate lower qgality; for instance, a consumer might accept flaws or

sub—standard workmanéhip under a collar, or on a shirt—tail. Peach maintained that a

synthesis of inforrnation'gleaned from cohsumers at the}goint—of—purchaSe;and through

tHeir complaints, would help to define some of the gray areas within consumer
expectation studies.

In the past, consumer textile/apparel expectations, ih terms of product |
performance have been assessed by statistics accumulated through dissatisfaction or
complaint behavior. Labarthe {1954) found that seam fallures fading, poor flt due to cut,
seam and yarn'slippage, faulty labels and claims, use of cotton, and crocking were major .
complaint areas in women'’s blouses, women's dresses, and children’s dresses. Steiniger
and Dardis (197 15, on the other hand, categorized apparel complaiﬁts into three major
problem areas: wear and.durability, appeara-nce and ease~of—care, and comfort. Within
these problem areas, there were also sub~divisions of specific problems. According to
Steiniger and Dardis, 67% of those surveyed reported wear and durability problems; 42%
reportedconstruction and/or fabric failure; ie. pills, seams puckering, ravelling, or splitting,
defective buttons, zippers and fasteners, pulls or runs in the fabric, and frayed edges on

collars and cuffs; 13% reported stretching or shrinkage; and 12% reported color change,
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" . i.e fading or bleeding. The frequency of cbmplamts in the wear ahd durability area either
sugg'ests a"grand” lack of quality control.on the part of the manufacturef and rfetailer, or
demonstrates that consumers have difficult.i‘es with spotting existent or pot.ential trouble
areas within garments at ‘thevpo'int of purchase. Steiniger and Dardis also found that for
the 24% of those surveyed who reported appearance and ease—~of—care problems, the
major complaints were of wrinkling. lack of permanent press features in permanent press
claims, and hard to clean fabrics; and finally, of the 0.9% of those who reported comfort
problems, the majority mentioned clinging. heat, stiffness, and stickiness. In the Steiniger
and Dardis study, by far the greatest number of customer complaints were found with

~_ women’s outerwear’ at 26%. and é majority of those, at 14%, focused on wome.n’s
)'sportswear. The second }nost common gomplaint aréa was found with infant and
.children’'s wear, at 17%. Within these two apparel product areas, the majority of
pomplaints were dirécted toward the wear and dur‘ability, probllem area, and focused in
particular on garment construction and fabric failQre. The Steiniger and Dardis study is
significantly more detailed than the Labarthe study; however, considering the interim of |
seventeen years, findings on consumer apparel complaint areas have lcha'nged little, except
the emphasis shift from cotton fabric complaints to synthetic fabrié cci.)mplaintsA

Sproles and Geistfeld {1878, in a more recent study, found the following -
consumer complaint areas; of those surveyed, 68% reperted éeam failure, 57% reported
construction errors, 52% reported overall low quality, 48% reported poor fit, 44%
reported shrinkage, 40% reported probiem zippers and fabric wear, 33% repérted color
fade, and 11% reported difficulties with care label interpretation. Althoug“h the other
complaint categories have previously b'een_ categc.)rizedas major quality determinants of
apparel, of particular interest in this study is-the u—nique entry of "quality” as a specific
consumer complaint If consumers are complaining about poor performance,. and in
-specific about overall poor quality levels o_f épparel, then it is possible that consumer
expectationé of qualvity‘and garment performancé in the areas of dufabilify, construction,
and workmanship far exéeeds the expectations of, a-nd standards for the same,
_ established by both the retailer and the manufacturer. As was préviously discussed in the \
section on the Retailer and Merchandise O'uavlity, McClure and Ryaﬁs (1968) in their

comparison study between retailers’ and consumers’ perceptions and expectations of
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product attributes, confirmed that retailers, by and large, underestimate the impértané:e
.which consumers place upon product attributes; and overestimate the degree which price
plays in the consumer decision—process. The findings of the McClure and Ryans study
underscores the trends cited by textile/apparel critiés in reference to the rise in con—s_umer
acceptance of expensive, foreigﬁ—made apparel. For the consumer, it is possible tHat, as
long as a product has the desired quaiity~attributes; .then the price will be no object.
Similarly, the McClure and Ryans findings may also substantiate the consumer notion that
manufacturers and retailérs are overl.y 'concerne_d with price and profits, rather than |
_concerned with prodividing quality wares for the publicA : '
Consumers expect more from products today, and possibly have unrealistic quallty
expectahons Education programs may help consumers to recognize quality products;

however, it is imperative to assess consumer quahty expectations first, before positive

strides are made toward thie manufacture of quality merchandise.
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. METHODS AND PROCEDURES

In this chapter, conceptual framework, selection of consumer respondents,

description of the instrument, and analysis of the data-are presented.

A. ‘Conceptual Framework
Studying consum'er behavior is important, and of particular ifnportancé is the

evaluationof consumer groups with unsatisfied needs or desires. Through their extensive
studies into consumer behavior. Engel, Kollat, and Blackwell have béen able to establish a
.framework or médel which has aftefnpted to replicaie the on—-going consumer behavno}
process (Engel and Blackwell, 1982; p. 687). The EKB model was chosen over other
models as the framework for this study because of its treatment of eQaluative criteria and
beliefs in the alternative evaluation stage: |

‘ The EKB model is built ’on a central construct called the decision process. This
consumer dgcision process can be divi&ed into five stages: problem recognition, search,
alternative evaluation, choice, and outcomes. : \ |

The EKB model expands on the de;isidn process. It organizes groups of r‘eléted

and interrelated variables into a p‘rogre‘ssion or hierarchy of effects which act upon the
separate decision process stages. in 1882, Engel and Blackwell divided the EKB model
into two areas: high involvemént and low iﬁvolvement. High invo’lvement decisions were
those deemed to have a great deal of relevanée and pertinence %or the individual. while low
involvement decisions lacked the pérsonal relevance in the sense that cénsumers'
pérceived small risk that a wrong purchase decision would be made. Enge\l‘and Blackwell
confirm that perceptions and expectations of quality are typical of high involvement
consumer decisions (p. 419). . v

- .The product evaluation or "altern,ative evaluation”'stage of the EKB model is df
particular relevance to the study of consumers’ perceptions of quality, expectations of ,
quality, and the importance of quality in the assessment of consumer behavior during the
purchase process. The mode! indicates numerous influential factors which affect the
" alternative evaluation stage of consumer behavior. Evaluative criteria, for ekample, is

included as a decision process variable. Evaluative criteria are defined as "desired

34
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outcomes frorh choice or use of an alternative expressed in the forfn of the attributes or
specifications used to compare various alternatives” (p. 414). Price, brand, performance,
and durability are buf a few criteria upon whicﬁ a consumer may evaluate and compare
products. This sfudy on consumer's perceptions, expectations, and attit‘udes toward the
importance of quality, intends to examine quality as an'evaluative criterion for consumers
of selected rqady—to—Wear apparel. As the model suggests, other factors such as price
and brand will élso have to be inclugied"in order to gain more thorough understanding of
the interplay between subjective and objective decision clriteria.'

As Engel and Blackwell (1982) have indicated. evaluative criteria are not the sole
influential factors on ultimate product choice. There are‘many other variables or
conditions which éffect‘ behavior. These variables include beliefs, attitudes, and intention;
and motives, lifestyle, normative compliance, and informational influences. In addtion to
these decision process variables, the EKB model includes external influences such as
cultural norms and values, reference group and family, and unanticipated circumstances.
When a researcher attempts td_ utilize the EKB model as a conceptual framework, and in
particular_decides to focus research on one specific af’éa of the model (such as on
evaluative criteria), it should be recognized th'at;a canpIete explanation of cdnsumer
behavior cannot be confirmed by that research because of thé r;umerous external and -
internal mediating inﬂl;!ences that affect the consumer during the decision process.

The definition of evaluative criteria as a major factor in consumer evaluations of
products, adequately establishes a framework for the study of quality as an evaluative
criterion for s.elected ready—-to—wear appéreIA A study of evaluative criteria, hdwever,
would not be complate without e>‘(amir.1ing some other major factors such as beliefs and
attitudes. Beliefs,.according to Engel, Blackwell, and Kollat, are the perceptions of a |
product by a consumer, created by the linking of collected information on that'prddact and
certain evaluative criteria. Beliefs are highly subjective and highly’changeablé. Belief
formation and belief change are the primary goals of many rﬁarketing strategies (Engel and
Blackwell, 1982)

‘ Similarly, Fishbein (1975) has defined beliefs as an individual's “subjective
probability judgements concerning some discriminable aspect of his w.o‘rld"j or more

specifically, the "suBjective probability of a relation between the objeét of the belief and
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some other object, lvalue, concept, or attribute.” (p. 1'3 1
Engel, Blackwell, and Kollat havé also indicated the importance of attitudes in the

evaluation process. Engel. Blackwell, and Kollat as well as Fishbein, define attitudes as
positive: or negative disposifions toward objects andror acts. Fishbein further states that
as a person forms beliefs, attitudes are also automa.tically and simultaneously formulated
toward the object of the beliefs. Fishbein theorizes that individual beliefs and attitudes are
determinants of behavior: but within his theory of attitude formation, it is beliefs that play
a key role. Fishbein maintains that salience of boluefs, the importance of beliefs, and the
evaluative criteria associated with each, are what form attitudes; and are the concepts
upon which he built his expectancy~v.alue model. This study'vof consumer beliefs about
ready—to-wear apparel guality, based upon the examination of perceptions of quality.

expectations of quality, and the importance blaced upon quality, is based on the EKB model
\

which in turn reflects concepts in the Fishbein Expectancy—Value model. .

B. Selection of Consumer Respondents

Actual purchasers of Eaton's merchandise were selected for this study. Eaton's
Wao chosen over other rerailers for the study because it is one of the few major Canadian
retailers with an established, in—store, quality '_control research bureau. As the researcher |
.was an employee with Eaton's at the time of data coliection. the necessary contacts
essential to questionnaire production and distribution were facilitated.

Eaton's regularly checks the quality of in—coming, house Iab‘el merchandise;
however, most of their advertusung of the quality control bureau and guality program

"

usually emphasize housewares and a plnances rather than appagel standards. Consumer
awareness, therefore, of textile/apparel quahty control at Eaton s may not be W|des:pread
Eatons was decidedly a good choice for a quality study in apparel precisely because few
consumers may.recognize Eaton’'s broad quahty control program, and this might result in
more "sincere” reflections about quality in general Furthermore, the results from the
study should indicate the overall effectiveness of Eaton's quaiity cantrol program. Results
from a study with a focus on consumer's perceptions and expectations of garrrwent quality

was considered to be of value to Eaton's and their research team by helping them to

re—examine their quality standards
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T.he sample of c'onsumers_ lwas }'estriétea by two fact.ors': economics, and
estimates‘of _séles v'o!ume duri‘ng a one~week shopping period at Eaton's. A finite-s.ample
of 'ma}iage‘able size was-es‘tablished,‘b};\s‘ed'on a percentage of weékly transagtions from
the children’§ wear deparment sales record at the Toronto Eaton Center store. Thé
children’s wear department at the Toronto Eaton Center was chosen for thé estimate base
due to their high sales volume. The five major metropolitaﬁ .'I'oron"to Eaton's stores
selected for the s;tudy includea 'tﬁe Teronto Eéton Center, SherWay, Y‘orkdale,.

' Scarborough Town Center, and Bramalea. These stores corr)wprise a Censu? of the Toronto
Eaton's branches, ensuring a diverse sampling of downtown shoppers, visitors, and '
suburban shoppers encompassing the western, northern, and edstern Toronto boroughs.
The initial survey distribution size was set at 2,500, although the figure would ultimately be

. governed by‘ the number"éf,individuais who made a purchasebfrom one of the fvs‘)o
participating departments within the previc’)uély mentioned stores during one businéss
weék from August 16 to August 22, 1982 |

The third week in»Augt'Jst‘was selected primarily because it was between

“ bromotional cai npaigr;s: Sales for; the summer stock preceeded the distribution;
therefore, ample sale me;chandise was av:;ilable during the survey distribution. Similarly, a
week qof faji promotionals followed the distribution and Quarahteed new merchandise
availQ‘cy for the consumer during the‘ week of the survey distribution. Due to low sales

in some departments, not all survey)s were distr}buted as anticipated; and in some cases,

survey quantities were depleted prior to the closing déte. By August 22, a total of 2,382

survey questionnaires were distributed; and the last respon'.se‘was received by Sepfember

30, 1982. Eaton's managers whose departments were enlisted for the study. were

contacted by both phone and ietter to confirm participation and distribution dates.

Foll_ovx)—up letters were distributed to all individuals involved (see{Appendix Cl

The respondenfs to the questionnaire fall into the category of "conveﬁiénce .
sz_ample” (Churchill, 1979, p. 300). Because the respondents happened to be "at the right
pla_ée at the right time”, ifc is impossibie to determine whether they arle representative of
the tafget population. An attempt at achieving representativéness, thérefore, was made by -
sampling clients from each of the five Eaton’'s Toronto stores. The study, as indicated in

Chapter |, was designed for exploratory purposes; therefore, a non—probability sample
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Was deemed appropriate for generating ideas and insights into the question of quality.
C. Description of the Instrument | S .

The instrument used was developed by the researcher. Some of the survey
questionnaire items were patterned after those incorporated mn the Sproles (1977)
research on clothing orientations. _

Two identical sets of questionnaires wére printed to facilitate dist'ribution and to
organize the responses. One was entitled Consumer Opinion Survey of Chii_dren's Wear,
and the other entitled Consumer Opinion Survey of Misses' Sportswear (see Appefidices A
and B). The questionnaire, although fqur pages in length, was printed bacl_< to back in order
to conserve paper résources, and to appear less lengthy (and thus less intimidating) 'fo.r the
préspective respondent. Each questionnaire had a series number, from 1 to 1,250,
printed 6n the upper right hand corner of the first page. The series number identified the
store (branch) of origin, and also functioned as a numerical record of questionnaires |
distributed and retﬂurned by both stores and participants. . ’

The c‘questionnaire was desighed to elicit consumér opinionAs on the follov;/ing
topiés: (a) i'mportance of quality relating to ready—td—wear apparel in general, and to a
specific purchase; (b) _expectations of quality relating to readfto—wear apparel in general,
and to a specific purchase; (c) perceptions of quality relating to ready—to—~wear apparel in
" general, and to a specific purchase; (d) definitions of quality; and to obtain informat‘i?on on:
(e)‘types of garments purchésea; {f) wha intends toarear the garment; (g} price; (h)
démographic variables; and (i) survey participation. The instrument was pretested with a ‘
small sample of consumers who made purchases from the children’s wear or misses’
sportswear departmerjts at the Toronto Eaton Center oﬁ July 29, 1982.

The qu}estionnaire was divided into three sections: A, B and C. Section A was
designed to elicit responses pertéining to the immediate gpparel purchase. To ensure
con.t'inuity of responses, questions concerning quantities and types of garments purchased
weré es§ential. To encourage consumer response, and facilitate their answers, questions
in Section A were of short answer format. 'Although a higher number of multipte—item

purchases was expected from the children’'s wear department, it was anticipated that

consumers would likely buy one to three items from any one department.. For this reason,
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space was allotted in questionnéire items 4 to 6 for_purcHasés of up to three pi»eces‘of
ab‘parel; however, respondents were at liberty.to include all items from 'thei‘r entire
purchase. The researcher, in coding, was prepared to accommodate a large number of
‘responses peftaining fo these questions. o ‘ -

Personal research interest resulted in questionnaire _itérﬁ 3. 'When comp;ared with
their ultimate responses to the quality quesﬁon, wéuld consumers' perceptions,
expectations, and the importance of quality change with the intent of their purchase?

Price was not considered a primary_iséue in this stu.dy; howé'ver, non study on quality would
be éomplete without inéluding it. Price and sale price information, therefore, was included
and appeared in questionnaire item 4. o

Sectio_n A pertained to a spegific, immediate purchase bécause it was felt that the
consumers’ feelings.towérd their purchases,_w'oulld still be foremost iﬁ their thinking. '
Consumer studies in the past have suggested consumer apparel dissatisfaction appears
after wear and care; therefore, this study wanted to explore consumqf expectations and

_ perceptions of appan;el at the time of purchase in the"hopes.of okris. -+ :insight into .
consumers’ pre—purchase thoughts on =pparel quality. Questionnaire items 5 é'nd 6 were
designéd to elicit such a consumer response on expectations and perceptioné c_ohcefning )
their immediate purchase. | | _

To facilitéte consumer response, Section B utilized thé Likert scale format..
‘Questionnaire item 7, altthgh a cohtinuation from Section A, was included in Section B
due to format Ite_m~7>(g), in pafticular, was aimed at eliciting responses to the thesis
objective——importance of quality. The remaining subsections 7 (a) to (f), (h), and (i) covered
areas frequently cited as reasonable appare! "features” which might be important to ' |
consumers at the time of purchase. The next fif‘geen queétions in Section B, numbers 8 to
22, were intended"’tv_o elicit consumer responses to stétemehts which pertained to apparel

.'in generg’i. Each question belonged to one of the three main concepts: perceptions,
expectations, and relative importance. Fivé questions from each category were developed
and arranged in random order for inclusion oﬁ the questionnaire. The theme of quality,
plus the criteria cited in questionnai%e@m 7. were combined to ensure a mix of
statements. Consumers were encouragéd to add their own opinions in order to provide

the researcher with complete feedback.



| B TR 40

Ouesti‘onnaire items 23 and 24 were inciuded té provide information on
consumers’ definitions of quality. From rés‘earch, durability has often been eqpéted with
quality; this resulted in the devélopment 6f q@estionnaire iterﬁ 23 In tr-we case o% .
question'naire item 2l4, an assortment of cfitefia w'ere,inciuded which might rép;esent .
quality to the consumer. Again, as in questionnaire item 7, the co.n‘s‘urher had thé

- opportunity to include any definition of quality which may Qiave been-missing from t;we
grou'p.. S " I |
' Section C format reverted '_co“sh.ort answer. The items.were for déscribtive
purposes, to obtain data on variables f_or"determihing differences in expectations,
pérceptions; and the relative importance of .ch'a'Iity émong the various consumer§.
Occupation, per se, was not included in this study; b'LJt rather, overall employment status '
was included due vto perceived Iimit of "spending” dollars within the average household
today. Emplo. .:ent status information was bbfained, thereforé, through questionnaire

item 28. / )

Consumers could respond to the questionna'ire more than once. In _the event of a
multiple respondent, responseis to questions in Section A anahque's'tion 7 would be new,
and therefpre were includec in the overall totals. For, the multiple reépondent, replies tox .
' the general questions in°'Secuions B and C, however, were cbn_sidered redundant énd were
therefore excluded from many of the analyses. basea on affirmative.re'sponsés to the final

question on previous participation.

D. Analysis of the Da_té
The éxploratory guestions were znswered by éalculating frequenciés,
percentages, or means fo’r‘, each variable. The SPSS programs ”Frequencies",;"Breakdown”,
and "Crosstabs” (Nie, Hull, Jenkins, Steinbrennér, & Bent, 18975), ang "Mult Response” (Hull
and Nie, 1979) were used to determine freduencies for group regponses and to deterrﬁine
differences .in means where zalppropfiate. In adéition, the contingency statistic eta, which
~indicates "dissimilarity of means on the dependent variable within the categories of the
'independent variable” were utilized where épplicable {(Nie, Hull, Jenkins, et al, p. 230).

According to Nie, Hull, Jenkins, et al, when the dependent variable and the independent

variable means are identical, eta will be zero; however, "should the means be very
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dif'fer'ent, and the variances within the categories of the independent variablé small, eta
increases toward it maximum value of one” (p. 230). !
Using the SPSS program "Breakdown”, means for the dependent variables, were
Acalculated for each category within each independent variable. Then, in order to measure
the associations between dependent and independent variables, the SPSS program
"Crosstabs” was utilized to determine eta values fof each question. Where the use of

~ means and the eta statistic were inappropriate, frequencies and modal responses,

calculated by using the SPSS prgram "Mult Response”, were (+*iivad.



IV. FINDINGS

‘ In this chapter. descriptive analyses of the survey response, survey respondents,
garments purchased, garment prices, garr?went wear estimates, and garment quality ratings
are presented. In addition, analysis of the Likert scale questionnaire items and analysis of

‘exploratory questions are covered. . : .

v

A. Analysis of the Survey Response N

A total of 250 survey quéstior;naires were givén to each children’'s wear and
misses sportswear department at the following Eaton's stores: Toronto Eaton Centre,
Scarborough Town Centre, Bramalea, Yorkdale, and Sherway Gardens for distribution at
the point—-of—s‘ale, Due to circumstances during the distribution week, however, the

. children’'s wear department at Yorkdale, children's wear at Sherway, and misses’
sportswear at Scarborough distributed 217, 213, and 202 copies of the survey
questionnaire, respectively. In all, 2,382 survey questionnaires were distributed, and 448
survey questionnaires were returned by mail,‘ A return rate of 18.7%, therefore, was <
obtained.

Percentage distributiohs were calculated to illust‘rate the distribution of
respondents among the various store branches. Siilar percentages were calculated to
show the overall distribution of-responses from the two depvartments;nand also to show
the distribution of department response according to the participating branches. These
figures are presented in Table 1. At 28.4%, the most frequent response originated from
the Scarborough Town Centre branch, while the Sherway Gardens branch, at 24.4%, had
the second highest return rate. Overall, the responsesaﬁpear equally divided between the
children’'s wear and misses'’ spbrtéwear departments. When categorized by branch, the

greatest number of respon: ;-originate from the misses’ sportswear department in three

cof the five cases.




Table 1

Analysis of the Survey Response-
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Branch Response (n= 447)

Scarborough Town Centre
Sherway Gardens
Bramalea

Yorkdale

Toronto Eaton antre

-Department Response (n= 448)

Childreﬂ's Wear
Misses' Sportswear

Branch Response Reported by Devpartments

Scarborough Town Centre (n= 127)
Misses' Sportswear
. Children's Wear

Sherway Gardens (n= 109)
Misses!' Sportswear
Children's Wear

Bramalea (n= 76)
Misses' Sportswear
Children's Wear -

Yorkdale (n= 68) - L
Misses!' Sportswear .
Children's Wear

Toronto Eaton Centre (n= 67) -
Misses' Sportswear
Children{s Wear

Percentage

28.14%
2 i
170
15.2
15.0

50.2"
49.8

S
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B. Demégraphic Analysis of the Survey Respondents

Demographic analysis of the respondents is presented in Table 2. Included are the
percentages for the sex of the respondent, age, family description, employment status,
and educationa! levels attained. Percentages for the demographic variables, organized
according to respondents from the misses’ sportswear and children’'s wear departments,
were calculated and also appear in Table 2.

Of the respondents to the qustionnanre, 97.0% were female; with the higher’
percentage of male respdnse,s from the children’'s wear départment. In.terms of age. a
total of 31.1% of the respondents were in the 32 to 38 age bracket. For children’s wear
respondents, 47.2% were in the 32 ta 38 age bracket, while the most frequent misses’
sportswear respondent was 25 to 31 years in agef Over half of the total group were in a
family situation with two'parents and children present within the home. Of the children's
wear respondents, 85.3% were in a similar family situation; however, 35.2% of the misses’
sportswear respondents were single with no children.

Half of the respondents were'émployed, either full-time or part—time and 30.3%
were non—working. Employrhent status amongst'misses' sportswear repondents and
children’'s wear respondents was similar to the freduencies reported by the total group.
with the exception of a higher incidenée of "other (includes students)’ purchasers from the
misses’ sportswear depértment One quarter of tne respondents had comple;ed high

_§choot or the equivatent, and 22.8% had completed a Bachelor's degree. Educational levels

among the clients of the two departments refiect similar frequenciés to the total group.

C. Analysis of Garments Purchased
A total of 1,458 garments were reported purchased by response to questionnaire
item 1. Of those garments, 1,030 or 70.6%. were purchased from a children’'s wear

department; and 428, or 29.4%, were purchased from a misses’ sportswear department.

~
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Table 2

Demographic Analysis of the Survey Respondents

Children’s Missea'

Demographic Variable } ' : Total Group vear ' Sportewesr
SEX (n= 428)
Female - 97.0% 95.4% 98.6%
| Hale . 3.0 4.6 -
AGE (n= 434)
it and unde} 0.2 0.0 0.9
12 - 17 : 2.5 2.8 2.3
18 - 24 10.4 4.6 16.2
25 - 31 B : 20.0 21.1 19.0
32 - 38 . ‘ 3t.1 47.2 14.8
39 - 45 4.3 17.9 10.6
46 - 52 . 8.1 A 14.8
53 - 59 7.6 . 2.8 12.5
60 and over . . 5.8 . 2.3 9.3
FAMILY DESCRIPTION (n= 430) \ N
Couple with children still at home 60.0 85.3% 34.3
Single (including divorced and widowed) 19.5 4.1 35.2

no children
Couple with children no longer-at home 8.4 2.3 14.6
Couple, no children 7.9 4.1 11.7
"Single with children gtill at home 3.7 3.7 3.8
0.5

Single with children no longer at home -015 0.5

EMPLOYMENT STATUS (n= 422)

Working, Full-Time 38.2 . 3.6 Gu.8
Non-Working 30.3 35.3 24.8
Working, Part-Time 20.1 23.6 16.7
Other (Includes Students) - 1.4 9.0 1%.8

EDUCATION (n= 391)

Completion of Secondary Education/ 25.8 24.7 26.9
Certificate .
Completion of University, Bachelor's 22.8 . 25.3 = 20.3
Level . oo
Some university, below the Bachelor's 18.4 19.6 17.3
Level
Post-Graduate 11.95 10.3 12.7
Some Secondary Education : 10.5 8.8 12.2
Non-University Training (Téchnical)“ 5.4 . 5.2 5.6 "
Other ’ 3.l 4.1 2.0

Elementary Edﬁqation . ' 2.6 2.1 3.0
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Although 1,458 garments weré reported purchased. responses to questionnaire item 2
identified only 1,186 of the garments by type. The garments idenAtif'jed i.n questibnnaire
iterﬁ 2 represent 81.3% of the total. Peréentages, based on the 1,186 garments, were
calculated for each of the different garrﬁént types purchased. These figures are
presented in Table 3. Similarly, percentages for the different garment types purchased,
based on the department of origin, wére calculated. These figures are also presented in
Table 3 (it should be noted that the garment type “hat” does not appear in Table 3, but will
appear in all remaining tables. Respondents did not include hats in their Eesponses to
que'stionnaire item 2, bu.t did include the item in their responses to questionnaire items 4
énd 5 Actual numbers of purchased hats, therefore, is unknown)

The two most frequently purchased garménts were jeans (20.2%) and blouses
(18.0%). Of the jeans purchased, 89.2% were purchased from a children’s wear

department; wi zreas 56.0% of the blouses were purchased from a misses’ sportswear

- department.

D. Analysis of End Use of Garment

A total pf 472 responses were recorded to questionnairé item 3 which pertained
to the end use of the garrﬁent, These included the responses from multiple-—iterﬁ
. P \
purchases, as well as indications of more than one end use for some of the garm\ents.
Percentages based on tHe response frequencies for the tota! group and for the \
departmeht of pur'chase origin were calculatea Thgse figures are presented in Tabg 4

For the group, 45.8% stated the garhent purchased would be worn by' self. Fb\

children's wear respondents; 76.7% of the responses indicated the garment purchasad

.would be worn by a member of the family; and for misses’ sportswear respondents, \

88.1% of the responses indicated the garment purchased would be worn by seglf.
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Table 4

End Use of Garment

Percentages

End Use Total . Children's Misses!
Group Wear Sportswear
Worn by Self C45.8% 3.4% 88. 14%
Worn by Member of Family .  41.1 - 76.7 5.51
Gift for Member of Family 9.3 12.7 5.93
Gift for a Friend _ 3.6\ 6.8 0.42
‘Other ' 0.2 0.4 0.00

(n= a?z)
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E'. Garment Prices

Garment prices ranged from $0.99 to $325.00, and were coded in five dollar
increments up to $100700. Most garment prices reported were under $100.00; therefore,
those _ovef $100.00 were coded within a single'category, fse‘rﬁcentages for both original
and sale prices, besed on total group responses to questionnaire item 4 were calculated
for the individual garment types and appear i Tables 5 and 6. |

For the total group. most garments were priced between S5 and s10. These prices
likely appear low due to the g-reater\number of garments purct‘wased from vthe children's
wear .department. Frequencies of garment prices for the children’s wear and misses’
sportswear departments are presented in Appendix D, .Tables D1 to D4.

For children’'s wear respondents, garment prices ranged from $0.93 to S60, with

‘the .rﬁost frequent original and sale prices of $5 to $10 (Tables D1 and D2). For misses’

sportswear respondents, garment prices ranged from $0.99 to $325.00, with the most
f.reque.nt original price of $35 to $40; and the most frequent sale price of $5to $10 -

(Tables D3 and D4) -

F. Garment Wear Estimates

Frequencies of garment wear estimates, in.days per week, were calculated for the
total group based on responses to_questionnaire item 5 (Table 7). Responsee ranged from
1 to 7 days per we%kA For each garment type, most were expected to.be worn 1 or 2
days a week, with the exception of swimwear, nightattire, and shoes, where 28.6% of the
respondents reported garment wear of 3 days per week; 29.5% reported garment wear
of 3 days per week; and 33.5% reported garment we‘ar‘of 7 days per week, res~pectivelyA

Frequencies for garment wear-esti»metes, in moﬁths per year, were also calculated
for the group (Table 8). For each garment type., fesppnses ranged from 4 months to 12;
however, the most frequent response was 6 months and.applied to dress slacks, jackets,

shirts, cardigans, t-shirts, shoes, combination outfits, and shawls.

Text Continued Page 59
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Frequencies for garment wear estimates, iIu -years, were similarly calculated for the
total group (Table 8} For each garment type, responses ranged from 1/4 of a year to 20
years; however, the most frequent response was 2 years which applied to shorts. slacks,
shirts, blouses. cardigans, dresses, t—shirts, joggers, knickers, and hats. The second most
frequent response was 1 year and applied to swimwear, jeans, jumpers, nightattire,
hngerie. shoes, combination outfits, and non—app‘are'l.'k T , \;

Wear estimates reported by children's wear and misses’ sportswear respondents

}
will be discussed in Section |.

G. Quality Ratings for Garments

Frequencies for the garment quality ratings, based on responses to questionnaire
item 6 for the total group. were calculated These figures are presented in Table 10. For
the individual garment types, most were assigned a mediunn. QUahty rating, with the
exception of shirts, lingerie, vists, and combination outfits where a high quahty rating was -
assigned. Suits and textile relat;d items shared equally (50%) medium and high quality
ratings.

Quality ratings reported by children’'s wear and misses’ sportswear. vespondents

will be discussed in Section | : ) ' .
¢ N v

H. Analysis of‘Likert Scale Questionnaire items

Table 1 1 presents the f-requencies and means for the total group to questionnaire
items 7 (a) to (h), and 8 through 24 {r) Frequencies and means for the same questionnaire
iterns but separated into children’s wear and misses’ sportswear responses appear in
Appendix E, Tables E1 and E2, respectwely

For the total group (Table 1 ”. resu és "tdr many items indicate neither agreement
nor disagreement. Of particular note ‘how‘e%r are the stronger agreement or
disagreement with questionnaire nten’img g3":4 {e). (h), (. and (q). Apparently, consumers are
concerned with the f|t of garments; and deﬁne quality as: garments which are neatly

finished; . ' S P -3
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Table 10

Quality Ratings for Garments
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Shawl

60.0

Ratipg
Garmenk Type Low’ Medium High
1 2 3
Shorts/Culottes 7.7 % 60.3 % 2.1 4
Dress Slacks/Trousers 1.2 57.7 41
Jacket/Blazer 5.8 . 50.4 46.8
Skirt 1.0 L.y 5.5
Blouse/Shirt 0.7 51.1 48.2
Cardigan/Pullover Sweater 0.5 60.3 19.2
- Dress ' 0.0 66.7 33.3
Suit 0.0 50.0 50.0
Swimwear 0.0 64.3 35.7
T-Shirt /Top 2.1 55.7 42.2
Track Suit/Sweat Suit - 0.0 69.5 30.5
Casual Jeans/Cords 1.9 49.7 484
Jumper/Jumpsuit 6.5 54.8 38.7
Nightattire 0.0 S4.2 © 458
~ Lingerie , D 4. L3.4 52.1
Textile Related/Blanket 0.0 50.0 0.0
Shoes 0.0 33.3 66 .7
Weatherwear/Coat /Parka 5.9 64.7 .29
Vest o 0.0 36.4 6346
Knickers 0.0 & | 53.3 467
Combination Qutfits 0.0 25.0° '755
Non—Apparel/ﬁmbrella< 0.0 . 75.0 25.0° .
. Hat ‘ 0.0 100.0 0.0
0.0 40.0
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garments wuth seams that will not fall apart; garments that W|Il survive care: and garments

that do not shange in colour. Findings from the children's wear respondents (Table E1) are

' snmnar to those for the total group, with the possible e’xception“fof a higher number of

responses in agreement with questionnaire item 7 (b} whnch cites prnce as a purchase ;. B
% .

a

s

children’'s wear department, i1s prlce For the mlsses sportswear departments (Table! E2)

findings are also similar to the tdtal group, : .

"

Written responses to fluestionnaire items 7-1i) and 24(s) were recorded individually

and organlzed accordmg to‘toplc Faw. respondents 1nd|cated the degree of their oplnlon

on the leert scale to these questuons therefore smple percentages based on response

and the assumption of overall agreement were catculatqd fof h ese items. These fxgures o "

,‘4“.

‘are presented n Tables 12 and 13. For the total group and the chddren s wear

T ">

respondents, the most frequent response to quest;onnanrewtem 7 (l) was s%‘emal need

(Table 12). School, in particular, was most frequently cnted by chtldrens wear respondents

‘ KM

as the special need or upcomxng event For purchasers of mosses sportswear the rrtbst 3 x

I

frequent ndmber of responses were recorded ln three categoruesb need for school or

AR

' spec:al event; cut or fit; and, versatllrty or cCo— ordlnatlon fe@tures

Questionnaire item 24 (s) examnned the respondent s deflnmon of quahty Qf those -*
- who responded to the questlon from the totatl group standard sizing was most frequently ,o’é.m_el

identified as a determmant of quality (Table 13) Standard sizing was also most frequently BV

2" .

. mentnoned by the children's wear respondents Nhsses sportswear respondents

however, mentfoned garment constru%:tnon as theur quality. criterion .

I Analysns of Exploratory Questlons . k o i o N

>

The exp!oratory questxons were answesz Ed accordrng to the proposed analysus of

data outlmed in Chapter 3.

g _ -

Questlon 1 Do/consumers of t:hrrdren S wear: and consumers of sportswear ~
differ in'their deﬁnmons of quahty?‘ ?} o .' - _"' . - '. o

.
i

»
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"\,‘p‘:" ) 753
were calculated These fngUres éppear in Table 14. Similarities between the two means
are noted n all cases however. shghtly elevated eta values are noted in the responses to
questionnaire items 23, 24 (g), (h) (i), (n), and (p). o

Although findings do notindicate major dif ferences in definitions of quality
between consumers of children's wear and consumers of misses’ sportswear:; children's
wear respondents do appear to have associated quality more with garment durability and
hand-me--downs, while misses’ sportswear respondents appear to have associated quality

)
u

with uniqueness, garment construction, fibre content, and classic style.
L]

Question 2. Is there a difference between consumers of ladies’ sportswear and
consumers of, children’s wear in the importance of quality relating to:
| (a) ready—to-wear apparel purchases in general;

{b)'a specific ready—to—wear apparel purchase?
The importance ofq:éapty relating to ready—to—wear apparel purchases in general was
Ameasui'ed by questionnaire ‘items 8 11 12v, 13, and 20; and the importance of quality toa.
s;lpecific ready—to—wear apparel purchase was measured by questionnaire item 7 (g). The
means and‘eta value for each item are presented in~§able 15 . @ | |

Similarities between the two means are noted in all casesnand eta values for each

questnon are also similar, with the exception of »tems 12, 13, and 20 The slightly elevated

eta values for. these items indicate garment’ quahty wag somewhat more |mportant to g

Gt

. purchasers of misses’ sportswear while price and ease of- care were somewhat more

Ly

nmportant factors to purchasers of chxldren s wear. Musses sportswear respohdents also

‘:

indicated.a relatnvély low |mportance of garment. fash»onabmty as a maLor factor inthe  Jw
o o N
.frequency of garment wear (Ouestnonna:re Iltem 13)
‘ %
F:ndnngs ‘do not. suggest great differences between consumers of ladies

.

sportswear and consumers of chnl%en S wecajr in the importance of quality relatnng to
. ready to-wear apparel purchases specrf;cally however in general, quahty appears to be -

. : shghtly mor.e important to the misses’ sportswear respondent.

7..,' S i S ‘ ) ‘ o T . : RS
',4‘.} - ’ . o i’ < G
Ouestion 3. is there.a dlfference between consumers, of ladies’ sportswear&and
ey !p 2

,x;onsumers cef chnldren s wear in their perceptnon of quahty relatnng S
- h gy EZ 29
- A o ";,‘g',"‘ _ Sy , o Text Continued Page 78 °

-
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(a) ready—to-wear apparel purchases in general;

Laate
A
Yot

Perceptions of quality relating to ready~to~wear apparel purchases 1 general were

(b} a specific.ready-to-wear apparel purchase?

measured by questionnaire items 15. 16, 17, 18, and 22; and perception of quality to a

| specific ready—to-wear apparel purchase was measured by questionnaire item 6. The
means or percentages for the chuldren s wear and misses’ sportswear variables and where
approprlate the eta value for each question, were calculated. These figures appear in
Tables 16 and 17 . ' -

Similarities in quality ratings are noted between the children’s wear respondents
and the misses’' sportswear respondent (Table 16) Garments were most frequently
assigned-medium quality ratings. regardless of department. Likewise, similarities between
the two means and low eta values are noted in all cases t‘y&'le 17), with the exceptron ‘of
questionnaire item 17 where a slightly higher eta value is noted. Misses' sportswear
respondents were slightly more apt to perceive garment quality through touch.

Findings do not support speoulations that dif ferences exist between consumers of
ladies' sportswear and consumers of children’s wear in their perceptions of quality relating

to ready-to—wear apparel purch_ases,' neither in general, nor(speciﬁca'lly.

Oue,:j;tion-a. Is there a difference betwéen the consumers of ladies’ sportswear
“and the consumers o_f children’s wear in their expectations of quality relating to:

v

et

(a) ready to-wear apparel pl',:rchases in general;

b) a specific read'y to-wear apparel purchase?

 Expectations of quality relating to ready-to—wea!r apparel purchases‘in general were

~ measured by questionnaire items 8. 10, 14. 19, and 2 1: and expectation of qoality fora
specific ready to-wear apparel purchase was measured by questlonnanre item 5. The
meansgg modes for the chnldren s wear and misses’ sportswear varlables and where
approprlate, the eta value for each question, were calculated. These figures appear in
Tables 18 and 19 )

Wear estim_ates,“un days per week (Table 1§3J), indicate most children’'s wear

a7

.respondents expected garment wear of 110 2 days pe'r week, while most misses’

sportswear respondents expected garment wear of 1 day per week. Frequencies for -
- L Text Continued Page 83
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\

garment wear estimates, in months per year; ranged from 1 to 12 months. Mot children's"

wear respondents expected garment wear of 8 months per year, while mo\st misses’
sportswear respondents expected garment wear of either 5 or 8 months per year.
Frequencies for garment wear estimates in years ranged from 3/4 of a year to 7 years for
children’'s wear respondents, and from 1 year to 20 fdr misses’ sport'swear resp'ondents.

Most children’s wear respondent: indicated garment wear of 1.or 2 years. The most

" frequent misses’ sportswaear response lndlcated garment wear of 2 to 3 years

ladies’ sportswear and consumers of children’s wear in their expectatlons of quahty

" Where tested, srmularltles between the two means and. low eta values are noted in

all cases (Table 19) with the exceptlon,of questionnaire item 21, where a considerably-

higher eta v,alu/e is noted. Children's wear respondents appear to have expected garment

shrinkage at the 'point¥of—purchase more often than misses’ sportswear respondents.

Specnfucally children’s wear respondents expected shghtly mor “  quent garment
) W '

wear. in days per vgebek and months per year, whereas the misses’ spor vear respondents
expected to wear Thelr garments for more years. In general, except for garment

\)’
shrinkage, research flndlngs do not indicate a maJor difference between consgmmers of

\ :

relating to ready—to—wear apparel purchases.

-

\;) =
Que_stion 5. Are there any differences IL importance of quality, perceptions of

quality, and expectations of qyality, 'amon.g purchasers of ladies’ sportswear who vary om_ .

: o S : '.
a age’ . ! - l/. . ) )

b. family description,

C-‘emp]c}'&{ment status, ' / ' - T

: d. educa:’tion,h : : ' ! ‘:g

A .e?s‘to‘re-(branch)r ’ ST S [ Sy
f. end use of garment,
9 garment price, and ‘ : Lo
h.-garment type? | ; . v o .

Means or modes for each category of mdependent varnable and eta values vx’/here
. »

e

approprlate were deterrnnned for each group of questlonnalre itams: |mpor’tance of

Y

quahty percept|ons of quahty and expec‘tatlons of quahty F;ndmgs for the three ma}or

'Rvl
» : . . it
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groups, importance, perception, and expectations will be discussed individually, beginning

_ with importance.

Eta values indicating associations between the independent variables and
importance of quality appear in T_able 20, while more details are presented in Appendix F,
Tables F1 to F6. For the variable age. the greatest variance in importance is noted in the
responses to questionnaire :tems 1 l 13. and 20. In response to questionnaire item 11,
‘with the exception of those of 60 years and over, ease of garment care appears to gain
|mportance with age. Inresponse to questlonnalre item 13, individuals of 18 to 24 years,
25 to Bl years, 32 to 38 years, and 46 yo 52 years are sllghtly more apt tb have apparel
in thenr wardrobes which they do not wear due to the out- dated fashlons In response to

' questlonnalre item 20, the means range from 2.96 to 4.00, reported by those in the age
'categorles 39 to 45, and 11 and under, respectlvely (Table F1).

° The greatest variance in importance of qualnty to those who dlffer on famlly
. descrlptlon are noted by the responses to questionnaire item 7 (g). The means range from
‘ 3.00; reported by smgle parents with children still at home, to 4 04, reported by couples
with children no longer at home (Table F£2). Interms-of employment status, the greatest
._.,varlance in means appear in the responses to questionnaire |tem 9 (Table F3); and for
educatlon the greatest variance appear in response to questvonnalre items 7 (g) and 20
(Table. F4l ’

. For respondents who differ pn store (branch) of purchase orlgln the greatest -
varlance is noted in the responses to questlonnalre item 7 (g). Individuals who made
purchases from Scarborough Town Centre agreed to the statement more frequently than
others (Table F5). ° -

Eta" -lues for garment end use were unavailable due to the nature of data

’ therefore comparisons for this independent variable, in all instances, will be based on
means. The means reflect the greatest varlance in response 1o questlonnalre |tem 1 l The
means ranged from 1.00, reported by repondents who purchased the item as a glft for a

friend, to 3.00, reported by individuals who purchased\the item as a gift for a member of

their family (Table FB).

.3
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The modal response for each questionnaire item was calculated acéording to each
garment price category These findings appear in Table 21. Similarities in modes are
noted between purchasers of originally priced garments and sale priced garments. There
app;ears to ber an overall cbnsistenéy across all price r;'mgés to the responses to each
statement on the importance of quality. This confirms a certain degree of duality
importance, regardless of garAmen__t price

Modes for each qu‘estionnaire iterﬁ were calculated for. each category of garment
type These figures are presented in Table 22. Similarities in responses were noted for
each statement There appear;c, to be few differences in the i\mportancé of quality among L)
types ofﬂgarments purchased.

Findings suggest that, first, the importance of quality does not seem to vary
according to the price paid for a gér.ment; but may vary according to the store or branch
where item was purchased Secondiy, durability is more important when garments aré |
purchased as gifts for individuals outside the family; and, thirdly, concerh with

'

ease—-of—care varies on age and education levels.

Modes and eta values for /the independent variables and perceptiohs of quality
appear in Tables 23 and 24. while more 'details are presented in Appendix G. Tables G1to
G6é

In respons‘e to questionnaire item 6, individuals 11 years and under, anc individuals
60 y'éars and'over, more frequc\a\ﬁtly rated garment quality higher 'ihan tho.se in other age .
' caltegories In response to the remaining questionnaire items (15, 16, 17, 18, and 2.2_), the
" greatest variance in méané for perceptions of quality among age groups are noted in
response to questionnaire item 18 The means ranged from 2.00. r§ported by individuals
11 years and under. to 4.00.fe;50rted by irlwdividuals 60 and over (Table G1). Perceptions
of paying more for quality appear to increase with age. '

In response to questicn e i.om 6, couples‘ with no children and children no
longer at home, assigned h' -h quality ratirgs to their purchases. For those who differ in
f?‘rﬁil\y descriptjoﬁ on the ~em.. .iig QuF stionnaire items, the greateét variance in
pérceptiOns of quality are nc.:d n 1 csponse to quéstionnaire item 15 The means range
from 2.75. reported by o

Text Continued Page 9N
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Table 23 : o,

Ratings of Garment Quality Among Purchasers of Misses' Sportawear

\ Queationnaire Ttea 6.

Hodca.

Iadependeant Variables Uow vould you rate the quality
of the garweat(e) you Jatl purchaas:

Low/Mediua/Xirn

ARV

11 and under

12 - V7

18 - 24

2% - 3.
32 - 38

39 - &3 '
W - 32

3y -39

£&O and over

NN

2

NN
=

Femily Descrintion
Siagle (includimg divorced and vidoved),
20 childrea

Siagle vith chxlldrea atill at hows ) "
Single with children 20 loager at Aoae

~N

Couple, a0 childrea
Tewp'e wih children still at homs .
Cavpin 31'm childrem mo longer at hoae’

- N NN

Lwployme  t Statue
Yorkiag, full-time
Yorkins, part-time
Noms-Working

Other

Q
e NN

[ducation P
Flementary Education

So-c“5-co-dnr7 Educatioa

Coapletion of 3econdary Lducation/Certificate
Nom-university traiamimg (f.e. Techafcal)

Some Umiveraity, Velow Bachelor's Level
Coupletion of Uafversity, Bachelor's Level

N N e

2

Post-Craduate
. Other

N N N

Store Oriein

Teroato Latoa Cestre : )
Scarborough Tova Cestre
Yorkdale

Brasalea -

Shervay Cardens .

N e e N

Caresen nd .

Yorm by myselfl

Yora by a meaber of my fasily
7‘ gLt for a member of my fasily -
A gLt for & friemd R
Other

: o
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single parents with children still at home. to 368. reported by couples with children no
longer at home (Table G2) ?

Unemployed individuals, and those of "other” employment status, rated garhent :
quality high in response to questionnaire item 6 For those whe differ on employment
status for the remaiining questionnaire items, the greatest variance in mea'ns appear within
the responses to questionnaire ite . 15 (Table G3).

_ Respondents with elementary education and those with some university education
below the bachelor level, rated garment qualit'y high in response to qu-stionnaire item 6:
however for the remaining questionnaire items, the greatest variance in means for the
variable education appeahr .in the responses to questionnaire item 22: The means ranged
from 1.88, reported by individuals with a post—-graduate faduéation to, 300, reported by
individuals with other educational training (Table G4).

In response to questionnaire it(em 6. individuals who made pu#chases from
Scarborough Town Centre, Yorkdale. and Brarﬁélea stores, rated garment quality high. For
those who differ on store (branch) in response to the remaining questionnaire iterﬁs, the
greatest variance in pe’rceptions of quality are noted i the responses to questionnaire
item 22 (Table G5} .

) The meané for the different garment end use categories reflect the greatest
variances in questionnaire item 22. Thé means ranged from 1.00, reported by individuals
who made thé purchase as a gift for a friend. to 2.32, reported by individuals who '
intended to wear the garment themselves (Table GB). As indicated in the previous section,
modes for questionnaire item 6 for those who vary on garment end use were-

-~

unobtainable.

For each garment price, both original and saies, modes wer'e calculated for each
statement. These findings are presented in Table 25. Similarities were noted in the modes
between original and sale prices for each statement, with the exception of responses to
questionnaire item 6. Items which were ;ale priced wer;a more fréquently a_ssiéned:with :
high ratinés of quality. Overall, there appears to be similar percep'tions of quality among
the various price categories. ‘ -

Modes for each.category of garment type were calculated These findings are

presented in Table 26. There appears to be similarities in perceptions of guality among

.
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purchaser/s of various garment ty'pes
Findings suggest that price and quallty perceptions are somewhat associated with
age. while at the same time, perceptlons of quallty appear to mcrease when garments are
purchased on sale. Respondents agreed that good quallty merchandlse is not always
obtainable from most retail stores; and of partlcular interest, is the assocnatlon between
perceptions of quality and gift purchases; and the association between perceptions of
quality with the store (branch). Findings suggest that as educational levels increase,
perceptions of quality decrease. | »
Mgd’es and eta values for the independent variables and expectations of quality
v appear in Tables 27 and 28, while moredetaiils are presented in Appendix H, Tables H1 to
'H6. Similarities in wear estimates are noted for each age category. with the exception of
those 25 to 31 years in age who expect to wear their clothlng purchases for 5 years. For
those who vary on age in response to the remaining questlonnalre items, the greatest
variance in means are noted in response to questionnaire itéms 10, 14 and 21. Of
partlcular note‘are the responses to questlonnalre item 14. The means ranged from 2.80,
reported by individuals of age 12 to 17 years, to 4.289, reported by individuals of age 32
to 38 years (Table H1). With age, quality expectations of designer apparel appear to - °
increase. . ‘
Garment wear estimates, as indicated by eonsumer response to questionnaire item
5, appear similar for each category of family description; however, in response to the
‘ remaining qUestionnaire items, the greatest variances in expectations of quality are noted .
in the responses to questionnaire item 10. The means ranged from 2. OO reported by ‘
single parents with children no longer at home to 3. 89 reported by single parents W|th
children still at home (Table H2) ' '

In response to questlonnatre item 5 workmg mdnvlduals more frequently indicated
hlgher garment wear estlmates thai ¢ the rest ln response to the remalnlng questlonnalre
//
items, the greatest varlance in m\fns for those who vary on employment status, appear

‘within the responses to questlobn' ¢ \em 21 The means ranged from 1.79, reported by

mdlvnduals who mducated other as th‘ sir working status, to 2. 27 reported by mdlvnduals

workmg part time (Table HB» ; .

X »J



Table 27 , .
Garment Wear Expectations Among Purchasera of liisses' Sportswear

Questionnaire Item

Independent Variables S. For each garmeat purchased, eatisate the musber of days in
. ome week, and the auaber of wonths out of oae year that you

expect the ftea(s) will be vorn. Also eetisate the ausber of

yeoare you expect the l.to-(-l) to last.

, Modes .
. ' Days per Week Monthe per Year Years-
Axy B
- 11 and under 2 - 2
12 - 17 N v 7. 2
8- ' ' 8,12 2
25 - N 1 6 s
32 -3 s ] 8 3
39 - 43 ' . v 6.7 3
W - 52 : o 1 6 z
53 - %9 2 . 2
and over ' .6 2
Tesily Deacrinption
" Siagle (including divorced and vidoved), ' ¢ b
»o childrea )
Siagle with childrea etill at home , » -z‘ 05,10 5
Single with childrea no lu(of at hoae ). 1 ? s ,
- Couple, ne childres . . 6 3 ' >
Couple with childrea still at home ' s 2
Couple with children: mno loager at hoae 1 . . ‘,
Working, full-time ' . v 6.8 b
Yorking, part-tiage ! L] 3 “«
Moa-Working o ' 6 2
"Other - 1 12 2
due . . _ . ) o . N '
Llesentary l:ancnlf!.o‘- = : : 2 3 2
Some Secondary Educatioa 1 7?7 2,3
Cospletioa of Secosdary Iducatiom/Certificate ! 12 ) 2
Noa—uaiversity- traiming (i.e. Technical) ' :8,12 T “
- Some University, below Bachelor's Level ! 6 3
Completioa of Umiversity, Bachelor's Level t 8 5205
Post-Cradwite - ! 8 ;3 -
- Other ) 1 10. 2,3
R . |
Stors origia - : ! . kS ' . "; -
Toroato Estoa Ceatre : . ' . o ;8 ‘3
Scprboro;n"h Towa Ceatre ! 2
Yorkdale L LT
Srasalea . ' f 2
Shervay Cardens ' ) ' "\ .’5 B
Garpent Ind Uee . ‘ - -
Yora by myself - : T Ll e .
VYora by s meaber of my fasil - Lo - _ —
A gAft for & member of my faaily S - _ . .
A gLft for a friead : LT i _

Other : X .
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Similar responses to questionnaire item 5 are noted for those who differ on &
education: however, in respohse to the remaining questionnaire items, the greatest
variance in means appear in response to qdestionnaire'item 14 The means ranged from
3.17, reported by individuals with eldmentary education, to 4.28. reported by individuals
~ with some secondary education (Table H4|

In response to questuonna:re item 5. individuals who purchased garments from the
Toronto Eaton Centre Yorkdale, and Sherway Gardens reported 5 years of expected
‘garment wear life as opp_osed to 3 years reported by the rest For those who differ on
store (pranch) of purchase origin in reeponse to the remaining questipgnaure items, the
greatest v'ariance in expecfations of quality were ncted in the responses to guestionnaire
B item-21. The means ranged from 1.84, for garrnents obtained frpm Bramalea, to 2.32,

' reported by individ_ual:; who obtained garments from Yorkdale {Table H5) .
Mode of r’esppnse to questionnaire item 5, and eta values for those who vary on
- garment end use were unavailable: therefore comparisons of the remaining questionnaire’

items will be baeed on means. For'those whovvary on garment end use,\the greatest

variance in'means are noted in questionnaire item 14. The means ranged from 3.89,
| reported by individuals who intended to wear the item themselves, to 5.00, reported by

individuals who purchased the garment as a-gift for a friend (Table H6).

Modes for each category of garment pnce were calculated These findings appear
in Table 29 For garment prices, there appear to be simila-ities in expectatlons across all
price ranges, and between originally priced and sale priced merchandise. -

For garment types, there appear to be overall similarities in expectation values
with the exception of projected wear expectancies, where values differ_ accordihg to the
seasonality of the garment (Table 30). |

Findings suggest that: consumers expect garment stabmty follownng wear and care:
~consumers do not appear to allow for garment shrmkage when purchasmg.garments, and

. . 4
quality expectations of desiger apparel possibly increases with age.

Question 6.. Are there any c{iffpt;,encesﬂin importance of qualiiy, perceptions of
N~
quality, and expectations of quality, among purchasers of children's wear who vary on:

Text Continued Page 101



98

‘' panuIjuo)
\ S ¢ s S o b 0018 <

, - h'e - 89 - L 0018 - 10°668
- - - - - - G638 - 10°068
GG 4 S 9 1 2 . 068 - 10°688
- 9 s il - 4 $gs - 10°068
- GGy - 8'9 - ! 098 - 10°G.s
- 2 - L - I GLs =~ 10°0L8
. S ¢ S 9 ! ! 0.8 = 10°698
: - 4 . - 4 - | 698 = 10°098
= S = 9 - | 098 - 10°668
€2 2 olL'h 219 1 { G6Y - 10° 058
¢ ¢ 4 9 2't 24 0568 - Lo°ghs
) € 4 8 9 ¢ 1 ¢hs - 100N
¢ 2 oL‘¢ f \ 1 ohs . 10°6¢8
4 2 2t Gty ‘e { G¢s - 10°0¢8
S ¢ h 92 ! i 0€s - 10628
2 2 oL's . 1 t 628 -~ 10°028
2 2 o 9 1 { 028 - 10°G!I8
2 2 2 ) \ 2 . Gls -~ 10'018

‘ A ¢'e - 01l €4h'2 | 1 ols - 10°G8

| 1 8 g 2 2 $8 - 66°3

ars TeulRI0 B 1eu13120 ayvs 1w 12140

‘Jea} Jad S8YJUONY Yoam dod sAeq $8031d jusuIeH

) 8383}
AHHV 83pOH

‘¢ waizl 91TeuuoT38and

830714 3JUWIVD :rvemsizodg ,§9BRTH JO 8IBBWYIIN Juomy K331Tend Jo suojiuwisadxy

62 elqel



99

2 z 2 4 g ¢th n C N ) 0018 <

: -z _ 0018 = 10°668
- - - - o 668 -~ 10°068
068 = 10°48$
: © ' 6es = 10°068
: .- 088 - 10°G¢L8
6L8 -~ 10°0L8
. 048 - 10°698
§98 - 10°098
098 ~ 10°668
_ 668 - 10°068
_ 058 = (0°GHs
Shs - 1o°ons
ohs - 10°6¢s
¢¢s = 10°0€8
. o€ ='10°¢2s
_ . g2t - 10°028
: . 02% = (0°Gls
. . Gts -‘10°018

. 0l8 =< 10°Gs

8 - 66°%

]
o
'
-1
t
N
]

t
]
3
!
]
1
]

PaN
Y N Y N O A A
=

"2y
g
- J N T 2

G

+ FF ¥ F I I+ T I T T N T T T

J

N
NN N NN N NN N
[PANNNE S S S AT SR AV GV 4
T O N A AN AR AT
Y N T N T A )
F > T N T
N+ 4+ 3 T+ FF T T T T T T TN ST
T~ O NN N = O = T = = — o~ — — —

L O W oV L o

~—

aT®S  TWUT®TI0 . S1¥S TeuiPII0 sy 1vwid130 Toates 1wITL0 . s1es  Twuydtio

‘12 ‘61 vy ‘o1 ‘9 . 803724 jusmIwy

* 99pON

. " ‘gmey] WJIRUUOTISONY : : . ‘ !

T

803724 IUemMTIe) :avaasizodS ,8998TW JO sIaseysand FJuomy K3Trend Jo suoyywidsedxi

penuyjuo) -- 62 e[qel



100

€ h G'h G'h - €2 ] 9 1 , L
2 Y ¢ f 2 ge2'z AL ¢! 1oy
c K € Y 2 ge2'e L's 6! wiTe1qup/Tadeddy-uoN
- - - - - - - - 837J300 UOTIRUTQWOD
- - - - - - - - © gJexdTuUN
2 hig S hieg 1 02°'G*h 6'9 | < 188\
e h'e g " 241 s S 1 HIvd/ 1¥0D/IVORIFYIWIM
- - - - - - - - ; ~ sa0ys
- - - - - - - - 19%URTE/POINTOY TTIXOL
e 9 Y 4 h \ 8 2 eTI05UT]
B - - - - - - - . 9273393YIIN
¢ il . 2 2 2 ¢ .8 ¢ sinsdunp/aedanp
¢ il g ki t € 2t l §pJ0D/SURIP TWNSV)

§‘e ¢ ¢th Gg'h r ¢'CiGeg ol'gth i 13nS 19oaS/1INS YowJl
e h S f 2 : g \ "dol/ JITYS-1
' 4 gthtzti Ul | z AR h JUIMUTAS

2 h'e < n 241 s 69 \ 110§
e S'n s 62 ney 2 Y 1 $99.1qg
¢ l LS h 4 2 8 l 197835 JOAOTTNd/UeiTpIe)
¢ " S, h l ¢ ol 1 117IYs/e8notg
2 H ¢ ! 1 g 9 1 AIIAS
4 h : f 4 \ 4 9 t J192e1g/eNoe
¢ ki h Y 2 g2 LS t 8J99N0JI]L/6%28TS §891Q
4 u h H g2 < Gh t 89940TN)/93J104S

sI1es ) Jee}l Jod Hoop Jod .
. , uw::oz.. skeg
12 61 “h ‘o1 "9 S odky uemIes
Sepoy

(W3] SJTPUUOTITOND

odL] jusuwIed "u-o-nu«oaw 18989TH

Jo glesweydsand Fuowmy »w«ansd Jo nao«w-uoomxm.

0 °1qwl



101

o ~

a. age,

b. family description,

c. employment status,

d. education,

e. store. (branch),

f. end use of garment, .

g garment price,

h garment type?
Means or modes for each category of variable, and eta values, where appropriate, were
determined for each group' of questionnaire items: importance of quality, perception of
quality, and expectationé of,quality. Findings for the three rnajor groups, importance,

perceptions, and expectations will be discussed individually, beginning with importance.

Eta values indic‘:ating associations between the independeh’t variables and
importance of quality appear in Table 31, while more details are presented in Appendix J.
Tables J1 to J6. -

_For the independent variable age, the greatest variance in means is noted in the
responses to questionnaire item 7 ig) and 9. In response to 7 (g). the means range from
3.20, repo‘rted by individuals 53 to 59 years of age. to 4.33, reported by individuals 46 to
52 years of age. In responseto questionnaire item 9, the means range from 1.20,
reported by individuals 60 years and over. 10 2.33, reported by‘indjy\iduals of both 12 to
17 years andn 46 to 52 years (Tabie J1). ) '

The greatest variance in importance ‘of quality to those who d«ffer on famrly
description are also noted in the responses to questionnaire item 7 (g) where means
ranged from 3.00. reported by single individuais with no children, to 4.13. reported by
single individuals with children still at home (Table J2) |

in terms of employment status, the greatest variance in means is noted in the
responses to .questionnaire item 11. Responses randedfrorn 1.90,' reported by individuals
of’ other work status, to 2.49, reported by individuals workrng fuli-time (Table J3). |

For education, however, the greatest varlance in means appear inresponse to

questionnaire item Q. Means ranged from 1.13, reported by |nd|v1duals of" other
: U . .
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\
4

educattonal attainment, to 2.12, reported by individuals .with some secondary educatuon
(Table J4) i

-For respondents who differ on store {branch) ot purchase origin, the greatest
variances in means are noted in response to'questiod\naire item 20 The means range from
3.04. reported by the Yorkdale respondents, to 3.76,\‘re'ported by the Toronto Eaton
Centre respondents (Table J5) \\‘_ \\\ - | .

Eta values, again, could not be assigned 1o the g;\rment end use mdependent
variable: therefore, comparisons will be based o{p means \al\one. The means reflect theb
greatest variance in responses to questb)ai/elitem 7 (g, where the.lmeans range from
1.00. reported by individuals who ind‘u:‘ated "other” for the"purchase end use, t0'4.07,
reported by individuals who purch/sed the garment as a glft for a friend (Table J6).

Modes for each category of garment price were calculated These findings are
presented in Table 32. Slmllarmes in modes are noted between both original and sale -
prices, across all price ranges. The consistency of responses‘ toAstate_ments on the
urrtportance of quality across all p\riee rangesi indicate a certain degree of quality
importance to purchasers of childreQ's wear, re.gardless'of price.

Modes for each category of garment type were calculated These findings appear
in Table 33. Similarities in modes are noted for each statement, and across the range ‘of
garment types purchased 1" | |

in all, findings suggest quahty 1s |mportant to smgle parents with children, and 1s of

particular importance when the |tem is purchased as a gift Surprlsmgly working

individuals do not necessarily ook ‘at e%of'—care properties
- ,

Modes and eta values for the independent variables and perceptions of quality
appear in Tables 34 and 35, white more details are presented |d Appendix K. Tables K1 to
K6 o |

‘ In respohse to questipnnaire. item 6 indivtdual’s of 39 to 45, 46 to 52, and 60
years and over, rated garment quality high. In response to the remaining questionnaire
ltems however, the greatest varlance in means for perceptions of quallty and ther\f/arnable
age are noted in the responses 1o quest:onnanre items 16 and 17. Inresponse to
questionnaire item 16, the means range from 2.70, reported by individuals of 32 to 38.

Text Continued Page 108
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Table 34 .
% Ratings of Garment Quality Among Purchasers of Children's Wear

v

Questionnairoe Item
Modes . R

6.
Nov would you rate the quality of the garment(s)

Independent Variables .
- you juet pﬂriha-od?

" Low / Hediun /Nigh

AKS

11 and under

12 - 12,

18 - 24 _ _ .

25 - 3 . ‘ : ' N
32°- 38 : ) ¢

)9 - 45 . -

8 - 52

33 - 359

60 and over

\‘NV\INNNNI

Femily Description
Single (including divorced and widowed),
a0 children

Single with children still at hose

Single with childrea no longer at*home

Couple, no children s g .
Couple .with children atill at home '

Couple with children. no longer at home

Employmsnt Status

Yorking, full-time
Working, part-tise
Non-¥Yorking

Other . : . . . s

[ducation -

Elesentary Lducation

Some Secondary Eﬂucntlon

Completion of Sc:ondnry tducalion/Corli[icnlc
Hon-university training (i.e. Technicel)

Sose University, below Bachelor'a Level
Completion of University, Bachelor's Leve)

S |

.

NNNNN
/

\JNN‘N

1
W NNWwWNNN

Poat-Graduate ‘ .
Other ’ o . 23

-St rigin .
Toronto Eatom Centre

Scarborough Town Centre o
Yorkdale ‘ ‘

Bramalea
Sherwvay Gardens

NNNNMN

Carment [nd Use : _ . o
Worn by myself N : ’
Worn by a meabder of ay faaily

‘A gift for a nemder of sy fasily

A gift for a friend

Other - .
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years in age, to 3.33, reported by individuals of 12to 17 years in age. Inresponse to
questionnaire item 17, the means range from 250, reported by individuals of 12to 17
years, to 4.25, reported t;y individuals of 60 year's and oyer‘v(Table K1) -

In response to questionnaire item 6, single individuals with no children rated

~garment guality high: wheree&s in response 1o th_e remaining questionnaire items, the
greatest variances in means for those who differ on family ciesériptiqn are noted in the
kz:e.s gonses to questionnaire item 22. The means rar;ge from 1.67, reported by single
individuals with children no longer at home, tb >3'.40, reported by couples with children no
longer at home (Table K2). | |

In response to questionnaire item 6, individuals of “other” erﬁﬁlo“yment status
rated garment quality high. In response to the remaining questionnaire items, however, the
greatest variances in means appear in thé respbnses to questionnaire item 22. The means
range from 1.94, reported by individuals of "other” employment status, to 2';49,. reported
by non—working respondents (Table K3). ' _ | '

In response to questionnaire item 6, respondents of no.n—uni.vers.it'y fraining, and :
those holding post-graduate degrees, rated garment quality high. In responsexto the
remaining questionnaire items, the‘greatest variances in means for the variable education
appear}n the responses to guestionnaire item 17. The means range from 2.50, repdrted
by individuals of "other” educational attainméhf, to 3.47, reported by individuals who.
completed a~secohdar-y education or certificate prog‘rarh (Table K4).

Similérities in modes are rioted in response to questionnaire item 6 for individuals
who vary on store‘(branqh) of puréhaSe origin. In response td the remaining questionnaire
iterﬁs, the greatest variances in parcepti,ons‘ of quality %or those who vary 6n store .
{branch) of purc,h-ase origin are noted in rvespon.ses to questionnaire item 15 (Table K5).

For those who véry. on garment end usé, modes of response to questionnaire item
6 and eta values for the‘remaining questionnaire items, were unavailable. Compérisons of
those who vary oﬁ garmént end use, then;efore, will be based on r’neaﬁs. The greatest
variance in means for those who vary on.garment end use appear in response to |
questionnaire item 18. The means range from 2.00, réported by individuals who indicated
"other” as the end use, to 3.88, reported by individuals who intended to wear the garment

-

themselves (Table K6&).

\
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Modes for each category of garment pnce were calculated These fmdmgs
apped? in"Table 36. Similarities are noted in the modes for each of the original and sale
prices. with the exception of responses-to questionnaire item 6 where-sale prices appear,
to increase perceptions of quality. " '

Modes for each category of garment type were calculated. These findings appear
in Table 37. There appear to be S|m|larutues in modes for each questnonnalre item

_Findings suggest that older mdnwduals and non-— work:ng individuals perceive a
difference.in quallty between department stores _Higher quality is perceived with the

purchase c¢: sale prlced items; and furthermore depe’ndmg on the garment end use,

respondents indicate they do not necessarrly have to pay more for quallty

i Modes and eta values for the mdependent varlables and- expectanons of quality
‘appear in Tables 38 and 39, whlle more details are pres nted in Appendlx L Tables Lito
L6 Similarities in- modes of expected garment wear are noted in response to
questlonnalre ntem 5 for each age category wnth the exceptlon of individuals aged 53 to .
59 years who expect to wear their garments for only 3 months out of the year but
expect thelr garments to last for 8 years in response to the remalnlng questlonnanre
items, the greatest variances in means for those who vary on age are noted in response to
“questionnaire item 14. Means range from 317 'reported by respondents of 12to 17
- years, t0 4. 40, reported by respondents of 60.years and over (Table L1 °

In response to questlonnalre item 5, there appear to be no dlfferences in specific
garment wear expectations for those who vary o/n famlly description: In response to the
' remaunlng questnonnalre |tems,tthe greatest varlances in means for those who differ on
‘famnly descrlptlon are noted by the responses to questronnalre |tem 8. Means range from

- 1.00. reported by sungle respondents wrth chnldren no longer at home, to 2. 56 reported

A -
\

by couples with no children (Table L2). . )

< 0 n terms of employment status, there appear to be no dlfferences in resp nse to

L

questuonnalre ltem 5; however for the rernalnlng questnonnanre items, the greatest vartance
l .

in means for those who differ by employment status, appear in the responses to .

questionnaire item 21 (Table L3). ' ‘ '

Text Continued Page 114
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Table 38

Garment Wear Expectations Among P;¥chasore of Children's Wear

Questionnaire Item

Modes

Independent Variables S. For each garment purchased, eatimate the muaber of days in
' one week, sand the mumber of months out of one year that you
expect the itea(s) will be worn. Also estisate the muaber of
yoars you expect the item(s) to last.

pays per Week MNontha per Year Years

11 and under

12 - 1?7 2.3.4

3 - 26

2% -

32 - 38

39 - &5

46 - 52

53 - 59

60 and over

Feajly Deacripticn

Single (including divorced and widoved), 2
no children -

Single with childrea still at home

Single with childrem no longer at hoas

Couple, no childrea

Couple with children still at home
Couple with children no longer at home

Esploymsnt Status

Working, full-tise

.

~N

N -
N

-

1,2 6

N = o =
[ V.,

L3
N

NN -
.

. -

Y- B IRV IR )
-
~
-
.
N

1
Working, part-time 2 10 1
Non-Working. L t2 ]
Other . 1,2 6,12 ]
Educatiogn . .
Elementary Educastion 3 9 '
Some Secondary Education 2 12 1
Completion of Secondary Lducation/Certificate ! 6 !
Mon-univerasity training (i.e. Technical) . 1.2 8 2
Sose University, belov Bachelor's Level 1 s !
Co-pltiion of University, Bachelor‘'s Level 2 0 !
Post-Graduate 2 12 LS I
Other 3 10 1

t r n

Toronto Eaton Centre 1 8 1,2
Scarborough Town Centre 1 12 !
Yorkdale ! 12 . !
Brasalea s 2 8 1.2
Sherway Gardens i 2 ' '
Garsent End Use . . ’
worn by myself : - - - - .
Worn by s member of ay [seily ' : - - -

A gift for a member of sy family
A gift for a friend ~ i - . . i
Other ) 3
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in response to questionnaire item 5. there appear to be few differences except:
individuals of elementary education and "other” education expect garment wear of 3 day’s
per w_eek; individuals of sorne secondary education and post—graduate educations expect
garment wear of 12 months per year; and, individuals of non—university trainin_g expect
garment wear of 2 years. Inresponse to the remaining questnonnaire items, the greatest
variance in means for those who differ by education, however ‘appear in the responses
to questionnaire items 8 and 10. Inresponse to questionnaire item 8, the means range
from ‘~1.68, reported by individuals of post—graduate education, to 2.70, reported by
individuals of non—university (t_echnical) training. Inresponse to questionnaire item 10, the

.means range from 3.13, reparted by individuals of other educational training, to 4.00,
reported by mdnvuduals of both elementary and some secondary educatlons (Table L4).

In response to questionnaire item 5, there appear to be no major dlfferences in
garment wear expectations for those who vary on store (branch) of purchase origin. |
response to the remaining questionnaire items, the greatest variances in expectations of
quality for those who vary on store {branch} of purchase origin appear in response to
questionnaire item 10 (Table L5).

For those who vary on garment end use, modes were unavailable for
questionnaire item 5, and eta values were unavailable for the remaining questionnaire items.
Comparisons, therefore, for those who vary on garment end use will be based on means.
The greatest variances in means are noted in response to questionnaire item 14. The
means range from 1.00, reported by individuals of "other” erd use, to 3.93, reported by
individuals who purchased the item as a gift for a member of the fiamily {Table L6).

» Modes for each category of garment price were calculated. These findings are
presented in Table 40. For garment prices, there appear to .be similarities in expectation
across all price ranges, and between originally priced and sale priced merchandise.

Modes for each category of garment type were caiculated. Findings appear in
Table 4 1. Similarities are noted in modes for each type of garment purchased in response

“to each questionnaire item. | ‘ _

Findings indicate individuals who made gift purchases for a member of the family

- expected quality of designer label merchandise otherwise, similarities in quality"

1

expectations were noted among purchaser’s of children’'s wear, for each mdependent

Text Continued Page 118
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variable examined. *
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V. INTERPRETATION AND DISCUSSION OF FINDINGS

f
The findings outlined in Chapter IV will be discussed in this chapter with reference to the

objectives of the study and to related literature.’

A. Survey Response and Respondents

| The respondents to-the survey mat::h the demographic profile of department store
shoppers offered by Crask and Reynolds (1878). Although the respondents were not -
necessarily younger than the "average’, the majority were under 38 years of age; and
appear to be Well educated Most respondents were members of a family with two
parental figures and children present within the home: however, many respondents from ’
the misses’ sportswear department were single, wofking women. Al'thlough income and
occupation infermation was not collected, findings r"evealed alarge numBer of
hon- working respondents. ' '

Results confirm the Laperle (1983) description of the typ:cal Eaton's client. The
misses sportswear shoppers were 25 years and older; and were comprlsed of working
and non—working women. The children’'s wear shoppers were mostly non—working
women; and findings indicated a high ineidence- of multiple item purchases from this
department. : |

The response rates to the survey questionnaire, per department, were nearly
identical. This suggests either a sin%ilar concern for quality between the two types of
depertment clientele, or zn equal propensity to participate in sbrveys. Higher response
rates frem the suburban stores were anticipated ang confirmed by the findinés.

B. Definitions of Quality |

The first objectiv'e was to determine how cons‘umers define quality. With a tepic
as complex as quality, it would be nalve to expect comprehensuve consumer definitions
from a single study. The study, therefore was intended merely to glean mformatlon from
‘the consumer’ which might indicate commonalltles or trends in deflnmons among the
group. Slight differences.in the definition of ‘quality did appear between the children’s

wear respondent and the misses' sportswear respondent The children’s wear

118
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respondents tended to associate qL;ality \rvith durability and hand-me~—downs, whereas the
misses"sportswear r'espondents tended to associate quality more with garment
uniqueness, garment construction, fibre content, and classic style. In the past., purchasers
- of children’'s wear were sterotyped as typically looking for durable clothing; and findings
suggest there is some truth to this notion, The Bowen (1982) prediction.of increased
popularity of fashionable apparel for children, therefore, may require more time before
there is widespread consumer acceptance, unless the fashionable apparel is also durable.
The misses’ sportswear respondents defined duality through a number of aesthetic’
criteria: fibre content (i.e. natural fibres), style, and uniqueness. No doubt the role of
‘fashion in our society has heightened this aesthetic awareness within the sportswear
purchasers; however, within the findings, there was a noticeable lack of association
between brand names and quality, designer labels and quality, and fashionability and quality.
Although the children’s wear respondents incldded the term’ 'durability” in their
definition of quality, the total group did not confirm this association. Instead, the average
respondent agreed to the following definitions of quality: garments will be neatly finished.
garment seams will not fall apart, garments will survive washing or cleaning, and garments
. will not change color. The total group also included standard sizing in their definition of
quality. The average definitions of quality might be divided into three, broad categories:
construction (including dyefastness), performance'(including Wear. and care), and sizing. As k
these appear to be major quality concerns, it stands to reason they are also the major c
apparel complalnt areas cited by Claxton and Ritchie (1979), Kuzik (1979), Labarthe (1954)
Sproles and Geistfeld (1978) and Steiniger and Dardis (197 o
It is curious that consumers are concerned about garment wear and care; and yet
.do not associate performance propertnes and quality with the term durability. It is possible
: differences in consumer definitions of durability and quality may not have been accurately
understood by the mdustry in the past. 1f tn'i's’is the case. then renewed communications
on the topuc of qualrty and durablllty are essential between consumers, retailers, and
manufacturers. These findings support the arguments of Harrison (1980) and Myers

(1961).- o - : .
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C. lmporlance of Quality

The second objective was to examine the importance of quality to the consumer
of selected ready—to—waear apparel,' Surprisingly, the average respondent admitted buying
apparel items for reasons other than quality. - Price and color were most frequently cited
as the deciding factor in favor of an immediate purchase. Although this does not
necessarily indicate low importance of quality to the consumer during apparel purchases, it
does suggest that quality was not a prime decision factor in the purchase of that particular
itemi Similarly, this also suggests that the importance of quality as a prime decision factor

2

likely varies depending on the circumstance; however, if consumers' are not consistent
with the importance they place upon"quality, then.it is not surprising that some -
manufacturers may take advantage of the i'i'i;consistency.

in terms of importance, respondents indicated they were not more concerned with
the style than the fit of a garment. This does not mean that fit is more important; however.
it does indicate that when it comes to fashionable or stylish apparel, the consumer wiil be
just as concerned with the fit |

Respondents also indicated that giarment ease~of-care was not more important
than garment durability. Although their initial definitions of quality included garment care,
they did not indicaté ease—of—care as an evaluative criterion. In this case,. findings suggest
that consunters look more favorably upon durable g.arments, and are not overly concerned
with the easé-of-care. Consumers did associate quality and ease—of—care in the general
definition of quality; however, durability would appear to be th/e more important criterion
of the two. \

Findings indicate respondents made purchases based on. among other things, price;
but at the same time, the average consumer did not indicate the importance of price over
quality, nor the importance of quality over price ftis pOSSlble that price and quality are of
equal importance to the consumer, or that one criterion may preclude the other in
importance depending. on the purchase. Laperle {1983) suggested Eaton's clients are
value/price oriented. Findings support this observation, and are in keeping with Jolson and

.Spath (1973) and Martin (1972), who found that price/value relationships and price ranked

top-most as determinants for store patronage and purchases.
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In terms of the importance of price over 'quality; results are in direct conflict with
the results of Eggertson (1982). Participants in the Eggertson study stated quality is more
important than price. It is possible that di‘fferences in the sample and the theme of the -
studies account for the discrepancies ”

In most cases, similarities in mean response and frequencues were noted between
children’s wear and misses’ sportswear respondents wm\the ‘exception of consumer
responses to fashionability versus garment wear life. AlthC\ugh some respondents
indicated having garments which they don't wear because they are no fonger in fashion, the
average misses' sportswear respondent disagreed while the chlldrer(/s wear respondents
neither agreed nor disagreed to the statement The children's wear r/espondents may or.
may not have been responding in terms of their personal wardrobes, this is dif ficult to

determine. ‘There are several plausible explanations for the variance in responses. In terms

of children's wear, children outgrow apparel quickly; therefore, garments are not likely to

“ “collect” in the wardrobe as they might for the average adult, If children’s clothes still have

wear in them, they are set aside for "arainy day;’ or used as hand—me-downs. Interest in
hand-me~-downs was e’xpresse\d by the children's wear respondents 'through their
definmons of quality Misses'’ sportswear respondents on the other hand, maintain that all
garments in their wardrobe are in use. For sportswear respondents this suggests one of
'the following: (a) garments have such a short wear Ilfe they rarely last from one season to
the other; (b) consumers really arent tied to fashlon as closely as belleved {c) Eaton's
misses’ sportswear consumers are not overly concerned with fashion and (d) consumers
more frequently purchase "classic” apparel which do not appear to be out of ‘fashion.
Consumers possibly shop and pay for’ "quality” apparel {i.e long lasting and weii
constructed); believe that the apparel should last across many fashion seasons; and wear
their purchases, regardless of fashionability. * _ ‘
Price and color Were‘cited as important determinants during a specific purthase;
but in general durability, quallty price and ease~of—care appear to be |mportant decxsnon
factors. Children s wear respondents indicated the |mportance of durability and price as
decision criterla and misses sportswear respondents indlcated the lmportance of quality )

a

as a decision criterion. R ' I )
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D. Perceptions.of Quality

The third objective was to examine consumers' perceptions of ready-to-wear
apparel quaiity. Respondents did not agree nor disag.;ree on their ability to find good quality
garments from most retail stores however. they did agree that quality is not: unlversally
substandard. The respondents also lndlceted that not all department stores carry. the same
quality of merchandise. Consumer perceptions of poor quallty merchandise have been
reported in recent studies (Binstock 1981 Kuzik, 1973; Miller, 1878; and Reich, 1880);
therefore, it is possible consumers perceptlons of quality lie between good and
substandard Not surprisinglv, most consumers assigned medlum quality ratmgs to their *
purchases; however, there were many respondents who assngned low qualuty ratings to
their purchases. The latter phenomenon was considered a surprise and prompts several
: questions. First, when a retailer has a quallty control bureau, why should consumers stlll
perceive low quality garments and second, for what reasonlsl will mdnwduals settle for,
and purchase, low quality merchandise? The latter question is.in accordance with research
ideas proposed by Peach (1980). » _ |

The fact that consumers perceive a difference in quality between'departments‘
stores is a good reason for stores to emphasize their quali‘ty control progl:ams, if they
have them. Findings indicate consumers reallze that stores are not all the same in terms of '
their merchandise quallty If consumers percelve better value/quallty from one store over '

the other, and become aware of quallty pollues then it is possnble that purchase

satlsfactlon/loyalty may ensue. This mterpretatlon supports the: fmdmgs of Olshavsky and ,_

fl

‘Miller (1972). ' A
Findlngs indicate the a\rerage consumer does not perceiye having to pay ‘more for
quality items*however, of particular interest were the increased' percépti'ons of quality
noted for sale prlced merchandise. It is possuble that:’{a)_ the effects of bargaln/value
relatlonshlps resulted in an increase of quallty perceptnons (b} individuals wait for’quality -
merchandise to go on sdle; or {c) consumers ratlonalnze their sale priced purchases as
"quality” items. For regular-priced merchandlse however it is likely that quality, price,
value, and durabllity are traded off with each apparel pur,chase, dep_endmg on needs,

o
P

desires, and special criteria.
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In general, consumers perceived merchandise to be of mediccre quality.
Consumers perceived differences in merchandise_quality among retail stores and appear’
to basr these perceptions on price/value relationships‘ | -
E. Expectaticns of Quality

The fourth objective was to examine consumer's expectations of quality.
Expectations of garment wear life, pertaining to the immediate purchase compared

favorably with standards suggested by the Natronal Institute of Drycleaners (Lyle, 1877

Most purchase items were expected to be worn 1 to 2 days per week 6 months per year,

for approxnmately 2 years. Wear life expectatlons were not greatly exaggerated as

Anderson and Jolson (1873), Horn (1975), and Sproles and Geistfeld (1978) had predncted

The average respondent expects to wear apparel for a long time. "Long time” was not

defined; however; if garments are worn according to the anticipated wear life outlined by

r'esponses"to questionnaire item 5, then expectations are not viewed as unreasonable. The

statement on fashion trends and Iong wear life suggests that consumers expect durable:

“producis, regardless of fashionability; and intend to wear their p'urchases past the date of

fashion o'bsolesce_nce. It is also possible they purchase items of classic style which are
not perceived. as being out of date. Garment construction and performance properties,
therefore, should be consistent primarilyvbecavuse consumers expect to wear their

purchases for along time.

Res(pondents did not agree to, but neither did they deny, expecting to pay more for

durable products. This suggests that price is important to consumers; and underhnes the
mternal conflict-which likely arises when desire for quality is superceded by budget
limitations. For those who- may not be restrained by budget it is possible they do p=y for
quality, regardless of price as suggested by nghtmgale (1981) ‘

Accordlng to the average response, consumers do not appear to have

preconcelved expectatlons for merchandlse with desxgner labels. These results are,

.surpr|smg, especially consudermg the volume of research devoted to brand name

associations and consumer Joyalty. It is poss|ble that, wnth the exception of (teen) jeans

. and athletic wear, consumer brand loyality may be more pronounced with hard goods such

as acoustic equipment, autcmoblles, and assorted appliances, rather than with soft goods

[
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and apparel. Perhaps designer labels were unimportant to the respondents of the survey,

or to Eaton's clientele in general. Expectations of deéigner label quality in apparel may not
have been salient values fof this group as they might be for clients of specialty stores, for
example.

Another irhportant finding, and relevant to the average retailer, was the lack of a
firm consumer expectation that most retailers have quality standards for ther apparei, Itis
possible that consumers have not given apparel quality standards much consideration in the
past, and therefore are unsure of their existence. As price/quaiity values were found to
be important décisiqn criteria for the average coﬁsumer, it would likely be to the retailer’s
advantage to advertise the existence of quality standards. If a store: is known to offer
value (Laperle, 1983}, and have a quality control program, then the quality of the
merchandise should be emphasized. Thése results support the findings of Olshavsky and
Milier (1972).

The average consumer expects garment dimensional stability upon purchase.

Thevse findings contradict Booth (196 1) and lend credence to the high incidence of
shrinkage complaints fouhd by Sproles and Geistfeld (1378) and Steiniger and Dardis
(197 1). Consumer interest in garment stability is likely a prime reason for the success of
some retailers who guarantee their sizing and apparel performance (Harris, 1982). |
Coﬁsumer expectations of garment dimensional stability likely accounts for stated:
importance of standard sizing indicated by responses to guestionnaire item 24(s). Findings
indicate a slight difference in responsas to the dimensional stability question between |
children’'s we;r and misses’ sportswear respondents. It was fpuﬁd children’'s wear
respondents expected garment shrinkage . more frequently. Furthermore, cHiIdren’s wear
respondents most frequently indicated standard sizing as a quality criterion. Itis possible,
therefore, problems with children’s apparel, in sizing and dimensional stability (shrinkage).
prevail.

Expectations of quality were not gr'eatly exaggeratéd,- Neither price not designer
labels appeared to play a major role in consumer expectations. Consumers indicated a

: 4
degree of uncertainty pertaining to the role of retailers and apparel quality.

‘
e e
LT
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F. Comparison of Ladies’ Sportswear and Children’s Wear Consumers

The fifth objective was to compare purchasers of ladies' sportswear and
purchasers of children's wear in each of the following areas: (a) the importance of quality,y
(b) perceptions of quality; and (c) expectations of quality. ‘

Few‘differen‘ces were found between sportswear purchasers and children’s wear
purchasers. For importance; misses’ sportswear purchasers are slightly more concerned
with garment quality as opposed to price. This interpretation is in accordance with Eaton's
description of the price sensitive children’s wear consumer (Laperle, 1983); and also is in
keeping with the higher incidence of non—working individuals who rnade purchases from
the children’s wear department. and responded to the survey. |

In terms of quality exoectations, children’'s wear respondents éppear more
concerned with garment stability and standard sizing. Ih general; however, there are few
indications of major dif ferences in quality expectations between pcrchasers of children's

&

wear and purchasers of misses’ sportswear.

Factors Affecting Expectations and Perceptions ‘of Garment_Quality,' and .the
Relative Importance of Quality to Consumers |

Ths ixth objective was to examine factors WhICh may affect consumers
expectations and perceptions of garment qualtty during the purchase process .

Findings indicate individuals 60 years and over were more apt ta expect quallty -
from garments, and were more likely to expect quality from (designer) Iabel apparel. Thls
suggests that either, (a) younger consumers have low quality expectations,.or (b) older
individuals have unrealistic quahty expectations. Itis doubtful that either are true Through
time, older consumers have Ilkely developed exjtensnve decision standards and crlterla, of
which quallty plays a key role. ) .'

It was found that quality was more lmportant to the snngle respondent Ideally dne
might surmise that families with-children would look for quality merchandise; however |t
appears they search for durable appare! which, accordlng to them, is somethlng dtfferent
than quality. It is possible that price and quahty pla_y arole in these findings. Perhaps smgle
individuals have the extra funds to purchase perceived quality; and with their Iff_estyle,

quality is more important. - ‘ - : .
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One of the more surprisir o-Jlts was found with the variable employment.status,\"
Although the average consumer stated that quality and ease—of—care were two important
purchase criteria, employed individuals di.: not indicate this. Ease-of-care was somewhat
less important to the employed individual. There are several possible explanations for this
phenomenon. Itis possible that ease-of—care was more important to homemakers with
" families, and this merely highlighted any differences in opinion. On the other hand, with the
. perceived growth of the dry—cleaning industry, one wonders whether employed |

individuals expect to have their cleaning done for them.

Althoudh the differences were slight, findings indicate with increased education,
perceptions of quality decrease. Perhaps education similarly decreases satisfaction with
quality. This would contradict the findings of Lowe {1979). Does education affect -
iudgements of merchandise quality and is there a need for consumer education programs7

Findings indicated respondents perceived quality merchandise more often from
boods purchased at the: suburban stores as opposed to purchases from the downtown
store. This suggests that more fashionable items with middle to high price tags are not ‘

. perceived as quality merchandise, whereas. the price/vaiue associations with quaiity arc '
| more prévalent with suburban shoppers. These findings confirm the desc ptions offered
' by Laperle (1983) | | |
Of particular interest were findings which indicated consumers more frequentiy
' sought durable and quality items for gift purchases. In fact, durability was more important
than ease—of—- care for gift purchases. It was important the gift should last; however, care
" was not an important feature. The gift "giver” perceives purchased gift items as quality.
.especially if purchased- from a certain store or branch. These findings are Iikeli/ due to the
social importance atta:lched-to brand names and quality, in terms of gift giving.

Consumer's pefceived increased quality when garments were purchased at sale
prices Itis pd55ible that the psychological impression of getting more for less, causes an
increase in. quality perceptions It would be interesting to see if consumers would have
aSSigned high quality ratings to the same items. if they had purchased them for the original

. price. As numerous studies have found, there are strong ‘associations between price and

quality.
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Overall, quality appeared to be more important to the single respondent; and
individuals age 60 and over expected quality more often from designer labels.
" Ease-of-care appeared less important to the employed individual; and with increased

--education, perceptions of quality seem to decreaasc

O



VI. SUMMARY AND RECOMMENDATIONS

The purposé bf thi‘s. study was to expldre consumer perceptions and expectations
of the quality of selec‘ged ready—to—wear apparel. and to investigate various factors which
might affect consumers’ perceptions and e‘xpe.ctations of ready~to-wear appare! quality
during the p;Jrchase decision—process. In addition, the study was to eXémine consumer
definitions of ready—to—-wear appa}el quality, and the importahce of this quality to
individual c'onsumers
The EKB model of cénsumer behavior [Engel and B.Iackwell, 1982) provided the
conceptual framework for the study. The high—ivnvol.vement decision process was the
main focus, with particular empﬁasns on alternative evaluation and evaluative criteria.
The T. Eaton Co. was selected for the study, and two depatments: chiidren's wear
. and misses’ sportswear, were the focus‘ Five of the major metropolitan Toronto Eaton's
stores were selected to ensure a diverse sampling of downtown shopperé, visitors, and
suburban shoppers. A self—administered guestionnaire, to be distributed at the

‘point-of-sale, was developed to obtain information from Eaton's ;:hi_ldrén’s wear and
rﬁis'ses' sportswear clientele, on ready—to—wear apparel.quality.

The initial survey distribution size was sé.t at 2,500; but after distribution during
one business week in August of 1982, 2,382 survey questionnaires were aistributed and
448 were returned by mail. The majority of respondents were female, with an equal-’
response frequency from both the children’s wear and misses' sportswear departments.
Most of the respondents were under 38 years of age. were well educated, and were
members of families with two parents and children present within the home.

The average respondent defined apparel quality with the following statements:

_ garments will wear for along time; garments will not shrink nor stretch; garments will be
neatly finished; garment seams will not fall apart; garments will survive washing or
cleaning; and. garmenfs_will n%t change color. They also stated that standard sizing was a
quality criterion. Children's wear respéndents tended to define qualify more in terms of
'durabilit'y, whereas misses’ sportswear respdndents tended to define quality in terms of

garment uniqueness, construction, fibre content, and classic style.

128
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For importance of ‘quality, pr'ice and Cc\)lor were cited as major determinants during
a specific purchase; howe,yer in general, durability, quality, price, and ease-of—care appear
to be important decision factors. Children's wear respondents, again, indicated the
importance of durability and price, whereas misses' sportswear respondents indicated the
importance of quality to a purchase | '

For perceptions of guality, most respondents assigned medium quallty ratings to
their specific purchases.. They do not percelve merchandise quality as substandard in
general; but, neither did‘tney indicat‘e the ability to find good qoality merchandise from
most stores. Perceptions of quality appear to ’be mediocre, neither good nor bad.
Consumers do, however, perceive a difference in quality among retail stores and appear
to base their perceptions on price/value relationships.

Expectations of quality, in terms of garment wear life, were not greatly
exaggerated The average respondents expected to wear theur purchases 1 to 2 days per
week, 6 months per year, for approximately 2 to 3 years. DeS|gner labels carried few
quallty expectations. “There appeared to be some degree of consumer uncertainty -
concernlng the roIe of retallers in the area of quality control and appare| standards.
Children's wear respondents expected garments to shrink, whereas misses’ sportswear
respondents do not'expect thls of their purchases.

' For factors which might affect consumers perceptions and expectatsons of |
qoality, quality appeared to be more important to the single respondent; and individuals age
6_0 and over expected quality more often from designer label merchandise. Ease-of—care

was less important to the employed respondent; and with increased education,

perceptions of quality seem to decrease.

Quality merchandise was perceived more ‘often by suburban store respondents.
Individuals who bought gifts thought of them more often as durable and of high quallty
addition, rnerchandise which was purchased on sale was often perceived as having greater

quality than that purchased at regular price.

Recommendations for Retailers

Findings indicated price/quality values were important decision criteria for the

" average Eaton’s client Findings also suggest that consumers perceived a difference in



131

- .

()

)

merchandise quality amond retailers and yet appeared to be unsure whether most retailers
have quality standards for their a;':parelv If price and quality are important to the average
consumer, anci a store is known to offer good value, then it would be advantageous to
piace greater advertnsung emphasis on its apparel quality contro| program

Garment durability and sizing were important to the purchasers of children's wear.-
In addition, garment shrinkage was anticipated by purchasers of children’'s wear. Although
apparel sat|sfactlon/dlssatlsfactnon was not covered by this study. rt is possible that
consum@ are still dlssatlsﬁed and that retailers need to further mvestugate the durability,

~ standard snzmg and dimensional stability of chlldren s apparel.

Recommendations for Further Research

As this study was exploratory in nature, further research in the following areas is

recommended:
1. Exploration of consumers definitions of durablhty

2. Consumers’ perceptuons and expectatlons of quality over a varlety of department

¢

and specualty stores.
3. Consumers' perceptions and expectations of quality pertaining to a controlled set of

garments (approximately 1 to 5 in total), representing a variety of appare! from work

~

to leisure clothing.

4. Consumer awareness of apparel quality controtprograms.
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Appepdlek.

Introductory and Follow-Up Letters

EATON'S
Inter olfice memorandum

H. Woit . ) ' .
date June 30, 1982

' A. Wright ,
olce dept. Communications

from Libbie Jennings
’ Department

po {le no.
. : .

The Company has agreed to suppaort the research efforts of
Barbara Clark, an M.B.A student employed for the summer in
our Research Bureau.

Barbara is researching consumer attitudes on quality and has 2
survey she would like to distribute in early July, for test
purposes, and in late August, in the children's wear and ladies

sportswear departments.

We will supply quantities of the survey - in July, totalling 25,
in August, enough to get a representative sample - and request
your support by having the surveys distributed at one or two
registers in your respective departments, to customers who make

' a purchase.

The material includes a survey form, covering letter and a

postage paid envelope.
‘ 5

Your assistance is appreciated.

E.A. Jennings
Internal Communications Supervisor

_ EAJ/bw

c.c. S. Laperle ' .
B. Clark ’ : o
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QIOW -
§ A Inter Office Memorandum
4‘65930\ |
o SEE DISTRIBUTION LIS e August &, 1982
From B. Clark
suwer  CONSUMER SURVEY

Within the past several months, 1 have been working closely
with Eaton's marketing and communications departments on a
project developed for my thesis. Although presently employed

‘"at Eaton's Product Research Bureau, 1 am an MSc (Clothing and

Textiles) student from the University of Alberta and my
resesrch interests focus on con:umer behavior and the quality
of ready-to-wear apparel. My thesis project involves a survey
which has been especially designed to gain insight into
consumers' expectations and perceptions of garment quality.

Children's wear and misaes' sportswvear have been selected as .
target depsartments for the survey. Prior to the dates )

‘tentatively set for distribution (the week of August 16 - 21),

250 surveys will be delivered to the children's wear and
misses' sportswear departments. The survey materials, which
include s survey form, covering letter, and postage paid
envelope, are to be distributed at the point of sale from one
or two registers in the respective departments. Only customers
who make a purchase are to receive a copy of the survey.

The success 'of the su:- - may depend upon the method of
distribution. In orc Lo spark customer interest, the
salesclerks should offer a fev encouraging words abaut the
survey! After the final distribution date (August 21), all
undistributed surveys or any completed surveys . left with the
departments, should be forvarded to me at the Research Bureau.

I will contact your departments as soon as the distribution

dates have been confirmed. In the meantime, should you have any
questions, I can be reached at the Research Bureau (phone:

744-2111, extension 375).

Thanking you in advance for your assistance.

—ig;zxi:xzmnr(::lzaﬁl”f

= s _

B. Clark’ .
8. £d. (Home E£conomics

M.Sc. Candidate (Clothing & Textiles)

BC/rq
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NOWy . .
/g : __Inter Office Memorandum
E5S |
I, SEE DEISTRIBUTION LIST - twn September 1, 1982

Fromm, B. Clark

Submvi  CONSUMER SURVEY

May | take this opportudlty to thank you and your styff for
all the heLp and support in distributing the consumer surveys
for my thesis project. I had suspected distribution would
play a key role in the ultimate success of the :tudy; and
judging from the already overvhelain number of retucrns,

{ can safely say your efforts have been extremely valuable

and effective.

Many thanks to one and all! .

Sincerely,
“Lalbace C!Qa»k
8.Clark ' . \

8.Ed. (Home Economics)
M.Sc. Candidate (Clothing & Textiles) : . \

As a reminder: The final survey distribution date was Augusat 2l.

for those of you who have not already dane so, please forward

all undistributed surveys to me at the research bureau. Thanks

again.

B8C:as



144

. ML
Appendix B.

survey Questionnaire: Misses' Sportswear

EATON'S

Dear Eaton's Customer,

"We invite you to participate in a consumer study! The
Stuéy has been designed by, a graduate student for the
completion of a master‘'s degree (thesis) project, and

haé béen fully endorsed by Eaton's. As a pdrticipanﬁ:
you will be providing us with ;aluable information

E ) conce:ninq’your needs and attitudes toward apparel

purchases. All responses should be completely anonymous,

and rest assured, the information will be held in strict

contidence[

Please complete and return the'questfonnaire promptly.-
Fold the questionnaire and place it in the pre-addressed,
postage-paid endeiope provided, then drop the envelope

into a convenient mail box.

Your participation is greatly appreciated!
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SECTION A
This section contains questions about th

‘purchascd from the Misses’
instancces & check (¥') or a s

1.

CUNSUMER OPINION SURVEY OF MISSES'SPORTSWEAR

Number of garments purchased from the Misses®

P

Sportswear department &t Eaton's.
hort answer will be sufficicnt. .

0336

e item(s) which you have just

in most

Sportswear department:

—_—

How many of the following items did you purchase from the

Misses®' Spoctswear departmsent?

shorts/culottes ____blouse/shirt
dress slacks/trousers cardiaan/
pullover sweater
jacket/blarer dress
skirt suit

The garment(s) purchased will be:

worn by myself

worn by a member of my family

swimrear

T-Shirts/tops ' -

track/sweat suit
casual jeans/cords

other {(please
. specify)

a gife for a friend

a gift for a member of my family

i

other (please specify)

. ror each garment purchased, what wvag the original ptlc*? If you
bought the item on sale, also {ndicate the sale price.’
GARMENT ORIGINAL PRICE . SALE PRICE
a) s $
b) : s $
c) $ S

For each garment purchased. estimate the number of days in one

week, and the number of months out of one
Als0 estimate the numbe

jtem(s) will be worn.
the ftem(s) to last.

ESTIMATED NUMBER Of WEARINGS

Days per one

GARMENT week (1-7)
a) ____days
. b) ___days
[-}] ____days
How would you rate the‘qunlity
GARMENT
a) . __ low
p) ___; low
c) __;_ low

of

- Months out
of one year

months
wmonths

months

year that you expect the
r of years you expect

ESTIMATED LENGTH
OF LIFE (IN YEARS)

years
years

years

the garment(s) you just purchased?

RAT NG
medium’
" medium

medium

high
high

high
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Appendix B. _— Continued

SECTION B
This section contains statements on clothing and retail stores. For
cach statement, please indicate howv much you agree or disagree with

the statement. For example, circle "1” it you -tmnqls disagree with
a statement; “2° if you disagree with a statement, and so on to

5= if you strongly agree with a statemant.

-
e
“ e
oM
< o
e * - ™
. - . [ ] - ® -4
o~ M -~ o
€ o o <c£o [ ce
o= - o o ow
[ - - b - [}
o - e Q e s
wa ) x c < w<
7. I decided to buy the garment(s) today
because: !
a) tha galment(s) wag(were) fashionable 1 2 3 4 S
b) the price(s) wvas(were) agreeable 1 2 3 4 b
c) I liked the coloucr(s) 1 2 3 4 H
d) the garment(s) is(are} wvell made 1 2 3 ‘4 5
.a) the garment(s) is(are) easy-to-care for .1 2 3 4 S
£} I usually buy this brand 1 2 -} 4 S
g} the quality of the garment (s) is good 1 2 3 4 L
h) I'm familiar with the fibre content 1 2 3 4 b
{) other (please specify) 1 2 3 4 3
8. Due to changing fashion trends and styles, 1 2 b | 4 S
I 40 not expect to wear my clothing
purchases for a long time.
9. I am more concerned in style than fit. 1 2 3 4 s
10. If I want a durable garment, I expect to B Y 2 3 4 -8
have to pay more for {t.
11. The ease-of-care of a garment is more 1 2 b} 4. S
important than its durabfilicy. .
12. Garment quality is wmore important than 1 2 ) 4 S
price. ' h )
13. I still have garments in my wardrobe that 1 2 b L} S
are perfectly good, but I woa't wear them
because they are out of fashion. . )
14 If I were to purchase a garment with a 1. 2 3 4 s
designer label, then ! would expect a
garment of superior quality. -
1S. I am able to find good quality garments 1 2 3 4 5
from most retail stores. .
16. - A good word to describe the quality of 1 2 k] 4 S
garmants on today's market is
“substandard”®-
17. I 'can tell the quality of a garment by 1 2 h] 4 5
touching it. : R .
18. These days, if you want a better quality 1 2 3 4 5
garment, you have to pay more for it.
19. I believe that most retailers have certain 1 2 b 4 S

standards of quality for their garments.
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20.

21.

‘22.

23.

24.

Garment quality is more important than
case-of-care.

I usually purchase garments that are
somewhat too bLig as [ always expect
them to shrink to some extent.

In terms ©f their merchandise quality,
all department stores are the sanme.

“Garment durability® and “garment quality”

" mean the same thing.

To me, quuliéy means:
garment will be expensive

a) a

b) a garment will wear for a long time

c) a garment will be easy to care for

d) a garment will not shrink nor stretch’
e) a garment will be neatly finished

(i{.e. no loose threads.f{inished seams
etc) -

f) a garment will be comfortable

g) a garment which is ‘one of a kind',
not mass produced.

h) & garmant's seams will not fall apart

i) a garmant will be made from fabrics
of natural fibres (i.e. cotton, wool,
linen, silk).

j) a garment will be fashionable

X) a garment will fit without alterations

1) a qarment will survive washing or
cleaning

m) a brand nase .

n) a garment of classic style

o) haute couture or high fashion

pP) a garment that will live to be a
“hand-me-~down”

q) a garment that doesn’'t change in colour

({.e. fade, run, bleed, rub off, etc.)
r) a designer label
s) other (please sqecify)

Strongly
Jisagree

[l ad e e el el ol

——

-

Oisagree

~

~N NN ~NN ~ N NN

[V VN 8

[ S N]

Nefther Agree
nor Disagres

(]

(SRR

- -

[y

(WX

Agrees °

-~

- - -~k

- e

» o~

-~

strongly

Agres

W

VA VA VAV A WAL

VR A WA

VA A

WA WA
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"Appendix B. -- Continued ‘

SECTION C

The following questions are of a pcrlon-i\'nnture, but are important for
orqanizing the survey results. Please remember, the responses to this ot
survey are anonymous and will be held in strict confidence. In most
instances, a check (v ) or a short answer will be sufficient.

.

25. ‘lcnpondent’l sex: _ _wmale _ female

26. Respondent’'s age: __ 11 and under ) P : A% -]
a2 ____ 46-52
18 -2 5359 ’
-3 _______ 60 and over
__32-1

27. Family description: )
$ingle (including divorced & widdwed) :Coupla,no children
no children . . .
Single with children still at home » Couple with children still
I at home

S$ingle with children no longer at home
: . Couple with children no

longer at home

§

28. Dmployment Status: "] T
s e
Working, full-time Non-working

working, part-tln'- Other (Please specity)

29. Which of the following best describes your highest level of education?

some university,belov bacheloc's

elementary education
level
_ some seécondary education completion of university,
: . - bachelor’s level
complation of secondary
education/certificate . post-graduate
non-university training other (please specify)

(i.e. technical) B

30. Have you participated in this consumer study previously?

! Yes No

THANK YOU VERY MUCH FOR YOUR TIME AND COOPERATION!

THIS SURVEY HAS BEEN DESIGNED BY A GRADUATE STUDENT FOR THE COMPLETION OF
A MASTER'S DEGREE (THESIS) PROJECT, AND HAS BEEN FULLY ENDORSED BY EATON'S.
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Appendix C.

Survey Questionnaire: Children's ¥Wear

EATON'S | .

Dear Eaton's Customer,

e invite you to participate in a consumer study! The
Study has been designed by a graduatce student for the
completion of a master's degree (thesis) project, and
has.been fully endorsed by.Eaton's. As a participant,
you will pehprovidiﬁq us with ‘valuable information
concerning your needs and attitudes~t§ward apparel
purchases. All responses should be completely anonymous,
and rest assured, the information will be held in strict
confidence.

Please complete and return the questionnaire Eromgclz.
Fold the questionnaire and place it in the pre-addressed,
poqtgée—paid envelope provided, then drop the envelope

into a convenient mail box.

Your participation is greatly appreciated!
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CONSUMER OPINION SURVEY OF CHILDREN'S WCAR :
1235

SECTION A

This scction contains questions about the jtem(s) which you have just
purchased from the Children‘s HWear departmcnt at Eaton's. In most
instances a check (y') or a _short answer will be sufficient.

1. Numbar of garments purchased from the Children's Wear depar:
2. How many of the folloving items did you purchase from the Children's
Wear department?
shorts/culottes blouse/shirc. swimvear
dresa slacks/trousers cardigan/ T-shirta/tops
pullover sweater
jacket/blazer dress track/sweat suit
skire suit ’ casual jeans/
. : cords

other (please
specify)

3. The garment)s) purchased will be:

worn by -yu"l.t a gift for a friend
worn by a -.-'bcr of my family othcx: (please specify)

a gift for a member of my family

4. For each garment purchased, wvhat was the original price? If you
' bought the item on sale, also indicate the sale price.
GARMENT  ORIGINAL PRICE SALE PRICE
a) \ $ H
b) $ ) $
=) ' s ‘ s

S. ror each garment purchased, estimate the number of days in one
week, and the number of months out of one year that‘you expect the
jtem(s) will be worn. Also estimate the number of years you expect

. the item(s) to last.
. ' ESTIMATED LENGTH
' : ESTIMATED NUMBER OF WEARINGS OF LIFE (IN YEARS)
.Days per one Months out :
* GARMENT week (1-7) of one year

a) ___days months years
b} days months M years
c) days: ___ months . years

6. How would you rate the quality of the garment(s) you just purchased?

GARMENT RATING
a) ___ low __medium ______high
b __low  ____medium _____nigh
<) ] ______ low ___ medium —__ high

150
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-2- « N
\
N ’
SECTION B
This scction contains stattments on clothing and rctail stores. For
cach statement, plcase indicate how much,you agrcc or disaqree with .

s disagree with

the statement. For example, circle “1° af you strongl
o on to

A statement: “2° if you disagree with a gttatement, an

5= if you stronqly aqgree with a statement.
. "

Disagree
Nelther Agree
not Disagree
Strongly

Agrae

Strongly
Disagree
Agrse

7. 1 decided to buy the garwment(s) today
because:’
a) the garment(s) was(were) fashionable
b) the price(s) wvas(were) agreeable
c} I liked the colour(s) -
d) the garment(s) is(ace) well made
e) the garment(s) is(are) easy-to-care foc
£) I usually buy this brand
q) the quality of the qarment (s) iz good
A) I'm familiar with the f{ibre content
i) other (please specify)

r-r-t—v—v-'v—v-r-_»-
NNNNNNNYN
L N N N N
VRV RV RVEVEVEVRVEV]

8. Due to changing fashion trends and styles. l 2 )
I do not expect to wear my clothing
purchases for a long time. .

9. I am more concerned in style than fit. 1

10. If I want a durable gacrment, I;eipect to 1
‘ have to pay more for°it.

11. The ease-of-care of a garment 'is more S
important than its durability.

12. Garment Quality is msore important than . 1
price. ' . ' ’

13. I still have garments in my wardrobe that 1 2 )
are perfectly good, but I won't wear them
. because .they are out of fashion. :

14. If I were to purchase a garment with a DY
designer label, then I would expect a P
garment of superior quality.

«

1S. I am able to find good quality garments Y
from most retail stores.

16. A good word to describe the quality of 1 2 3
garments on today's market is
“substandozd”. . .

17. I can tell the quality of a gacment by ) 1 . 2
touching it. .

. 18. These days, if you want a better quality 3
garment, you have to pay more for it.

19. I believe that most retailers have certain 3 2 3 4 b
standards of quality for their qarments.

\
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22.

2

24,

Garmént quality is moce important than
casc-of-care.

1 usually purchase garments that are
somcwhat too big as [ always expect \
them to shrink to some extent. '

In terms Of their merchandise quality.
all department stores are the same. »

Scarment durability” and “garment quality”

mean the same thing.

" To me, quality means:

‘a) a garment will be expensive

b) a garment will wear for a long time
c) a gacment will be easy to care for

d) a garment will not shrink nor stretch
e) a garment will be neatly finished.

(i.e. no loose Lhrend;,tinl:hed scams

etc)

£) a garment will be comfortable

g) 4 garment which is ‘one of a kind*, -
not mass produced.

h) & garment's secams wvill not fall apart

i) & garment will be made from fabrics

of natural fibres (i.e. cotton, wool,

1inen, silk). \
j) a qarwent will be fashionable

k) a garment will fit without alterations

1) a garment will survive washing or
cleaning
m)}) a brand name
n) a garment of classic style
o) haute couture or high fashion
p) - a garment that will live to be a
© "hand~-me-down”.

q) a qgqarment that doesn't change in colour ~
) (i.e. fade, run, bleed, rub off, etc.)

r) a designer label a
s) other (please sqecify)

Strongly
Disagree

- e e el el ald

-

-

Disagree

~

~NN

NNN ~N N

(SRR ]

~N N

TNNNN

Nelther Agree

nor Disaqree

(%]

o At A

e b

o

[PRRTY

-

(R

Agree

-~ e n

FN

Strongly

Agree

w

WA VA WA W

VA WA VA WA WA

WA WA N

wWwn
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SECTION C

The following questions are of a personhal nature, but are important foc
organizing the survey results. Plecase remember, the responses to this
survey are anonymous and will be beld in strict confidence. In most
instances, a check (V) or a short answer will be sufficient.

)
25. Respondent’s sex: ‘male female
26. Respondent’s aqdl\ . 11 and under 39-45
i L 12 - 17 46-52
L halole $3-59
A\ B 25 60 and over
. Lo
N I - e ‘.
. . ', -
27. ramily description: . L LA R
Single (including divorced ¢ tihdoved) | ;‘ Couple,no children
. ... . no children o . )
$ingle with children still at home’ » Couple with children still
at home

Single with children®no longer a2t homd . .
Coe Couple with children no

\ e 1 7\\‘ longer at home
28. fmploymant Status:
Working, full-time Mon-working
working, part-time Other (Please specify). -

29. which of tha following best describes your highest lavel of educazion?

some university,below bAcfnlor' s

elementary educstion
level
. soma secondary education “fcompletion of university.
bachelor's level
co-pl;tlon of secondary
education/certilicate post-graduate
non-university training other (please specify)

® —

(L.e. technical)

30. Have you participated {n this consumer study previously?

Yes No

—_— —

THANK YOU VERY MUCH FOR YOUR TIME AND COOPERATXN:"

L]

THIS SURVEY HAS BEZEN DESIGNED BY A GRADUATE STUDENT FOR THE CWLETION/'OF
A MASTER'S DEGREEZ (THESIS) PROJECT, AND HAS BEEN FULLY ENDORSED BY EATON'S.

<&
4
3
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