\FLOTHING BUYING PRACTICES AND LIFE STYLE DIFFERENTIALS

BETWEEN. EMPLOYED BLACK AND WHITE WOMEN

by

Linda Loretta Edmonds

/

Dissertation submitted to the Graduate Faculty of the

Virginia Polytechnic Institute and State University

in partial fulfiliment of the requirements for the degree of

~ APPROVED:

DOCTOR OF PHILOSOPHY

in

Business Administration

/A, C. Samlig” Chairman

' ”
i —

A -
S. C. Cosmas

5. K. ?au

E. ﬁf Tozier

Doy Ol

April- 1979

Blacksburg, Virginia

€. D. Upah ~






ii

70 --

Hula and Thelma Edmonds



ACKNOWLEDGMENTS

The author would 1ike to extend her sincere appreciation to
some of the people who have made her doctoral studies possible.
Special thanks are-extended to Dr. Al Coskun Samli for his encouragement
and guidance as chairman of the committee. In addition, the author
would 1ike to thank the other committee members, Drs. Stephen Cosmas,
Steven Paulson, Enid Tozier, and Gregory Upah for their cooperation
' aﬁd constructive criticism. Thanks are-also given to Drs. G. W.
McLaughlin, Jr. and Dennis Hinkle for their assistance in the computer
and statistical aspects of the study.

The author also wishes to thank Woodward & Lothrop Department
Stores in Washington, D.C. for their interest.in and suppoft of this
study in the form of a research grant. Further appreciation is ex-
pressed to the members of the professional women's organizations for
their participation in this study.

I am particularly indebted to Dean Laura J. Harper for her en-
couragement over the years. Finally, I wish to express my sincere
appreciation to my Mother, my Father, and the rest of my family for

their continued support and encouragement.



TABLE OF CONTENTS

Page
DEDICATION « v v v e v e e e e e e e e e e e e e e DR
ACKNOWLEDGMENTS . . « . .+ o . o o o o . e e e e e e e e e e iii
LIST OF TABLES . . . v & v v i e e e e b h h h e e e e e e e s viii
LIST OF FIGURES . . & v v v v v v e v v o e v o s e e e e e ix
Chapter | '
I. INTRODUCTION . & & i v i e et et t e e e e e a e s 1
Clothing Consumption in the United States . . . . . . . 1
The Changing Employment Status of
American Women . . . . . .« . ¢ i 00 v e e e e 3
. The Emerging Importance of the Black

Consumer Market . . . . . . ¢ . ¢ ¢« ¢ v v v o o e . 6
Extending Life Style Analysis . . . . . . . . . . .. ‘. 10
The Problem Area . . . . . . .« o v v v o v v oo . 13
The Study Problem . . . . . . . . . . . . .. .. 14
Pukpose of the Study . . . . . . .+ . o o oo 0. .. 15
Significance of the Study . . . . . . . . . . . . o .. 15
Organization of the,Study e e e e e e e e e e e e 16
SUMMBYY o v v v v e v v e e e e e e e e e e e e e 17
IT.  LITERATURE REVIEW . . . . . . . . B A A 19

Clothing Buying Practices of American Women:
Employment and Life Style Influences . . . . . . . . 19
Employment and Clothing Buying Practices . . . .. 20
Life Styles and Clothing Buying Practices . . . . . 24

iv



Chapter _ Page

Black and White Consumption Differences in

Clothing Buying Practices . . . . . . . e e e e e . 28
General Consumption Behavior Differences . . . . 28
Clothing Buying Behavior Differences . . . . . . 32

Reasons for Black and White Consumption

Differences: Some Viewpoints . . . . . . . . . .. 38
Income Versus Race . . . . . ¢ . ¢« ¢« v ¢ v v v 38
Compensatory Buying Behavior . . . . . . . . .. 4]
Culture and Acculturation . . . . . . . . . . . . 43

SUTMArY & ¢« ¢ v 4 v 4 e o & o o o o o o o o o« o o o o 45

IIT1. RESEARCH DESIGN AND METHODS . . . .« . « ¢ ¢ ¢ « « « & 48

Definitions . . . . . . . ¢ v o v o . o . . 48

Hypotheses . . & ¢« ¢ ¢« v v 6 4 o v o o s o o o o o 49

Research Design . . . . & ¢ v ¢ & ¢ v @ v e« o o o o 51

Questicnnaire . . . . . . . . . . . .. T e e s 51

Sampling and Data Collection Procedures . . . . . 59

Demographic Profile of the Study Sample . . . . . 63

Analytical Methods . . . . & v v v v v v v v v v w0 66

Contingency Table Analysis . . . . . . .. e . 66

Factor Analysis . . « « . ¢ ¢ v v ¢« ¢« a o o & 68

Cluster Analysis . . . . .« . .« . . e ee & s a s 70

Discriminant Analysis . . . . . . e e s e e e . 72

SUMMArY .+« v v v v vt e e e e e e e Ced e e 73

IV.  RESULTS AND DISCUSSION . v v v v v v v v v e e vt 75
Black-White Differences in Ciothing Buying

Practices . . & & v v i i e i e e e e e e e e e e 75
Shopping Frequency/Time . . . . . . . « « ¢« « . . 80
Clothing Acquisition/Store Type

and Location . . . . . . .. . o . . . .. 81
Store Loyalty/Patronage Variables . . . . . . . . 82



Chapter

Personal Clothing Selection Variables . . . . .

Hypothesis 1 Test Conclusion: Black-White
Differences in Clothing Buying Practices

Clothing Buying Dimensions and Life Style

Dimensions . . . . i i i e e e e e e e i e e e

Clothing Buying Dimensions . . . . . . . . . .
Life Style Dimensions . . . . . . . . . . « . .

Clothing Buying Style Groups . . . . . . . . . . .

Clothing Buying Style Group Descriptions

Cluster Refinements . . . . . . . . . . . . : :

Identifying Clothing Buying Styie Group
Member Characteristics by Multiple

Discriminant Analysis . . . . . . « « « « ¢ « . .

Hypothesis 2 Test Conclusion: Race and
Clothing Buying Style Group Membership

Hypothesis 3 Test Conclusion: Life
Style Dimensions and Clothing Buying

Style Group Membership . . . . . . . .. ..
S 11
SUMMARY, CONCLUSIONS AND FUTURE QUTLOOK . . . . . .
Review of the Study . .‘ ...............
Conclusions and Implications of the Study . . . . .

Marketing Strategy Déve]opment ........
Women's Clothing Purchasing Behavior . . . . .

Life Style Analysis and Comparative
Black-White Consumer Purchase Be-

havior Patterns . . . . . « . &« « « v + « « .
Black-White Consumer Behavior Patterns . . . .

Limitations of the Study . . . . . . .. . .. '. .

Recommendations for Future Research . . . . . . . .

vi

-------------------------

Page

83
83

84

86
90

92
93

101

109

111
114
116
116
119
119
123
124
125
126
127
129
130



Appendices ' : Page

A Questionnaire Used in the Study . . . . . . . .. 144
B Professional Women's Organizations in the
Washington, D.C. Metropolitan Area that
Participated in the Study . . . . . . . . . .. 156
C (1) Demographic Comparison of Employed
Black and White Women Respondents . . . . . . .. 158

(2) Description of White Collar Occupa-
tional Categories . . . ¢« v ¢« ¢ ¢ ¢ ¢« o o 4 o o . 160

(3) White Collar Occupational Comparison

Between Employed Black and White Women

Respondents in the Washington, D.C. SMSA

and the U.S. c e o e e e e e v s e e e s e e s 162

D Comparison of Personal Clothing Buying
Practices Between Employed Black and
White Women . . . . . . . . .o o oo, 164

E Clothing Buying Dimension Factor Scoring
Interpretations . . . .. ... ... ... 170

F (1) Life Style Dimensions Derived from
Factor Analysis of Activity, Interest
and Opinion Statements . . . . . . . .. ... .. 173

(2) Life Style Dimension Factor Scoring
Interpretations . . . . . ¢ . . ¢ .. o o0 0. 177

G (1) Comparison of Life Style Dimensions,
Race, and Other Demographics Across Four
Clething Buying Style Groups Using Direct
Multiple Discriminant Analysis . . . . . . . . . . 182
(2) Group Centroids of Four Clothing Buying
Style Groups in Direct Multiple Discriminant
Analysis . . & o i i e e e e e e e e e e e e e e 184
VI A L o . i e e e e e e e e e e e e e e e e e e e e e e e e 185

ABSTRACT

vii



10.

11.

LIST OF TABLES

Personal Clothing Shopping Characteristics

by Work Status . . . & . &« ¢ v v et e e e e e e

Summary Statement of Study Conclusions

on Black Versus White Spending Behavior . . . . . .

Comparative Demographic Profiles of Employed

Black and White Women Respondents . . . . . . . . .

Personal Clothing Buying Practice Differences

Between Employed Black and White Women . . . . . .

CTothing Buying Dimensions Derived from
Factor Analysis of Clothing Buying Practices

Clothing Buying Style Groups Derived from:

Cluster Analysis of Clothing Buying *

DIimensions . & & v v h h e e e e e e e e s e e i

Respondent Clothing Buying Style Cluster
Membership Frequencies and Clothing Buying

Style Cluster Refinements . . . . . . . . . . . ..

Direct Multiple Discriminant Analysis of
Life Style Dimensions, Race and Other
Demographics Across Four Clothing Buying

Style Groups . . . L. a Ll e i e e e e e e

A Comparison of Important Discriminators
Identified by Direct Multiple Discriminant
Analysis with Significant Discriminators
Identified by Stepwise Multiple Discrimi-

nant Analysis < & &« C . 0t e i e e e e e e e e e

Actual Versus Predicted Clothing Buying

Style Classification Matrix . . . . . . . . . . ..

Racial Composition of Four Clothing

Buying Style Groups . . « « v v ¢ ¢ ¢ ¢ o ¢ ¢ o o &

Page

23

30

65

76

88

94

100

103

105

108

122



Figure

LIST OF FIGURES

Working Women's Apparel Purchasing

Behavior . . & v v v 4 4 e v e e e e e e e

Clothing Buying Practices . . . . . . . « . .

Activity, Interest and Opinion Com-

ponents of Life Style . . . . . . . . . . ..
Analytical Methods . . . . . . . . . . . ..

Summary of Significant Black-White
Differences in Clothing Buying

Practices . . & & ¢ vt 4 v v e e e e e e

Life Style Dimensions . . . . . . . . e e

NORMIX Cluster Analysis Program
Plot of First Two Discriminant
Functions Used to Classify Clothing

Buying Style Groups . . « « v v v ¢« v & « «

Direct Multiple Discriminant Analysis
Plot . . . ¢ ¢ v i i e e e e e e e e e e e

ix

Page

21

53

56

67

85
91



Chapter I
INTRODUCTION

This chapter provides background information on four major areas
pertinent to the study. These areas are: 1) clothing consumption in
the United States, 2) the changing employment status of American women,
3) the black consumer market, and 4) life style analysis. The areas
are critically discussed in terms of their overall importance to con-
sumer behavior, research shortcomings and future research needs. Also
included in the chapter are a statement of the study problem, the pur-
pose, and the signfficance of the study. Following these discussions
is tﬁe organization of the dissertition as well as a summary of the

chapter.

Clothing Consumption in the United States

‘ Consumer spending for clothing advanced 8.8 percent in 1977 to
$83 billion, from $76.3 billion in 1976; and clothing expenditures in
the last decade have represented 7.5 percent to 7.9 percént of total
disposable income (Standard and Poor's Industry Surveys, 1977 and 1978).
Consumer'expenditureS‘for'c]othing and shoes averaged $373 per person
during 1977, representing a 5.2 percent increase over the per capita
expenditure for 1976 (Polyzou, 1978). The trend of increasing spending
for clothing is anticipated over the long run for a number of,reasons:

1) the number of people between 25 and 40 years of age is expected to
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grow by 19 percent by 1985, and persons in this age bracket are signifi-
cant purchasers of apparel products; 2) the importance of fashion and
quality in clothing is being stressed by the more affluent, better edu-
cated consumers; 3) there is growing fashion awareness among men; and

4) there are increasing numbers of working women who tend to be large
purchasers of clothing (Sténdard & Poor's Industry Surveys, 1978).

Women's and girls' clothing accounts for about 46 percent of all
money spent by American consumers for items of apparel, shoes’and acces-
sories. As family size increases, a larger proportion of_the’in;omekﬁﬂ
goes into women's clothes (Horn, 1975). Of the differeht famf1y types,
single consumer units have the highest clothing bills. At all ages, a
woman's clothing bills are larger than a man's (Erickson, 1968).

The employment status of women has a definite effect on personal
c1o£hing consumption. A woman who work§ outside the home usually has
much higher clothing expenditures and a broader wardrobe than the woman
who is not in the labor force. In addition, as the working woman's
earnings increase, more of her money goes toward clothes (Horn, 1975;
McCall, 1977).

The importance of clothing as a consumer product is also supported
- by the clothing industry's input to Tabor and employment in the United
States. The combined producers of fabrics and finished clothing repre-
sent the largest commercial employers in the United States--about two
and a half million people (Packard, 1977).

Writers in the behavioral sciences have indicated that clothing

and fashion affect all of us and should be of central importance to
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researchers (Aiken, 1963; Gibbins, 1969). As a consumer product,
clothing is used not only as a means of protection from the elements,
and a covering for necessary modesty, but clothing is a]so used as a
means of self expression and communication (Buckley & Roach, 1974;
Ryan, 1954; Stone, 1961). Moreover, clothing is one of the major di-
mensions used by anthropologists to define culture. For this reason,
clothing is an ideal consumer product to investigate cross-cultural
~~consumption differences. A number of clothing studies have already
determined that it is possible to relate clothing to behavioral charac-
teristics (e.g., Brady, 1963; Creekmore, 1963; Lapitsky, 1961; Zentner,
1971). |

In summary, the study of clothing as a consumer product is impor-
tant because of: 1) the large amount of consumer spending on clothing,
2) the clothing industry's large input to labor and employment of
- Americans, and 3) the psychological, social and cultural dimensions
of clothing. |

The Changing Employment Status
of American Women

The changing social and economic status of women in the United
States is most dramatically illustrated by_the’sheer increase in women's
presence in %he Tabor force (Kreps, 1976; Lazer & Smallwood, 1977;
Loring, 1976). Today nearly one-half (46%) of the female population
age 16 and over are in the labor force (U.S. Deparfment of Labor,

1976a). For non-military personnel 14 years old and over about 64
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percent of the men and 42 percent ofythe women were employed full time
and worked year round in 1977 (Bureau of the Census, 1978a). The‘
Bureau of Labor Statistics (1974) has predicted that by 1985 more than
half of the women who are 16 years of age and over will be in the work
force. ‘

Some of the changing demographics in America which help to ex-
plain the increase in the labor fofce participation of women are:
1) an increase in the number of women remaining single, 2) an increase-
in the number of women who wait longer to have children and then have
fewer children, 3) more and more families who are dependent on two
incomes, and 4) an increase in the educational attainment of women.

Women who have never married have had higher labor force partici-
pation rates traditionally and still do. Today, even more women are
choosing to remain single than they have in the past. A higher propor-
tion of women in the 20-24 age category are now single (either never
married or divorced and widowed and not remarried). While 36 percent
of the women 20-24 years of age were single in 1970, by 1978 the figure
had grown to 48 percent (Bureau of the Census, 1978c). Also, the
number of single (nevef—married) women who headed their own families
increased 71 percent between 1970 and 1977 (Bureau of the Census,
1978a).

Recently there has been a very dramatic growth of the labor force
participation of married women. In 1950, only one-fourth of married
women were in the labor force. By 1975 the number had grown to 44 per-

cent. The earnings of wives have made an important permanent input



into total family income and family 1ife style expectations. In
general, families with working wives have higher incomes thén those
with non-working wives (Lazer & Smallwood, 1977; McCall, 1977).

The average number of children desired by women has decreased
steadily since the 1900's. Today the average woman has borne her last
child by the time she is 30 years old. The youngest child enters school
when the mother is 36 and the average woman is freer than ever to enter
the labor force (Bureau of the Census, 1977b; McCall, 1977). In 1975
over half of all married women with school age children were gainfully
employed outside the home (Lazer & Smallwood, 1977).

The demographic factor that is most directly related to in-
creased women's participation in the labor force is the level of edu-
cational attainment. The greater the amount of education a woman has
received, the ﬁore 1ikely she is to be in the 1abor force and the less
1ikely she is to be unemployed (U.S. Department of Labor, 1976b).

Working does cause changes in consumer behavior of wohen who not
only have new needs, but have}1ess time than the traditional housewifev'
to satisfy these needs (Bartos, 1977; Kreps, 1975; Loring, 1976;
McCall, 1977; Reynolds, Crask & Wells, 1977). The impact of employment
on women's consumer behavior is beginning to make itself felt in the
market place. Some examples of these changes are: 1) working women are
more 1ike1y than non-working women to have Savings accounts, regular
checking account and credit cards (Bartos, 1977); 2) the working woman
demands more child care services than non-working women (Bem & Bem,

1975; Franklin, 1977); and 3) the woman who works outside the home has



a distinct profile in the selection of her personal clothing (McCall,
1977). According to Lazer and Smallwood (1977, p. 22) "Women are be-
coming more cosmopolitan in their tastes and expectations as. they
‘become more involved with, and exposed to, the world external to home."
More research is needed on women who are gainfu11y employed out-
side the home since this segment of the popuiation is fast becoming the
norm for women in the United States. For years marketers and businesses
have operated under the assumption that up to 80 percent of all con-
sumer purchasing was done by females (Walters, 1974), the majority of _
whom were housewives who were not gainfully employed outside the home. .
With nearly one-half of the female population age 16 and over partici-
pating in the labor force, this is clearly not the norm today. More-
over, the increased employment of women has drastically changed their
attitudes, consumption behavior and their aspi}ations. More specific-
ally, women's clothing buying practices are direct1y affected by their

participation in the labor force (McCall, 1977).

The Emerging Importance of the Black Consumer Market

The possibility of a distinct black consumer market has only
recently become a matter of concern for marketing people. Marketing
executives traditionally have been undecided as to the proper approach
to reach the black consumer market. Some authorities have contended
that the black market is inseparable from the total market, and thus,
no need exists for a special approach in the promotion of goods and

services. Others have insisted that due to the social, economic, and



political isolation of the black consumers they represent a distinct
market of their own.
John H. Johnson (1964), President of Johnson Publishing Company -

which publishes Ebony, Jet, Tan, and Negro Digest stated his views on

the black consumer market as follows:

The Negro Market is not a special market within the white
market--but on the contrary, a general market defined by its
exclusion from the white market. The Negro general market
includes all special markets: teen-age, female, mass and
class markets. There are Negro millionaires, Nearo paupers,
Negro Jews and Negro Catholics. What unites these groups is
a common consciousness of a common past and an anticipation
of a common fate! Psychologically, geographically, socially
and economically--the Negro Market is a distinct reality with
a definite character. (p. 119)

Cox, Stafford and Higginbotham (1972) felt that the behavior of
the black market was closely tied to broad social problems of the black
revolution. According to Cox et al. (1972):

As a consumer, the Negro has finally begun to achieve full

citizenship, recognition, and attention. . . . There is

still a wide gap, however, in knowledge about basic Negro

shopping and credit preferences, as well as a lack of in-

formation on their susceptibilities and motivations as con-

sumers. (p. 58).

The black population of the United States consists of approxi-

- mately 25 million persons, making it as numerous as some of the major
nations of the world (Bureau of the Census, 1977a). Most U.S. firms
need and want the $70 billion purchasing power of the black consumer
market which makes up about 11.1 percent of the total U.S. popuTation
(Gibson, 1978). The Bureau of Census (1977a) has projected that the
black population of the U.S. will be approximately 36 million in the -

year 2000 and the white population of the U.S. will increase from .
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approximately 187 million in 1977 to approximately 238 million in 2000.
This increase in the relative importance of the black segment of the
population (from 11.1 percent to 15.1 percent) will make it necessary
to know more about black economic behavior.

The black population is also a young population in which about
one out of two is under 18 years of age. .In 1976 the median age for
black males was 22.6 and 24.9 for the b1ack female. The median age for
the white male and female in 1976 was 28.6 and 31.2 respectively (Bureau
of Census, 1977a). A greater percentage of, blacks than whites are in
the prime consumer groups (21 to 45 years Qf age) because'of the more
youthful characteristics of the black consﬁmer market (Taylor, 1971).

With regard to income, white fami1ie§ had a median income of
$16,740 in 1977 which represented a 1 perqqnt increase above the 1976
- median in real terms. In contrast, the 19ﬁ7 median income for black
families was $9,560 and did not differ sigﬂificant1y from the 1976
median income (Bureau of Census, 1978b). ﬁlthough the median income
for black families has consistently been 1qwer than that of white
families, black working wives compared to ﬁhite working wives have
contributed a larger proportion to family income (Lazer & Sma11wood,

|

1977; Willie, 1974). The additionaT family income which the working

| .
wife has provided has expanded the market ﬁor Tuxury goods and has

given her greater independence in purchasiﬁg decision making (Bartos,
1977; McCall, 1977). ]
Income is a crucial determinant of 1%festy1e and living arrange-
' |

ments. Although a substantial portion of %he black consumer market is

|
|
|
|



economically less well off than the white consumer market, an important
growing black middie class does exist (Wall, 1974). Unfortunately,
there is not sufficient research avai1ab1ejconcerning the various
market segments within the total black consumer market to examine the
segments in detail. Black consumers have too often been portrayed as
-belonging to a single undifferentiated "bT&ck consumer market," con-
sisting of economically deprived consumersiwho have a uniform set of
consumer needs. Just as the white majorit} has been divided into a

variety of submarket segments, each segment with its own distinctive

needs and tastes, so too can the black market be segmented (Schiffman

i
1

& Kanuk, 1978).
Changes which have occurred in the sqcia] and psychological
climates in the U.S. have facilitated much of the socioeconomic pro-
gress made by black consumers. The black consumer market may begin to
experience changes in buying patterns and Brand selection as a result
of this increased socioeconomfc well beingj Consequently, much of the
black consumer market behavior research which was conducted pre-1960
era and during the period of unrest of the|1960's may not be applicable
today. This is not to say, however, that the recent socioeconomic
progress made by blacks is an indication tﬂat all black-white con-
sumption differences, as well as racial di%crimination,.have been
eliminated entirely. ,SimiTar1y, Andreasen:(1978) has noted the decline
in ghetto marketing and black consumption ﬁrend research although many4
unresolved gaps still remain in the Titerafure. There is a need for

|
more recent research on black consumer market trends.
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Extending Life Style Analysis

Over the years, a number of constructs have been useful for seg-
menting consumer markets and for better understanding of consumer be-
havior. The most popular constructs have been demographics, social
class, and psychological characteristics such as personality traits
(Plummer, 1974). In recent years life style analysis and research has
been recognized and accepted as an effective market segmentation tech-
nigue and an important construct in the analysis of marketing activity
and consumer behavior.

The concept of Tife style and its relationship to marketing was

introduced in 1963 by William Lazer. According to Lazer (1963):

Life style is a systems concept. It refers to the
distinctive or characteristic mode of living, in its ag-
gregative and broadest sense, of a whole society or segment
thereof. It is concerned with those unique ingredients of
qualities which describe the style of 1ife of some culture
or group, and distinguish it from others. It embodies the
patterns that develop and emerge from the dynamics of living

~in a society.

Lifestyle, therefore, is the result of such forces as
culture, values, resources, symbols, license, and sanction.

From one perspective, the aggregate of consumer purchases,

and the manner in which they are consumed, reflect a so-

ciety's life style. (p. 130)

Life style analysis has been credited with giving more insight
into consumer behavior than demographics, social class or psychological
éharacteriSticss(Feldman & Thielbar, 1975; King, 1964; Myers & Gutman,
1964; Plummer, 1974; Wells, 1975; Wells & Cosmas, 1975). Demographics
‘have received broad acceptance and lend themselves to consumer classifi-

cation and quantification, but they also Tack richness and often need
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to be supplemented with other data. Instead 6f‘def1ning the target

- market in mere demographic terms (e.g., middle-aged white collar or
blue collar housewives) 1ife style analysis provides more descriptive
profiles (e.g., "housewife role haters," "old-fashioned homebodies,"
and "active affluent urbanites")(Plummer, 1974). Social class adds
more depth to demographics, but social class, 1ike demographics, often
needs to be supp1eﬁented in order to obtain meaningful insight into

| consumer markets‘(King, 1964; Myers & Gutman, 1964; Plummer, 1974).
Psychological characteristics, on the other hand, are often rich but
may lack reliability when applied to consumer target markets. In
addition, psychological scale findings are often difficult to imp]é-
ment (Plummer, 1974; Wells, 1975; Wells & Cosmas, 1975). |

In general, life style analysis combines'the virtues of demo-
graphics with the riéhness and depth research qualities of psychologi-
cal characteristics (Plummer, 1974). Life style analysis attempts to
answer questions such as: |

What do women think about the job of housekeeping? Are
they interested in contemporary fashions? Do they partici-
pate in community activities? Are they optimistic about

the future? Do they see themselves as homebodies or

swingers? (Plummer, 1974, p. 33)

Although 1ife style analysis has been used in cross-cultural
comparisons, e.g., differences between Canada and the United States
(Arnold & Tigert, 1973), differences between English-speaking and
French-speaking Canadian women ( Vickers & Benson, 1972) it has not

been used extensively to compare black and white consumer markets in

the U.S. The broad question of black consumption patterns and 1ife



12

styles too frequently has been superficially treated within the con-
text of social class research. According to King (1964, p. 275), "As
the Negro's aspirations assume increased significance in directing his
consumption patterns, life style studies may prove to be the most useful
approach to consumer description and marketing prescription." Very
1ittle 1ife style research has been conducted on the black consumer
population in the United States.

Life styles are also a reflection of the changing times. Con-
siderable attention has been focused on new status for blacks and the
changing roles for women within our society (Smallwood, 1971). In
- addition, the apparent and obvious changes in clothing styles are also
a response to changes in society (Smallwood, 1971; Troxell, 1976).

As a result, apparel manufacturers and retailers, fashion buyers and
merchandisers, and clothing and textile researchers have begun to advo-
cate more use of 1ife style analysis in clothing and fashion research
(e.g., Jenkins & Dickey, 1976; Packard, Winters & Axelron, 1977;
Richards & Sturman, 1977). According to Packard et al. (1977):

. . . the buyer is faced with a new dimension--opinions, atti-

tudes and beliefs of customers. Why is this study (psycho-

graphics) a relatively new one, important to the buyer? In a

nutshell, 1ife style of people has changed dramatically in the

past 15 years. How people view themselves, how they wish to
express themselves, and how they would want people to see them,
are attitudes that have surfaced and have become important to

so many people. These values have resulted in new definitions

of the wearing of clothing and polarization of fashion atti-

tudes. (p. 41)

In summary, 1ife style is a major behavioral concept for undér—

standing consumer behavior. It is a more generalized concept than

existing concepts such as mobility, leisure, social class, life cycle,
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and status. These concepts are all part of life style. As a result,
Tife style studies could foster the unification of findings and theories
related to consumer behavior. A 1life style analysis which focuses on
the black and white consumer populations of employed women and their
'Tc]othing buying practices would be a timely application and extension
ofnlife style research. Also, 1ife style analysis is particularly
.appropfiate in research on clothing buying practices because life style

to a degree is an important determinant of clothing buying behavior.

‘The Problem Area

The increase in the number of emb]oyed women justify the need for
more product consumption research concerning employed women. }C1othing
buyihg practices of employed women is a major area in which consumption
changes afe evident; however, most clothing buying practice studies
have not addressed the employed female market to any substantial degree.

A5ufficient differences exist between the black consumer market
and the white consumer market to merit further investigation of dif-
ferences in consumption patterns for the benefit of consumers as well
as marketing practitioners. Most black-white consumption difference
studies analyze broad patterns of consumption across many product
areas. In many cases, an in-depth comparative analysis which focuses
on one or two products could yield greater insights about consumption
differences. With the exception of black-white comparative research
on food buying practices, there is a minimum amount of this type of

in depth product research. Little comparative research has been
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. conducted on black-white consumptioﬁ~differences in clothing buying
practices. Furthermore, most of the b]ack-white comparative studies
which have investigated clothing purchasing behavior have emphagfzed
lower socioeconomic classes which tend to be heaviTy‘represented,by
bTue co11ar workers and a Tlarge number of women who are not gainfully
employed. Only a very small amount of comparative research has been
conducted on the clothing buying practices of employed black and white
women with Tife styles other than those-Which-are characterized by

\1ower’soc10economic class membership, lower income, and lower paying
jobs. In addition, most of these studies have used researbh tech-
niques which have not been considered as effective as 1ife style
ana]ys%s.

In summary, employed women are becoming the norm and they have
significantly different clothing consumption patterns from the tra-
ditional housewife. There is also evidence that black and white
women have different clothing consumption practices. The iﬁadeQ

quacy of the existing knowledge on the subject warrants further re-

search.
The Study Problem

The focus of this study is: on the apparel purchasing behavior
of employed black and white:women'and*their'Tife styles. The study
problem is presented in the following four questions:

1. Are there significant'differehces in the cloihing buying

practices between employed black and white women?
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2. Are there identifiable clothing buying styles for

employed black and white women?

3. Are there identifiable 1ife style dimensions for -

employed black and white women?

4, Do Tife style dimensions help to further explain
the differences in clothing buying styles for em-

ployed black and white women?

Purpose of the Study

The general purpose of this study is to explore and evaluate the
usage of race and life style dimensions as market segmentation alter-
natives for marketing pﬁactitionerg. More specifically, an attempt is
made to identify differences in clothing buying practices between black
and white employed women. The addition of 1ife style analysis allows
for better understanding of differences in the clothing buying patterns
of black and white employed women. Another important reason for incor-
porating 1ife style analysis into the study is the relevant nature of

1ife style to apparel purchasing behavior.

- Significance of the Study

This study offers marketing practitioners recent information on
clothing buying practices of black as well as white consumers. This
type of information is particularly useful to retailers located in

areas with large black populations. In addition, the study provides
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up-to-date clothing shopping data which can be used by retailers in
their marketing strategies to better serve their markets.

A contributioh is expected to be made in the life style fesearch
area. By applying life style analysis in black-white comparative re-
search and apparel purchasing research, another dimension.of life style
research can be added to the literature.

The study provides 1n—depth clothing consumption information
about, first, employed women, and second, black women. These are two
market segments in which there is a minimum amount of clothing research.
The results of the study also add to the body of knowledge on the seg-
ment of the black consumer market which is above the poverty level.
This segmenf has generally been neglected in empirical research. Fin-
ally, the study findings are expected to be useful to other social
scientists in their efforts to understand behavior patterns of employed

black and white women.

Organization of the Study

To present the results and findings of this study, this disser-
tation has been organized in the following manner. After having de-
lineated the study problem in the first chapter, Chapter II contains a
review of empirical research. This research is reviewed on the basis
of: 1) life sty]e and employment as they relate to women‘s clothing
buying behavior and 2) black-white comparative clothing consumption
trends. Some viewpoints on reasons for black and white buyer behavior

differences are also presented. Chapter III presents key definitions,
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research hypotheses, research design and analytical methods used in
~ the study. Chapter IV presents the study resu1tsvand discussion.
Chapter V includes a summary of the study and discusses conclusions

and future research implications.

Summary

In this chapter the reader was presented with four basic concepts
1éading to the problem statement. First, a discussion of the impor-
tance of clothing consumption in the United States was offered. In
génera1, the study of clothing as a consumer product is important be-
cause of: 1) the large consumer expenditures on clothing; 2) the
clothing and textile industries'large input to labor and employment;

3) the psychological, social and cu1tura1 dimensions of clothing.

Second; the increase in}the employment status of women was dis-
cussed. The consumption behavior, aspirations and attitudes of American
women have changed drastically as a result of their increased labor
force participation. Changes in apparel purchasing behavior, in par-
ticular, have been partly attributed to the increase in the employment
status of women.

Third, the emerging importance of the black consumer market was
addressed. The major impetuses for studying the black consumer market
~were: 1) the increase in the relative market importance of the black
segment of the population in the United States, 2) the need for black
consumer market segmentation strategiés, and 3) the black consumer

market is a distinct marketing entity which needs to be explored.
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Fourth, a discussion favoring the extendéd use of 1ife style
analysis to study b1a¢k-white differences in clothing buying practices
was presented. Life style analysis was used in this research because
it is credited with giving more insight into consumer behavior than
social class, race, or other demographic variab]es..

Finally, the chapter presents the problem, significance, and

organization of the study.



Chapter II
LITERATURE REVIEW

This chapter presents 5 review of 1iterature and research find-
ings on three topic areas relevant to the study. The first section
addresses the relationships among employment status, Tife style and
women's clothing buying practices. The second section reviews past
research on black and white consumption differences in clothing buying
practices. The third section presents some major viewpoints on the
reasons why there are black-white consumption differences. Finally,
the last section summarizes some of the major points that.were dis-

cusseq;in this chapter.

L

Clothing Buying Practices of American Women:
Employment and Life Style Influences

Many researchers have suggested that women's increased Tabor force
participation has been instrumental in cfeating new 1ife styles for them
as well as changing their consumption patterns {e.g., Bartos, 1977;
Douglas & Urban, 1977; Feinberg, 1978; McCall, 1977; Reynolds et al.,
1977). The major purposes of this section are: 1) to review the
re]evant literature on employment status and women's clothing purchas-
ing behavior, and 2) to review the literature in which 1ife style
analysis has been used in conjunction with apparel purchasing behavior

and apparel marketing. The empTOyment and clothing buying practices

19
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area is presented first, followed by a discussion of life styles and

clothing buying practices.
Employment and Clothing Buying Practices

fn recent years, marketers and consumer researchers have been
increasingly interested in the working woman. As was previously stated
in Chapter I, working women are a growing market segment whose needs
differ from women who do not work outside the home. The recent Targe
number of industry spbnsored studies designed to identify working women
and their Tife styles emphasize the growing importance of this segment.
One such study entitled "A Leadership Market: The New Breed of Working
Women" (1978), has been developed by Associated Merchandising Corpora-
tion as the basis for a coordinated pgckage of merchandising, display,
promotion, advertising and service for member stores. Another, "A
Perspective on Working Women" (1978) has been sponsored by the Cun-
ningham and Walsh Advertising Agency. And still another, "Wage Earn-

ing Mothers" (1978) has been conducted for the Kentucky Fried Chicken

Time Out Institute and Ladies Home Journal by A. C. Neilsen.

The Associated Merchandising Corporation study placed particu-
lar emphasis on apparel purchasing behavior of employed women. The
study concentrated on employed women earning $15,000 plus, age 18 to
50, in all fields other than fashion, retailing or those which re-
quired a uniform. The study revealed that working women are expected
to spend $12 billion just for work apparel by 1981. Figure 1 pre-

sents a summary of other major findings in the study.
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Apparel Selection

. Working women were significantly Tess price sensitive than non-working women
. 45% Tlooked for labels

. 75% wanted a wardrobe easy to mix and match

Fashion Interest

. The working woman is a hybrid of traditional and updated fashion customers.
. Almost two thirds looked to instore display for fashion information.

. Working women read more and read diffarent popular magazines than their non-working |
counterparts. Leading the Tist of what working women read were Time, Newsweek,
Vogue, and Cosmopolitan. Non-working women preferred Better Homes and Gardens,
Good Housekeeping, and Family Circle.

Store Factors

. 84% endorsed the concept of a separate department catering to their needs - e.g.,
convenience in extra hours, location, alterations, better trained sales help

. 91% placed a premium on finding merchandise easily

. Downtown shopping has become more important for the working women. Still, suburban
retail branches were dominant for the working woman

-

Shopping Activity

. 78% shopped at several stores because they felt no one store catered to all of
their needs

. The workikng woman perferred to shop weekends rather than week days; evenings and
iunch, rather than morning and afternoon.

Source: Condensed from "A Leadership Market: The New Breed of Working Women."
Associated Merchandising Corporation, 1978

Figure 1. Working Women's Apparel Purchasing Behavior
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McCall (1977) also conducted a major survey to determine the
effects of employment on the consumer behavior of women. According to
McCall the working wife has a distinct profile in the selection of her
personal clothing.

She has a higher probability of accepting self-service than the

housewife; she is much more 1ikely to shop in the evenings, and

to use the same store for all her clothing purchases . . . .

She is more Tikely to purchase in a department store than a

specialty shop, suggesting that convenience of one-stop shopping

is of prime importance. She buys less expensive dresses than the
housewife, but she shows considerable concern for how flattering
it is or how suitable it is for work; these factors take prece-

dence over the price of the clothing. (McCall, 1977, p. 57)
Looking at McCall's reported findings for all respondents (married and
unmarried women), the same general clothing purchasing behavior trends
prevailed for full-time working women compared to non-working women
regardless of marital status. Table 1 illustrates these findings.
Thus, it appeared that employment status was a more important deter-
minant of personal clothing selection behavior than marital status.
Similarly, Scruggs (1976) concluded that age and attitudes were better
indicators of clothing purchasing behavior than marital status.

Not only have women's clothing buying practices changed as a
result of increased employment status and subsequent 1ife style re-
quirements, employed women have also begun to express more interest in
the importance of clothing as a factor in career advancement. <Kelly
and Anselmo (1977) have predicted that the importance of clothing and
career appearance education increase as the job_market becomes more

competitive for women. To this end, many professional women's organi-

zations have begun to develop publications and offer career clothing



PERSONAL CLOTHING SHOPPING CHARACTERISTICS

BY WORK STATUS

Personal Clothing

*
Work Status for Respondents

Shopping Characteristics Working Not
. Full-Time Working
(%) - (%)
When You Shop:
Daytime 78 96
Evenings 22 4
Average Spent:
$10.00 or Tess 4 1
$11-25 46 16
$26-50 40 61
More than $50.00 . 10 22
Service you Prefer:
Self-service 47 38
Salesperson assists 37 44
No preferences 16 13
Store Selection:
Friend's advice 2 5
Newspaper ad 8 15
Impuise 17 15
Sale or speciatl 30 36
Use same store 33 20
Qther 10 g
Average Price of Dress:
$25.00 or less 36 29
$26-50 48 47
§51-100 14 20
More than $100.00 2 4
Considerations in Selection:
Price 12 24
Suitability for work 23 2
High fashion. 4 1
How flattering 47 61.
Family approval 5 4
Oon't know 1 1
Qther 3 7
Store Preference:
Department store 48 38
Speciality store 34 42
Discount Store 2 3
Make your own 9 g
Other 7 8

*
Includes both married and unmarried respondents.

Source: Adapted from Suzanne H. #cCall, "Meet the 'Workwife,

41 {(July, 1877): ©55-65.

Journal of Marketing,
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seminars for their memberships. For example, the Pentagon I Chapter of
Federally Employed Women has published a booklet on office dress and

sponsored a one-day clothing seminar for career women (Qffice Dress

Counts, 1977; "Dressing for the Top," 1978). Similarly, the District
of Columbia Federation of Business and Professional Women's Clubs
sponsored a fashion preview on "How to Build the Look for Success"

(1978).
Life Styles and Clothing Buying Practices

Life style studies have been used to establish consumer profiles
in terms of fheir daily 1ife patterns, their work habits and Teisure
activities, their interests ahd self-perceptions, their aspirations
and frustrations, their attitudes toward their family and others, and
their feelings and opinions about the environment around them (Douglas
. & Urban, 1977). Moreovef, 1ife style analysis has helped in under-
standing the dynamics of consumer purchase behavior for many products.
Researchers, however, have only recently begun to use Tife style
analysis to its fullest potential in understanding clothing buying
behavior.

A number of general life style studies of American women have been
conducted but only a few have extended product cbnsumption analyses to
include a direct discussion on differences in clothing buying prac-
-tices associated with the various 1ife styles identified (see for
example, Cosmas, 1977; Reynolds et al., 1977). One of the few general

Tife style studies which has specifically addressed the relationship
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between 1ife styles and clothing buying practices of employed women:
was conducted by Douglas and Urban (1977). In this cross-cultural
comparative study of working wives in the U.S. and France two highly
similar 1ife style sub-groupé among working wives were identified for
both countries. One 1ife style group was a "1iberated" group who
thought that women should have equa1 status to men, and that a woman's
place was not necessarily confined to homemaking. The other life
style was a group of "traditionalists" who had conservative outlooks
about women's roles and were more oriented toward the home (Douglas

& Urban, 1977).

There were differences in grocery and clothing purchasing behavior
between "liberated" and "traditional" life styles identified in France
and these two life styles identified in the U.S. Also, there were
cross-cultural differences in consumption patterns associated with
each 1ife style identified (e.g., "1iberated" French women did not have
the same clothing purchase behavior as "liberated" American women).
The U.S. "liberated" women were less concerned with fashion, spent
less on clothes and paid Tess attention to information about fashion.
In France, on the contrary, the "Tiberated" working wives attached
more importance to being fashionable (especially for special occa-
sions), but relied less on various sources of information about what
was in fashion. Turning'to the “traditionalists" 1ife style the U.S.
“traditionalists" showed a keen interest in fashion, and piaced more
importance on fashion information. The French "traditionalists"

placed Tess importance on fashion and clothes in general, although
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more importance was placed on fashion information sources from their
immediate social circle (Douglas & Urban, 1977). It was felt that
this apparent reversal in attitudes and behavioral patterns (for
grocery as well as clothing purchase behavior) could be explained by

| different evolutionary stages of the feminist movement between the two
countries (Douglas & Urban, 1977).

Most of the research studies on clothing purchasing behavior of
women have used various social class segmentation analyses rather than
" Jife style analysis (e.g., Burns, 1967 ; Cotrone, 1967; Harps, 1976;
Hicks, 1970; Jacobi & Walters, 1958). According to Myers and Gutman
(1974) the social class concept represents one of the earliest and
most enduring attempts to "go beyond" simple demographics in consumer
behavior analysis, however, 1ife style gives more information than
social class for understanding purchasing behavior.

| Research conducted by Jenkins and Dickey (1976) presented a
major departure from this social class orientation in clothing and
textiles research. Life style analysis was used in the development
of descriptive profiles of women who were classified into four pre-

- determined segments based on appearance and practicality factors used
in making clothing choices. These segments were labeled "Fashion
Advocates," "Quality Seekers," "Frugal Aesthetes,f and "Concerned
Pragmatics." A major conclusion reached by Jenkins and Dickey was
that it was possible to classify women consumers into relatively homo-
genecus groups according to the women's evaluations of benefits de-

rived or sought in clothing choices (Jenkins & Dickey, 1976).
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Leisure and loungewear apparel manufacturers have led the way in
~the application of 1ife style segmentation analysis for apparel market-
ing. Richards and Sturman (1977) reported on the successful applica-
tion of Tife-style market segmentation techniques by warner's.STimwear,
a division of Warnaco, Inc. Over the years Warner's Slimwear had
recognized that key 1ife style attitudes could vary significantly
among women who preferred specific individual bra styles. After
thorough investigations, five 1ife style segments for brassieres were
identified and decided on as useful: 1) "Conservative," 2) "Fashion-
able," 3) "Brand Conscious," 4) "Outgoing," and 5) "Home/Price
Oriented" (Richards & Sturman, 1977). As reported by Richards and
Sturman:
The bra study proved helpful in selecting Warnef‘s consumer 7
target markets, and in guiding execution, and sales promo-
tions for these target markets. And, beyond this, Tife-style
segmentation has provided, conceptually, a consistent and
coordinated umbrella for a total manufacturing and marketing
system . . . . (1977, p. 90)
Two other lingerie and loungewear apparel manufacturers (Vassarette
Division of Munsingwear, Inc. and Maidenform, Inc.) have also success-
fully conducted 1ife style segmentation studies ("Vassarette Finds
Psychographics First Research Understood, Used," 1978; Rinard, 1978).
Experts in the apparel industry tend to believe that 1ife style mar-
- keting would have a broader application over the total marketing
system than it does in the packaged goods area generally {(Packard
et al., 1977; Richards & Sturman, 1977).

In conc]usion, the literature reviewed has suggested that Tife

style orientations and employment status are important factors in
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women's clothing purchasing behavior. However, life style analysis
has only had 1imited use in the study of women's clothing purchasing
behavior. Also, the Tife style and employment research studies which
were reviewed gave no indication that black women were included in the

sample.

in_Clothing Buying Practices

A review of general consumption and expenditure studies on black
and white buying behavior is presented in this section to show how
clothing expenditures have fitted within the total consumption frame-
work over the years. The major comparative black and white clothing
~buying behavior studies are also reviewed with particular emphasis
placed on studies which have investigated the clothing purchasing

behavior of black and white women.
General Consumption Behavior Differences

Some of the oldest and most comprehensive comparative studies of
black and white consumption behavior were conducﬁed by Edwards (1932
a & b, 1936). Edwards collected expenditure data on clothing and other
general product'consumpt%on areas. For clothing expenditures Edwards
found that black common laborers were paying as much for their cloth-
ing as white semi-skilled workers. Black professionals were paying
as much, and in some cases more, for their clothing than white nurses,

teachers, clergymen and merchants. These observations referred to the
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total expenditures for clothing, not to prices paid for specific
articles. However, Edwards did refer to greater "price conscious"
and "bargain hunting" characteristics of the black consumer market as
compared to the white consumer market for clothing in particular
(Edwards, 1932, a & b, 1936).

Since the Edwards research, a number of general black-white con-
sumption studies have been conducted across the various products
consumption areas of food, housing, recreation and leisure, home furn-
ishings and equipment, medical care, transportation and education, as
well as clothing. Table 2 presents some of the méjor studies along
with their findings and conclusions. |

While the earlier studies of black and white consumption expen-
ditures were quite numerous, b]dck-white consumption pattern differ-
ences did not become a major focal area among ﬁarketers until the early
1960's. In 1962 Alexis wrote a classic review article on black-white
differences in consumption based on extensive review and interpreta-
tion of black-white consumption studies. Alexis arrived at the fol-
lowing general conclusions regarding racial patterns of consumption
of goods (with income controlled):

1. Total consumption expenditures of Negroes are less than for

comparable income whites, or, Negroes save more out of a given

income than do whites with the same income.

2. Negro consumers spend more for clothing and non-automobile

transportation and less for food, housing, medical care and

automobile transportation than do comparable income whites.

3. There is no consistent racial difference in expenditures for

either recreation and leisure or home furnishing and equipment
at comparable income levels. (1962, p. 28)
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The Alexis study and most of the‘earYier general consumption
studies gave few insights into specific clothing expenditure behavior
of blacks and.whités. Gibson (1969), to the contrary,‘fe1t that
clothing expenditures have reflected some interesting black buying
patterns. For example, blacks on the average spend 23 percent more
for shoes than whites and have often set the styles that have later
.been adopted by whites. Gibson also estimated that on thevaverage
| blacks spent 30 percent more of their total income for clothing than
did whites (Gibson, 1969). 1In a later work Gibson (1978) used 1973
data from the Bureau of Economic Analysis and the Conference Record
-Board, Inc. to compute black-white differences in spending. Blacks
were found to spend more than whites in the areas of food, clothing,
housing, personal care and household dperation; blacks spent less
than whites for transportation, medical care, personal business,
recreation and private education (Gibson, 1978). |

It is evident from the study;findings and conclusions presented
in Table 2 that blacks and whites have allocated the money they spend
for consumer products and services differently. There have been two
product areas in which blacks have consistently spent more of their |
income on than whites--nonautomobile transportation and clothing. The
larger amount spent in nonautomobile transportation has been explained
by the urban residential patterns of blacks and lower overall income
of the group. ‘Howéver; such explanations have not been very satis-
factory in explaining the persistence of more black consumer spending

on clothing than white consumer spending on clothing over the years.
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Some researchers have suggested, hoWever, that in the future a smaller
percentage of the black consumer’s income will continue to go into the
traditional high spending areas such as clothing (e.g., Bauer, Cun-
ningham & Wortzel, 1965; Brimmer, 1964; Gibson, 1969 & 1978; Stafford,
Cox & Higginbotham, 1968).

- The findings in most of the studies presented in Table 2 were
based on aggregate statistical data which neither identified nor ex-
plainéd individual product purchasing behavior or individual motives.
In the following discussion on clothing buying behavior an attempt is
made to identify specific c]othing purchasing differences between
black and white consumers. Viewpoints on possible causes for black-

white consumption differences are discussed later in the chapter.
Clothing Buying Behavior Di fferences

The number of empirical studies which have actually compared
black and white women on the basis of clothing buying practices is
limited. In the marketing discip]ine the major empirical study in
this area was conducted by Portis (1966), A unique feature of Portis’
research was that both interest in fashion and actual clothing purchas-
ing behavior were included in the study. The major findings concerned
with clothing purchasing behavior were: |

1. Fashion conscious black and white women did not differ
markedly in the ways they followed fashion. The only noteworthy dif-
ference between them was that fashion conscious black women relied

more on fashion magazines.
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2. Among black women, the fashion conscioﬁs were more likely
to shop at department stores for better dresses and for children's
clothing. kFashion consciods white women shopped more at high priced’
specialty stores (Portis, 1966). |

Braguglia and Rosencrantz (1968) and Hunter (1967) also studied
the clothing buying practices of black and white women. The sample,
however, was composed totally of low socioeconomic status women. In
general, the black women studied placed more importance on clothing
and appearance and tended to pay more for their clothing than did the
white women. Also, the black women owned a greater number of garments
and tended to have newer clothing wardrobes than did the white women,
More black women than white womenvpurchased used clothing and received
hand-me-down clothing (Braguglia & Rosencrantz, 1968).

In a‘c10thing consumption study‘of iow to moderate income women
Kielty (1970) founduthe‘fo11ow1ng purchasing behaviors which appear to
be re1éted to the life style orientations of the women:

When white women had larger inQentories. acquired more and

spent more for garments, these were-garments associated with

leisure and sports. When non-white women had larger inventories,

acquired more and spent more for garments, these were garments
associated with social activities and dressy street wear, such

as coats, all types of dresses, hats, gloves, purses, skirts

and slips. (1970, p. 88)

Several researchers have investigated the clothing buying prac-
tices of employed black women without comparison to an equivalent
white sample (Harps, 1976; Samli, Tozier & Harps, 1978; Smith, 1974).
Harps (1976) studied the clothing buying practices of employed single

black women from upper, middle, Tower middle and upper lower socio-

economic levels. Harps~found that in general upper middle sccioeconomic
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Tevel black women compared to black women from the Tower middle and
upper lower socioeconomic levels: 1) tended to do less price pre-
planning and less comparative shopping for apparel, 2) carried and used
credit cards when shopping for apparel and 3) seemed least inclined to
use lay-a-way pTans.'ATSO, a majority of the women in the upper and
lower middle socioeconomic levels felt clothing was important in giving
the wearer self assurance; only a small pekcentage of the upﬁer Tower
group agreed with this stance (Harps, 19765 Samli et al., 1978).

Fashion preferences and buying practices of professional black
women were explored by Smith (1974). Smith's major hypothesis was that
fashion preferences and buying practices of black professional women
would differ by education, occupation, age, and family responsibility.
Significant differences reported were: 1) more respondehts with
master's degrees enjoyed shopping than did those with bachelor's or
advanced graduate work, énd‘Z) more respondents with bachelor's or
master's degrees designed garments for themselves than did those with
advanced graduate work. Some other interesting findingé were that the
majority of the respondents: enjoyed wardrobe planning and shopping,
purchased wardrobes in departments or specialty stores in the local
community with cash or store charge cards, used magazines oriented
toWard middle and upper class readers as fashion resources, considered
appearance and comfort more important than prestige when they purchased
clothing, returned garments because of fit and construction, did not
use radio as a fashion resource, and did nqt make impulse purchases
(Smith, 1974).

Despite the shortage of black-white comparative studies on
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tTothing buying practices, the prevalence of other black-white compara-
tive studies on specific aspects of clothing behavior (e.g., fashion
interest, innovation and adoption, apparel retail store patronage de-
cisions) have suggested marketing researchers' genéraT interest fn
black-white clothing consumption differences. Bauer, Cunningham and
Wortzel (1965), in an analysis of black-white fashion interest, re-
ported that black women were at Teast as fashion conscious as white
women or more so at all income levels. Also, the higher the income
level, the greater the proportfon of fashion conscious black women.
The relationships between fashion interest and social aétivities out-
side the family were different between the black and white women.
Among the white.women, social activities outside the fam11y were al-
most entirely a function of family income, whereas for black women
social activities outside the family were related to degree of fashion
interest regafd1e$s.of Tncome status (Bauer, Cunningham & Wortzel,
1965).

Portis' (1966) findings about fashion interest were somewhat dif-
ferent. In the Portis study, the overall frequency of fashion con-
scious shoppers among black and white women was similar, except blacks
at lower-middle income levels were somewhat more interested in fashion
than their white Counterparts; In general, though, race was not a
major factor in discriminating between‘high fashion conscious and Tow
fashion conscious women. Regardless of race, fashion conscious women
were more affluent, younger, and gregarious (active in organizations)

than were the less fashion conscious women (Portis, 1966). No
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information was given on the employment status of the respondents in
either‘Bauer et al. (1965) study or the Portis (1966) study.

Some researchers have suggested that blacks ére more Tikely than
whites to be clothing innovators (i.e., to purchase new styles)
(Dalrymple, Robertson and Yoshino, 1971; Kindel, 1970; Robertson, Da]rymp1é
and  Yoshino, 1969; Sexton, 1972). Dalrymple, Robertson and Yoshino
(1971) compared product consumption across three population cate-
gories--white, black and Japanese-Americans. Findings were that both
Tow and high income blacks owned more new clothing items than the
other groups, but differences were not significant. In another part
of the study, blacks were also found to have more interest in fashion
than the other two groups. Kindel (1970) reported similar findings
from a sample of black and white college students. Black students
were more Tikely to be the first té try out new sty1es‘and were more
Tikely to be influenced by styles as a consideration in choosing stores
than white students (Kindel, 1970). Based on thesekstudy findings and
other similar research results race has been considered to be a pos-
| sible segmentation strategy on socially visible product innovations
such as clothing (Sexton, 1972). |

Numerous researchers have conducted studies on various aspects
of general shopping behavior differential between black and white con-
sumers which have also been applicable to apparel purchasing behavior
differences between black and white consumers. In general, the follow-
ing major non-food shopping behavior differences between blacks and

whites have been presented:
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1. More whites havé and use credit/credit cards than blacks
(Cox, Stafford & Higginbotham, 1972; Feldman & Star, 1968).

2. More whites shop via te]ephone, mail order énd catalogue
than blacks (Cox et al., 1972; Feldman & Star, 1968).

3.. Blacks place greater emphasis on price than whites (Bader
et al., 1965; Boone & Johnson, 1975; Carroll, 1968; Cox et al., 1972;
Feldman & Star, 1968).

4. A Targer proportion of blacks than whites shop at discount
stores‘than department stores (Cox et al., 1972; Feldman & Star, 1968;
Sexton, 1972).

5. Blacks shop in downtown areas of the city more frequently
than whites (Bullock, 1961; Cox et a].; 1972 Fe]dman & Star, 1968;
Sexton, 1972):

Looking specifica]T& at apparel store shopping behavior, Bauer
et al. (1965), suggested that fashion conscious black women were more
anxious thaﬁ fashion conscious white women about clothing shopping
‘because of the greater symbolic (prestige) value associated with the
clothing. Also, the black women concentrated more on the‘economic
transaction of exchanging dollars fof goods and they were less likely
to mention the secondary aspects of shopping--convenience, politeness
of saTesQir]s, crowds, etc. (Bauer et al., 1965).

Moss (1974) studied the apparel shopping trends for Tow-income
mothers from four ethnic groups (Afro, Latin, Anglo and Indian Ameri-

can). A1l the mothers patronized discount and chain stores fre-

quently and the bus was the usual mode of transportation. Also, the
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downtown areas Were shopping in more frequently than other geographi-
cal areas (Moss, 1974).

In summary a review of the Titerature has tended to support the
contention that there are identifiable black-white differences in
clothing consumption behavior. Only a few comparative studies actu-
ally addressed black-white clothing purchasing differences. Their
focus was primarily on black-white differences in fashion interest,
fashion adoption and retail shopping behavior,

Reasons for Black and White Consumption Differences:
Some Viewpoints

Economists, marketers and sociologists are in agreement that
the consumption behavior of blacks differs from the consumption be-
havior of whites. However, there is no consensus as to the reasons
for this difference. It'is.apparent from the previous discussion
that numerous résearchers have attempted to explore these consump-

" tion differences. The purpose of this section is to draw together
major viewpoints concerning race as a factor in consumption behavior.
An attempt is made to address the broad question of why blacks and
white have different consumption patterns. Three points of view are
reviewed: 1) income versus race, 2) compeﬁsatory buying behavior,

and 3) culture and»acculturation.

Income Versus Race

The underlying hypothesis of the income versus race viewpoint is

“that income differences can explain many of the buyer behavior
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differences between biacks and whites since it serves as a primary
Constraint on purchases (Sexton, 1972). It is logical to hypothesize
that mahy of the black and white consumption differences might be a
function of income rather than race.

Studies of differences between black and white consumers have
frequently overlooked the role of income in determining buyer behavior.
Failure to consider income has been cdnsidered a serious omission,
since the median annual family income of blacks is considerably less
than that of whites, even for those with the same level of education
(0ladipupo, 1970). The structural realities of income deprivation
have had two effects on studies of the black consumer market. First,
there has been a direct effect on culture--on the thinking of poor
consumers which most 1ikely has become a part of the value system
passed on to other members of the culture who may not be poor. The
second effect has been the research methodo1ogica1‘comp]éxity of sepa-
rating out the effects of consumption due to lack of income versus the
effects of being a part of the black culture (Engle, Kollat & Black-
well, 1973).

Several researchers have analyzed non-féod shopping data by two ap-
proaches. First they have used black and white samples as a whole.
Second, black and white samples with income control have been utilized.
These researchers have reported that:for the sample as a whole, there
were statistically significant’differences between blacks and whites.
However, these differences tended to disappear when income was held

constant (Cox et al., 1972; Feldman & Star, 1968; Sexton, 1972). Most
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of the researchers noted, however, that income alone did not fully
explain all the differences between black and white buying behavior
(Cox et al., 1972; Feldman & Star, 1968; Sexton, 1972).

Ciéare111 (1974) believed that relative income was a better
predictor of purchase behavior than absolute income. Relative in-
come is based on the feeling that the proportion of a family's income
devoted to consumption depends on the level of its income relative to
the income of the peer group with which it identifies (Cicarelli,
1974). Cicarelli reanalyzed the Feldman and Star (1968) non-food
shopping data according to relative income, The black-white differ-
ences did not vanish, thereby implying that such differences were a
by-product of cultural factors and not relative to socioeconomic con-
dition,

Paying particular attention to the clothing purchasing behavior
of blacks, Sexton (1972) stated that having higher incomes made it
easier for blacks to make clothing purchases consistent with their
goal of achieving middle class status. Sexton hypothesized that a
family must have an income sufficient to afford material goods before
its motivations can substantially affect its buying actions.

Clothing expenditure research conducted by Kielty (1970) has
suggested, contrary to Sexton and other'income advocates, that race
is very important in clothing buying behavior. Kielty performed a
multiple regression analysis on low to moderate income women to explain

clothing expenditure patterns. With age, work status, sex of household
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hedd, number of children and income class controlled, race had a sig-

nificant effect on clothing expenditures (Kielty, 1970).
Compensatory Buying Behavior

Many explanations of black and white differences have been based
on the compensatory buying hypothesis. This hypothesis is based on
the belief that blacks often have been unable to share fully in the
world of the larger American society, and as a result they sometimes
attempt to compensate for status or reinforce sense of prestige with
material goods. The literature abounds with advocates of and inference
to the compensatory buying motive of blacks (e.g., Alexis, 1962; Bauer
et al., 1965; Bullock, 1961; Frazier, 1957; Gibson, 1969; Kilian, 1973;
Morgan, 1973; Portis, 1966; Robertson et al., 1969; Sexton, 1972;
© Sinha, 1977; Stafford et al., 1968). "

Bullock (1961) in his classic article on black and white consumer
motivations concluded that blacks were motivated by a desire to become
a part of mainstream America, while whites wanted to obtain exclusive-
ness. Alexis wrote the following in his classic review article of
black and white consumption expenditure differences:

. . alleged difference in the spending behavior of Negroes

and whites is attributed to the economic and social discrimina-

tion which has been part of the Negro's heritage. Not being

able to Tive, relax or dine where they please, American Negroes

are said to have developed consumption patterns different than

those of their white counterparts. (1962, p. 12)

It appears that the compensatory spending or buying behavior

viewpoint has been used more frequently in the Titeratuee in



42

discussions and explanations of black clothing buying behavior than

the other viewpoints discussed in this section (e.g., Bauer et al.,
1965; Gibson, 1969; Morgan, 1973; Portis, 1966; Robertson et al.,

1969; Sexton, 1972). B1a¢k apparel merchant Kermit Morgan (1973), for
example, stated that blacks dress nicer to give an outward appearance
that they are successful. Blacks also have a tendency to purchase
clothing abundént]y because clothes are more quickly and easily access-
ible than some other material necessities such as homes and property
(Morgan, 1973). Similarly, Bauer et al. (1965) described high fashion
interested black women as strivers for middle class status.

Portis (1966) felt that black women's fashion interest could not
be fully expTained by factors of family income and other socioceconomic
variables. According to Portis, "It is Tikely that many Negroes are
interested in fashion because of personal needs rather than as a reflec-
tion of low circumstances. The source of Negroes' fashion interest and
expenditures for fashion needs to be explored in further research"
(Portis, 1966, p. 299). Portis did not address these "personal needs"
beyond this brief reference, however.

Some researchers fee1 there is a problem understanding black
consumer behavior because of the failure of researchers to deal with
black consumers on their own terms instead of constant comparison to
white consumers. Indeed, all black actions and purchasing behavior are
not necessarily reactions to the actions or pést actions of whites
(Willie, .1974). Also, blacks have become more venturesome and inde-

pendent with Tess interest in impressing whites and greater
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inclinations to express thémsefves among their peers (Gibson, 1978;
Willie, 1974). Some researchers also fail to recognize that some
blacks "are satisfied with their present class positions, or at least
do not aspire to social mobility for one reason or another" (Hair,
Bush & Busch, 1975, p. 255). Following this line of reasoning, the
compensatory buying hypothesis may not be as relevant today as it once

was in explaining black buying behavior.
Culture and Acculturation

Similarities between black and white markets are much greater
than the differences (Engle, Kollat & Blackwell, 1973; Feldman & Star;
Frank, Massy & Wind, 1972; Hair, Bush & Busch, 1975; Portis, 1966;
Sexton, 1972). Contrary to popular belief, black and white families
in America share a common value system. But, blacks and whites adapt
to the society and its values in different ways, largely because of
racial discrimination (Willie, 1974).

Given that there are some differences between the black and white
consumer markets, cultural heritages partially explain differences be-
tween the two groups. Duesenberry (1949) explained the influence of
cultural heritage on buyer behavior in this way: |

. in every case the kinds of activities in which people
engage are culturally determined; (and) nearly all purchases

of goods are made . . . either to provide physical comfort

or to implement the activities which make up the life of our

culture. (1949, p. 19)

Through the anthropological process of acculturation, marketers

have attempted to explain how the black consumer market has become
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similar to the white market with respect to buying behavior patterns.
Acculturation may be defined as the process of learning a culture dif-
ferent from the one in which a person was originally raised. Implicit
in this concept is the overlaying of a new and different culture on
‘the individual's heritage culture (Berelson & Steiner, 1964). In the
context of buyer purchasing behavior, acculturation refers to the ex-
tent to which black consumers adopt buyer behavior and attitudes
similar to the dominant white culture (Hair et al., 1975).

The marketing significance of the acculturation process, accord-
ing to some researchers, is that as a greater proportion of‘the black
market becomes acculturated by the assimilation of white middle class
values, the separate and distinct consumer buying behavior patterns
which have characterized the black consumer market segment may dis-
appear (Feldman & Star, 1968; Fr;nk et al., 1972; Hair et al., 1975;
Sexton, 1972). It has been suggested that as blacks better.themse1ves
economically, the differences in the shopping behavior between blacks
~ and whites which now appear to be distinct may well become negligible
in the future. Thus, the black consumer market may be a transient
phenomenon in America (Feldman & Star, 1968).

Researchers who have advocated the similarity in consumption by the
accu]turafion viewpoint have often attributed differences between black
and white consumer markets to research designs which have naively
treated the black consumer market as a homogeneous group without ade-
quate segmentation. It has been suggested that racial factors are not

adequate by themselves to explain fully the differing consumption
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patterns of the black consumer markets {Bauer et al., 1965; Klein &
Mooney, 1953; Portis, 1966; Sommers & Bruce, 1968).

As was stated previously in Chapter I, blacks have most often been
portrayed as belonging to an undifferentiated "black consumer market"
which is economically deprived. Moreover, when income ségmentation has
been used in black-white comparative research, the emphasis has usually
been on the Tow income consumer. Thus, the need for black-white com-
parative studies is obvious. The utilization of samples who are above
the poverty level and 1ife style analysis in such studies are likely

to make a profound contribution to the literature.

Summary

A review of the literature has tended to indiéate that employment
" status has an impact on women's clothing buying practices. WOrkiﬁg
women compared to non-working women: 1) appeared to be less price
sensitive in their clothing selection behavior, 2) were inclined to be
somewhat more interested in fashion, 3) shopped more in the evening,

4) used different sources of fashion information, and 5) tendéd to shop
more in downtown stores.

Life style analysis has begn helpful in understanding dynamics of
consumer purchase behavior.. However, this technique has not been
utilized extensively in studying women's clothing purchasing behavior.
The studies reviewed on 1life style application to clothing buying be-
haviof emphasized the following points: 1) identified 1ife style seg-
ments have different and distinguishable clothing purchaﬁing behavior

associated with each life style, 2) life styles have been used
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successfully to develop consumer profiles for women who have been
-grouped on clothing consumption behavior, and 3) apparel manufacturers
have generally been very successfu]»in the application of 1ife style
segmentation analysis for ultimate products differentiation strategy

~ development, particularly in lingerie and Toungewear apparel mer-
chandising.

A review of general consumption and expenditure studies of black
and white buying behavior revealed that blacks have consistently
spent more of their income on clothing than comparable income whites
over the Tast forty years. Also, empirical research studies have tended
to show that blacks and whites differ in their specific clothing buying
practices, fashion interest, fashion innovations and apparel store
shopping behaviors.

Three general viewpoints which addressed the broad question of
why blacks and whites have different consumption patterns were identi-
fied from the literature. First, the income versus race viewpoint
hypothesized that black-white consumption differences might be a func-
tion. of incomé rather than race. Second, the compensatory buying
viewpoint emphasized that blacks sometimes attempt to compensate for
status by buying material goods. And thirdly, the culture and ac-
culturation viewpoint attempted to explain black and white buying be-
havior in terms of similarities, since similarities between blacks
and white buyer behavior tend to be much greater than differences.

A major shortcoming of the research reviewed has been the lack

of research in which black women's clothing buying practices are related
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to employment status and 1ife styles., Another problem revealed in
comparative black-white research was the use of naive research designs
which have treated the black consumer market as one homogeneous market

segment.



Chapter III
RESEARCH AND DESIGN METHODS

The research design and methods used in the study are presented
in this chapter. Definitions of the terms used in the chapter are
presented in the first section. The second section discusses the
research hypotheses for the study. The third section deals with the
research design. It includes discussions cn the questionnaire,
sampiing and data collection procedures. In addition this section
preSents a demographic profile of the sample. The analytical methods
used in the study are described in section four., A summary of the

chapter is provided in the final section.
Definitions

The bperationa1 definitions of four key terms used in the study
are presented in this section. Each of these terms is discussed in
more detail later in this chapter and in Chapter IV. These four terms
are clothing buying practices, clothing buying dimensions, clothing

buying style groups and 1ife style dimensions.

Clothing Buying Practices--A composite of clothing purchase

activities. Forty-five clothing buying practices are utilized in
this study. These are classified into four major categories:
1) clothing shopping frequency and time of shopping, 2) methods of

clothing acquisition, types of stores patronized, and store location,

48
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'3) store loyalty/patronage variables, and 4) personé] clothing

selection variables.

Clothing Buying Dimensions--Underlying dimensions of clothing

buying practices which are derived from factor analysis of the above
mentioned clothing buying practice variables. Eleven clothing

buying dimensions were identified.

Clothing Buying Style Groups--Different group orientations of

purchasing clothing. Four different clothing buying style groups
were derived from cluster analysis of the sample based on factor

scores for the eleven clothing buying dimensions.

‘Life Style D1menswons--Under1y1ng dimensions of life styles

which are der1ved from factor analysis of activity, interest and

opinion statements. Twenty-five life style dimensions were identified.

Hzgotheses '

Three major research hypotheses were constructed for this study:

Hypothesis 1: "There are significant differences in clothing buying
practices between empioyed black and white women.

Hypothesis 2: There is a significant relationship between race and
employed women's clothing buying styles holding con-
.stant the effects of life style dimensions and other
demographic var1ab1es

Hypothesis 3: There is a s1gn1f1cant relationship between life style
, dimensions and employed women's clothing buying styles
holding constant the effects of race and other demo-
graphic variables.
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Empirical studies and Titerature on clothing buying practices
support the belief that there are differences in the clothing buying
1pract1ces between black and white consumers. Uhfortunate1y, most of
this data is based on lower income b1ack$ and whites. The first
hypothesis attempted to answer the‘question of whether there were
differences in the clothing buying practices between employed black
and white women. A decision rule was established for accepting the
first hypothesis. If there were a greatér number of significantly
different clothing buying practice variables than would have occurred
by chance at the chosen significance level then the hypothesis would
be accepted.

Hypotheses 2 and 3 attempted to address the question.of race
and 1ife style dimension importance in determining differences among
the clothing buying style groups. The advantage of analyzing members
of the clothing buying style groups on the basis of 1ife style dimen-
sions as well as race were manyfold. Not only did the 1ife style analy-
sis impose a simple structure to the sample of black and white
women, but the life style dimensions which emerged were considered
more meaningful and action oriented than race alone as a segmentation
technique. The Tife style dimensions identified helped to further
analyze the type of employed women who were represented in each
clothing buying,sfyie group. Having identified the clothing buying
style groups of emplioyed women and analyzing these clothing buying

style groups in terms of life style dimensions, the retailer could
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better aim his product to appeal to women who belong to a certain
clothing buying style group. » |

The following decision rules were established for hypotheses 2
and 3. Hypothesis 2 would be accepted if race was a significant
predictor variable in the discriminant function. Hypothesis 3 would
be accepted providing a majority of the 1ife style variables were

significant predictor variables 1in the discriminant function.

Research Design

The Questionnaire

A self administered questionnaire was designed to investigate
the differences in clothing buying practices and to identify life
style dimensions of employed black and white women that relate to
clothing buying practices. The questionnaire was pretested on a
group of five black and seven white employed women in B1acksburg,
Virginia. The pretest was conducted to ascertain: 1) time necessary
for completion of the questionnaire; 2) clarity and readability of
instructions and questions; and 3) possibie problems with format,
rating scales and other areas which could hinder completion of the
questionnaire. The final questionnaire was reviéed based on recommen-
dations from the pretest.

The final questionnaire consisted of 45 questions and statements
about personal clothing buying practices and 145 AI0 (Activity, Inter-
est and Opinion) statements to measure life style dimensions. Eleven

demographic questions which were considered relevant for this study
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were also included. The questions are explained more fully below and

the entire questionnaire is presented in Appendix A.

Measurement of Clothing Buying Practices

A review of a large number of instruments purporting to measure
various aspects of clothing preference, clothing economic practices,
and clothing buying practices revealed that no one measure that had
been used previously was appropriate for this research. According
to Creekmore (1966)

In an area as varied as clothing, problems will occur in

selecting the amount of the total spectrum that can be

covered by a single measuring device. The researcher

must select or develop a general clothing measure or cne

which measures a specific attitude, behavior or symbolic .

meaning . . . . (p. 1)

A questionnaire needed to be designed to include a wide variety
of personal clothing buying practices applicable to employed women
for this research study. Questionnaires developed by Carpenter
,(]963)' Harps (1976), Scruggs (1976), Smith (1974) were useful as
guides,in’deve1oping the personal clothing buying practices section
of the questionnaire used in this study.

The forty-five clothing buying practices statements and
questions included in the questionnaire were classified in four
categories: 1) clothing shopping frequency and time of shopping;
2) methods of clothing acquisition, types of stores patronized and

store location; 3) store loyalty/patronage variables; and 4)

personal clothing selection variables. Figure 2 giveé a more



53

(1) SHOPPING FREQUENCY/TIME

CLOTHING ACQUISITION/STORE
TYPE AND LOCATION

--Shopping activity
-5weekday/day shopping
--Weekday/night shopping
--Weekend/day shopping
--Weekend/night shopping
--Beginning of season
--End of season/clearance

-- Impulse buying

(4)

--Ready to wear

--Make own/have made
-=Gifts

-~-Department store
--Discount store
--Specialty store/boutique
--Downtown stores

--Suburban stores

STORE LOYALTY/PATRONAGE
VARIABLES

--Display

--Image
--Salesclerks -
--Advertising
--Methods of payment
--Lay-a-way

--Sale policy

PERSONAL CLOTHING SELECTION
VARIABLES .

--Construction
--Comfort

--Care

--Fiber cohtent
--Versatility
--Interchangeability
~--Brand labels
--Price

--Style

--Customer complaint

Figure 2.

Ciothing Buying Practices
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compiete conceputalization of the clothing buying practices investi-
- gated in this study.
Most of the items in the personal c]dthing buying section of

the questionnaire were written in objective statement form and the

statements were measured by a 5-point "never" to "quite often" fre
quency scale for engaging in a particular clothing buying practice.

For example, some of the questions were as follows:

Quite
Never Often

I do my personal clothes shopping on
- a weekday at night . . . . . . ... T2 3 4 5

Magazine advertisements influence my
choice of stores to buy my clothes . 1 2 3 4 5

The attitudes of salesclerks influence
my shopping for clothes at a
particular store . . . . . ... .. 1 2 3 4 5
The availability of credit influences
my clothing buying at a '
particular store . . . . . . . . .. 1 2 3 4 5

I buy clothes with well known :
brand labels . . « . . . . . . .. 1 2 3 4 5

The}responses to the clothing buying practice variables in the
questionnaire were used to develop clothing buying dimensions and
clothing buying styles which will be further discussed in the analy-

tical methods section of this chapter.

Measurement of Life Styles

Life style analysis begins with people and classifies them into

different 1ife style orientations or typologies, each characterized
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by a unique style of Tiving based on a wide range of activities,
interests and opinions. The most widely used approach to life style
measurement has been the AIO (Activity, Interests and Opinion)
approach (Cosmas, 1977; Plummer, 1971-72; Wells, 1974; Wells &
Cosmas, 1975; Wells & Tigert, 1971). This approach measures the
consumer's 1ife style from a three-dimensional view, which helps to
explain consumer purchases as well as allowing for a more descriptive
profile of the consumer (Plummer, 1974). Figure 3 lists some of the
activities, interests and opinions used to measure 1ife style.

Life style questionnaires tend to be large for adequate
coverage of the wide varieties of life style and life style dimensions
which occur. The questionnaire for this research contained 145
activity, interest and opinion rating sfatements. Activity state-
ments weré measured by a 5-point "never" to "quite often" frequency
scale and the interest and opinions statements were measured by a
6-point "agree" to "disagree" Likert type forced choice scale.

Scales from 5 to 7 points have been used to measure activities in

the AIO approach. The 5-point scale was chosen for this study since
it greatly simplified the task of remembering specific activity
patterns over the past year. Moreover, respondents in the pretest
group'felt they could indicate their usual activity patterns very
adequately with the 5-point scale. Use of the 5-point scale for
activities in AIO also provided continuity with the 5-point scale for

clothing buying practices (which were stated as types of clothing
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ACTIVITIES

Work

Hobbies

Social events
Vacation
Entertainment
Club membership
Community
Shopping

Sports

INTERESTS

Family

Home

Job
Community
Recreation
Fashion '
Food

Media
Achievements

OPINIONS

Themselves
Social 1ssues
Politics
Business
Economics
Education
Products
Future
Culture

Source: Joseph T. Plummer, "The Concept and Application of Life
Style Segmentation," Journal of Marketing, 38 (January, 1974): 33-38.

Figure 3:

Activity, Interest and Opinion Componénts

of Life Style
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related activities). The 6-point scale for interests and opinions
has been used most successfully in the AIO approach (Wells, 1974).

‘Some examples of AIO statements used in the study are as

follows:
Quite
Activities Never Often
Gave a speech. . . . . . .. ‘. e e v .. 12 3 4 5
Played tennis. . .. . « . « v ¢« = v » o« 1 2 3 4 5
Attended a sportfng event. . . . . . . . 1 2 3 4 5
Played golf. . . . . . . o o v v v v v 1 2 3 4 5
Went out to dinner at an ‘
expensive restaurant . . . . .« . . 1 2 3 4 5
Went to the movies . . . . . . ... .. 1 2 3 4 5
Read a book. . . . . . . .. e e e e s 1 2 3 4 5°-

Definitely Definitely
'FnterestS“&;Opinions - Disagree " Agree

Magazines are more interesting
than television . . . . ... 1 2 3 4 5 6

1 1ike to think I am a bit
of a swinger. . . . . . . .. T 2 3 4 5 6

1 often try new brands before my
friends and neighbors do. . . 1 2 3 4 5 6

I think of myself as
creative. . . . . . v v e 23 4 5 6

I have some old fashibned .
tastes and habits . . . . . . 1 2 3 4 5 6

These 145 1ife style items were used to develop 1ife style dimensions

for the total sample of employed black and white women.
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Little has been reported on the reliability of the majority of
items used in life style studies. Pessemier and Bruno (1971) re-
ported test-retest reliability coefficients of individual Tife styles
with a median between .60 and .69. Reynolds, Crask & Wells (1977)
successfu]Ty replicated a 1ife style study on 2,000 women with
essentially the same questionnaire administered one year later to a
demographically matched, but entirely independent sample. Moreover,
many individual items have tended to appear and reappear in life
style studies to form a somewhat standardized inventory of AIO items
which has been compiled by Wells (1971). The AIO items used in this
study have been used in several previous 1ife style studies (Cosmas,
1977; Reynolds, Crask & Wells, 1977) and were also included in the
Wells (1971) AIO item inventory. .

The question of the validity of 1ife style analysis is diffi-
cult and complex and cannot be answered simply (Wells, 1975). The
main purpose with regard to validity in 1ife style analysis is whether
Tife style questionnaires measure what they are supposed to--people's |
life styles. In terms of face validity, life style dimensions un-
covered in the literature have been, on the whole, consistent with
what we believe to be true about consﬁmer behavior (Cosmas, 1977;

Wells, 1975).
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‘Sampling and Data Collection Procedures

Sample Selection

A judgmental sample of employed black and white women drawn
from professional women's Qrganizations in the Washington, D.C.
metropolitan area was used for the analysis performed in this study.
Numerous professional women's organizations were reviewed and eval-

uated from: 1) information provided by The Encyclopedia of Organiza-

~ tions (Pair, 1978) on the membership characteristics of the organi-
zations, 2) personal interview with representatives of several
women's resource organizatiohs (i.e., Montgomery County Maryland
National CommisSion on Working Women and the District of Columbia
Commission on the Status of Women) who were familiar with the women's
organizations in the Washington, D.C. metropolitan area and 3)
literature provided~by the various professional women's organiza-
tions which were being considered. Organizations considered for
possib]e-participation in this study were those organizations that
had members from a wide variety of professions. Seven professional
women's organizations with this‘membership criterion agreed to
participate in the study: 1) District of Columbia State Federation
qf Business and Professional Women's Clubs, 2) National Associatiqn
of Negro Business and Professional Women's Clubs, Inc., 3) Federally
Employed Women, Inc., 4) National Organization of Women Business
Owners, 5) Washington Women Executives Group, 6) Network, and 7)

National Hookup of Black Women, Inc. See Appendix B for a list of
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the individual clubs within the’crganizations that participated in
the study.

Due to limitations imposed by time and cost, a nonprobability
sample design (judgmental sample) was used rather than a random
sample design.* In addition, the exploratory nature of this research
in extending the use of life style analysis further justified the use
of a judgmental sample.

Churchill (1978) describes a judgmental sample in the following
paragraphs:

Judgmental samples are often called purposive samples; the
sample elements are handpicked because it is expected that they
can serve the research purpose. Most typically, the sample
elements are selected because it is felt they are representa-
tive of the population of interest.

. . . When searching for ideas and insights, the researcher
is not interested in sampling a cross section of opinion but
rather in sampling those who can offer some perspective on the
research question. (p. 302)

The requirements of the sampling procedure were to find a large
number of female respondents to complete the questionnaire who were:

1) employed in various white collar occupations**, 2) representatives

*It should be noted that most researchers in the field of
sampling judge the quality of the sample on the basis of the stage of
the research and how the research will be used. For a discussion on
the use of nonprobability samples and sample quality see Churchill
(1978); Sudman (1976); Warwick & Lininger (1975).

**For this study white collar refers to occupations in the
following categories: 1) professional, technical and kindred workers,
2) managers, administrators and officials (except farm), 3) clerical
and kindred workers, 4) sales and kindred workers (Appendix C).
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of both black and white racial categories, 3) above the poverty
level*, and 4) residents of a large metropolitan area. Since the
emphasis in this résearch was exploratory, a judgmental sample
generated from professional women's organizations in the Washington,
D.C. metropolitan area was appropriate to fulfill the sampiing re-
quirements. Moreover, this research was concerned with white collar
employed women rather than blue collar employed women. The use of
professional women's organizations tended to insure a more repre-
sentative white collar employed sample which was above the poverty
level. On the question of racial differences in organiiation partici-
pation Williams and St. Peter (1977) found that there was no appreci-
able difference in the organization participation rates between
blacks and whites of higher socioeconomic status. Thus, this
sampling technique was applicable for both black and white employed
women. |

A large metropolitan area (Washington, D.C.) was chosen for this
study in order to sample a wider variety of professions for both black
and white women than was possible in a small town or rural area.
Also, similar to most immigrant groups, blacks show distinct patterns

of concentration. They particularly congregate in central cities,

*Only two respondents indicated that they had household total
yearly incomes under $5,000. The median household income for the
sample (black and white) was $30,000-39,000 .
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especially Targe cities, that are part of the Standard Metropolitan

Statistical Area (Report of the National Advisory Commission on Civil

Disorders, 1968). Also, Nam and Powers (1965) found a more favorable
economic distribution for both white and non white families in the
central cities and urban fringes of these cities than other areas.
A more detailed desﬁription of the sample is presented in Chapter

V.

Data Collection

The sample of members of the professional women's organizations
was obtained by first receiving permission from national, regional
and local club presidents to distribute the questionnaires at local
club meetings.* A request‘was made to each participating club to
alTow for the distribution of the questionnaires at-a regularly
scheduled club meeting. When this researcher was not able to attend
a club meeting, the club president was provided with the question-
naires in advance and given instructions about their distribution at
the meeting.

Questionnaires were given to members and non members who
attended the club meetings. The women who attended the meetings
often asked for and were given extra copies of the questionnaire

which were completed by other professional women they knew. Thus,

*Sudman (1976) maintains that better professional group co-
operation is usually available if the survey has the endorsement of
the national or local leader.
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the sample was composed of both members and non member contacts of
the seven professional women's organizations chosen for the study.
Although the questionnaires were distributed at the club
meetings, they were generally not completed during the club meeting.
‘Attached to each questionnaire were instructions for completion as
well as a self addressed, postage return envelope for respondents to
return the questionnaire to the researcher when it was completed.
Data were collected from May through July of 1978. The response rate

was 70 percent.

Demographic Profile of the Study Sample

‘Préliminary Sample
'Reduction;PrOCedures

A total of 635 questiohnaires were returned. A bossib]e reason
for this high response rate (70 percent) is that 1ife style questions
appear to have a "fun_factor“ attributed to the nature of the
questions and tend to generate more interest,‘and thus, a better
response rate {(Cosmas, 1977; Wells, 1974).

O0f the returned questionnaires, 5i3 completed by full time
employed black and white women (239 black and 274 white) were found
to be usable for the analysis. The loss of some questionnaires to
analysis resu]ted‘méin1y from respondents who: 1) were not employed
or employed less than full time; 2) were members of other races than

black or white; and 3) failed to fully complete the questionnaire.
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To reduce some of the methodological complexities associated with
the usage of an unequal sample size in exploratory research such as
‘this, the sample of white women was reduced from 274 to 239 to equal
the‘239 sample size for the black women. This equalization was ac-
complished by using a table of random numbers to direct the random
removal of 35 of thewgziwreturned questionnaires from fu]T time em-

ployed white women. Thus, the analyses in this study were based on an

initial sample of 478 full time employed black and white women.

The Sample

As was stated previously, the questionnaire contained eleven
demographic questions which were considered important for sample
description and other analysis purposes. The sample comarative
demographic profile for employed black and white women is presented
in Table 3. More detailed demographic data 6n the sample are presented
in Appendix C. The Chi-square test of significance was performed on
all demographic variables included in the sample. The areas in which
there were significant differences (p < .05) between 51ack and white
employed women were: age,veducation, household size, number of de-
pendents, yearly personal income, occupational category membership, and
home location. Household total yeér]y income and marital status were
not}significant1y different between employed black and white women.

Although significant differences appeared in most of these demo-
graphic areas, these differences are also prevalent in national demo-
graphic patterns for black and white consumers in the United States

for the most part. For example, the employed black women in the sample
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TABLE 3

COMPARATIVE DEMOGRAPHIC PROFILES
OF EMPLOYED BLACK AND WHITE
WOMEN RESPONDENTS

Employed Empioyed
Demographics. Black Women White Women
{N=239) (N=239)
Median age 33 years 38 years
Median household size
{including self) 3 people 2 people
Median number of dependents
(excTuding self) 1 person none
Median educational 1-3 years college/ College
attainment Technical schoal Graduate

Median personal yearly
income (before taxes)

Median household total
yearly income
{before taxes)

 Marital Status:

$15,000-19,999

* $30,000-39,999

Single, never married . 23.8%
Married 47.3
Divorced/Separated 21.3
Widowed and Other: 7.5
Occupational Categories:
Professional Technical
& Kindred Workers 47 .9
Managers, Administrators,
and Officals (except farm) 19.1
Clerical and Kindred
Workers _ 31.7
Sales and Kindred Workers 1.3
Home Location:
Urban 43.6%
Nonurban 56.4

$15,000-19,999

$30,000-39,999

NOTE: More detailed demographic data is presented in Appendix C.
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had a lower median age than the employed white women in the sample

(33 years versus 38 years)(Table 3). This trend is characteristic of
the general black and white consumer market in the United States, i.e.,
the black consumer market is younger than the white consumer market
(Bureau of Census, 1977a) as wAs discussed in Chapter 1.

The sample was composed of women employed in white;co11ar occupa-
tions (Table 3). A description of the}white collar occupational
categories is presented in Appendix C. As can be éeen in Table 3 the
largest percentage of black and white women were employed in the pro-
fessional/technical category. An Equal Employment Opportunity Report
(Employment Information Report EEO-T1, 1975) indicated that the largest

percentage of white collar women employees (both black and white) were
. employed in clerical and c1etica1-re1ated areas for the U.S. and the

Washington, D.C. Standard Metropolitan Statistical Area.

Analytical Methods

Presented in this section are analytical methods used to: 1) test
the hypotheses, 2) develop Tife style dimensions and 3) develop clothing
buying dimensions and clothing buying style groups. Figure 4 provides

a procedural diagram of the analytical methods used in this research.
Contingency Table Analysis

Contingency table (SPSS Crosstabulation) analysis was used to
test Hypothesis 1 which dealt with differences between employed black

and white women on the basis of their clothing buying practices.
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The crosstabulations (Nie et al., 1975) were analyzed statistically by
the Chi-square test of significance. The Chi-square test was appropri-
ate for this data because the measurements involved nothing more than
assigning observations to different categories in a set of well de-
fined mutually exclusive categories (Williams, 1968). Crosstabulations
were also conducted on black-white responses to 1ife style and demo-
graphic questions for sample descriptive purposes. (See Figure 4--
Step 1).

Hypotheses 2 and 3 were considered with the specific relationship
between: 1) employed women's race and clothing buying style group
membership and 2) emp]oyéd women's Tife style dimensions and clothing
buying style group membership. Factor analysis was used to develop
clothing buying dimensions and life style dimensions (Figure 4--

Steps 2 and 3). Cluster analysis was used to develop clothing buying
style groubs (Figure 4--Step 4). Discriminant analysis was then used
to test Hypotheses 2 and 3 (Figure 4--Step 5). A discussion of each

‘of these three multivariate techniques follows.
Factor Analysis

Factor analysis is defined as "a multivariate statistical tech-
nique that addresses itself to the study of interrelationships among
a total set of observed variables” (We11s & Sheth, 1971, p. 213).
Factor analysis can be useful to the researcher in one of the follow-

ing four ways:
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1. It can help point out the latent factors or dimensions
that determine the relationship among a set of observed or
manifest variables,

2. The second way factor analysis can be helpful is by
pointing out relationships among observed values that were
there all the time but not easy to see.

3. Factor analysis is useful when things need‘to be
grouped.

4, Finally, and related to the third function, factor

analysis can be used for empirical clustering of observa-

tions. (Wells & Sheth, 1971, p. 212)

In general, factor analysis has been moSt useful in making sense
of a large number of variables. Its use in this capacity as a data
reduction technique is advocated by many researchers (e.g., Anderberg,
1973; Cattell, 1966a; Harman, 1967; Wells & Sheth, 1971). R-type
factor analysis (corre]ations among variab]es)'was performed over the
478 employed women's responses to the first 39* clothing buyind prac-
tice variables in the questionnaire. Eleven clothing buying factors
or clothing buying dimensions were revealed. The development of
clothing buying dimensions was necessary in order to form subsequent
clothing buying style groups for the sample.

R-type factor analysis also was performed on the 145 AIO vari-
ables in the questionnaire which formed 25 1ife style factors or dimen-
sions. These identified Tife style dimensions were used to further
explore and explain differences in clothing buying behavior of employed

women by discriminant analysis. BMDOSM packagevvarimax factor analysis

*The first 39 rather than the total 45 clothing buying practice
variables were used because the last 6 variables had response cate-
gories which could not be utilized in factor analysis.
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(Dixon, 1974) was used to develop the clothing buying dimensions and

life style dimensions.
Cluster Analysis

Cluster analysis is useful for finding group memberShip, data
exploration and hypothesis generation (Anderberg, 1973; Ball, 1971;
Hartigan, 1975; and Wind, 1978). The basic purpose of cluster analy-
sis, however, is to separate objects into groups such that each cbject
is more Tike objects in its group than the objects outside the group
(Green & Tull, 1978). More specifically, in this study the purpose of
using cluster analysis was to group the employed w0men on the basis of
similar factor score patterns to the clothing buying dimensions identi-
fied by factor analysis. The respondents .factor scores for the 1]
clothing buying dimensions identified were used as inputs into a c]usé
ter analysis program from which four clothing buying style groups were
isolated. (Figure 4--Step 4) ;

The clustering algorithm used in this study was NORMIX™ (Wolfe,
1971 and 1974 revision). NORMIX is an acronym for normal mixture

analysis, an approach to cluster analysis in which clusters are allowed

. .

The NORMIX 1974 revision with equal within group covariance
matrices option was used in this study. In earlier NORMIX versions,
this option was available in a special version called NORMAP (Cluster
and Pattern Analysis of Normal Mixtures with Common Covariances). See
Everitt (1977), and Wolfe (1968, 1971 and 1974 revision).
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to overlap so that the population is composed of a mixture of distri-
butions (Wolfe, 1967 and 1970). In the NORMIX program it is assumed
that the individuals are a member of one or more groups, and that within
each group the measureménts have a multivariate normal distribution.

It is not known in advance what the particular characteristics of the
group might be or even how many groups of individuals there are in

the sample. Individuals are assigned to the group for which their
probability of belonging is greatest. According to Everitt:

The fitting of mixtures of multivariate normal distributions

using such programs as those developed by Wolfe, namely

NORMAP and NORMIX . . . . may be extremely useful in many

situations, and the sequence of Tikelihood ratio tests for the

number of groups which attend these methods is possibly the

best procedure available. The method also has the consider-

able advantage that it does not rely on an arbitrary choice of

similarity or distance measure . . . . (1974, p. 93),

A feature of NORMIX which made the technique very applicable for
this study is that the method is based on a hierarchical clustering
procedure which ideally requires a large set of data (Everitt, 1974;
Wolfe, 1971 and 1974 revision). At the same time NORMIX works best
when the clustering is based on a small number of variables. To this
end the use of 11 clothing buying dimensions rather than 39 clothing
buying practices for clustering fostered more interpretable groups from
the NORMIX program.

In summary, the following three basic constructs and data sets
were created in this study before hypothesis testing by discriminant
analysis could be completed:

LIFE STYLE DIMENSIONS (25)--Created from the factor analysis of
145 AIO variables,
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CLOTHING BUYING DIMENSIONS (11)--Created from the factor analy-
sis of 39 c]othihg buying bractice variab]és.
CLOTHING BUYING STYLE GROUPS (4)--Created from the cluster analy-
sis of the 478 sample based on factor scores for the 11
clothing buying}dimensions.
The use of factor analysis and cluster analysis techniques made
conceptualization of the relationship between 1ife style and clothing
buying practices easier by the creation of more composite data sets,

namely Tlife style dimensions and clothing buying style groups. De-

scriptions of these data sets are presented in Chapter IV.
Discriminant Analysis

As was previously mentioned, discriminant analysis was used to
test Hypotheses 2 and 3 (Figure 4--Step 5). The purpose of discriminant
analysis is to classify objecfs by a set of independent variables into
one of two or more exclusive and exhaustive categories (Morrison,

1969). In this study 25 1ife style dimensions, race, and 5 other
demographic variables (age, education, marital status, household size,
and househo]d total yearly income) were the predictor variables. The
specific objective of the use of multiple discriminant analysis was to
produce a linear function that would distinguish between the four
clothing buying style groups. Here, clothing buying style group mem-
bership was the dependent variable. The linear combination of the 1ife
style dimensions, race and other demographics made it possible to form a

descriptive consumer profile for each of the clothing buying style groups
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Direct multiple discriminant analysis was used in the study. For
this type of discriminant analysis all the predictor variables are
entered into the analysis concurrently. The direct method was appro-
priate because the researcher wished to have all the predictor variables
entered into the ana1ysis and was not interested in seeing intermediate
results based on subsets of these variables as characterized by the
stepwise method. SPSS Subpfogram DISCRIMINANT was used in this study
(Nie et al., 1975).

Summary

The primary purpose of the third chapter was to present the
methodology used.ih this study. Three hypotheses were developed for
the study. The first hypothesis dealt with difference between em-
ployed black and white women and their c1othiﬁ§ buying practiées.
Hypotheses 2 and 3, respectively were concerned with: 1) race and
clothing buying style group membership and 2) Tlife style and clothing
buying style group membership. |

The data for the study were collected by a self administered
questionnaire on Tife styles and clothing buying practices. The ques-
tionnaire was completed by member and nonmember contacts of seven
professional women's organizations chosen for the study. A sample of
239 full time employed black and 239 full time employed white women
was used for the study'ana1yses. |

For the most part the demographic profiles of the black and white

women appeared to follow general black and white consumer market
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characteristics for the United States. The women in the sample were
above the poverty level and employed in white collar occupations, with
the largest propdrtfon of them being employed in professional or tech-
nical occupations.

This chapter defined and described the key concepts which were
basic to the study. These concepts were clothing buying practices,
clothing buying dimensions, clothing bﬁying style groups and 1ife
style dimensions.

The analytical method used to test the hypotheses were contingency
table analysis and discriminant analysis. Factor analysis was used to
identify clothing buying dimensions and 1ife style dimensions. Clus-

ter analysis was used to form the clothing buying style groups.



Chapter IV
RESULTS AND DISCUSSION

This chapter presents the results of testing the three research
hypotheses. To aid in the presentation of the results the chapter is
- organized into five major sections. The first section presents an
examination of the differences in c10thfng buying practices between
employed black and white women. The second section presents the results
of: 1) factor analysis of the clothing buying practice variables to
form clothing buying dimensions and 2) factor analysis of the AIO
statements to form life style dimensions. The clothing buying style
groups derived from cluster analysis is presented in the third sec-
tion. The fourth secfion discusses the results of the discriminant
analysis in relation to race and life style dimensions. Finally, the

fifth section presents a summary of the research results.

Black-White Differences in Clothing Buying Practices

Hypothesis 1 was concerned with the differences in clothing
buying practices between the two groups. To test this hypothesis a
contingency table analysis was performed on the responses to the 45
- clothing buying practice statements. A univariate Chi-square test of
significance revealed significant differences (p < .05) in black-white
responses for 20 of the 45 clothing buying practices. The significantly

different clothing buying practices are presented in Table 4. These

75
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are grouped into the same conceptual categories utilized in Figure 2.
These categories are: 1) shopping frequency and time of shopping,

2) clothing acquisition, types of stores patronized and store loca-
tion, 3) store loyalty/patronage variables, and 4) personal clothing
selection variables. The significant differences presented in Tabie 4

are discussed in the following sections.*
Shopping Frequency/Time

In the area of shopping activity a majority of the respondents
from both groups indicated that they often™ stopped to Took at
clothes. However, more black respondents than white indicated that they
they looked for clothes often (Table 4). Similarly, a larger propor-
tion of black than white women reported that they shopped around in
several different stores before buying their clothing. A larger pro-
portion of the black respondenté were inclined to go into a store and
buy a garment they Tiked in the store window (Table 4).

Regarding the time of shopping, most of the respondents indicated
that they often shopped for clothing on thé weekends dufing the day (no
significant black-white differences, see Appendix D). Although the
women appeared to shop less for clothes on weekdays during the day and

weekends at night, significant black-white differences existed for

*Appendix D presents the complete black-white crosstabulation
results for the 45 clothing buying practice statements in the ques-
tionnaire.

**u0ften" is used to indicate the Fairly-Quite Often response
category in Table 4.
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these two shopping times. More black respondents were Tikely to shop
for théir personal clothing on weekdays during the day and weekends at
night than their white counterparts (Table 4).

A Targe percentage of survey respondents indicated that they
bought clothing as needed rather than the beginning of the season,
clearance sales or on impulise. However, some significant differences
were observed. More white women, for instance, bought clothing at the
beginning of éach season than black women for each of the three cloth-
ing cost categories. More black women than white women bought clothing
at clearance sales.at the end of each season. As the cost of clothing
increased (from less than $25 to $25-50 to more than $50) both black
and white women increased their end of season clearance sale clothing
purchases. Impulse buying was practiced by more black women than white_
women for the three cost categories. To the extent that a clothing
item bought at the beginning of the season is usually more expensive
than the same clothing item bought at a clearance sale at the end of
 the season the data suggests that more black respondents appeared to

be price sensitive (Table 4),
Clothing Acquisition/Store Type and Location

~Black and white women were not significant1y different in their
responses to clothing acquisition and store location variables (Appen-
dix D). There were significant differences in the type of stores pa-
tronized variables, however.

The majority of both black and white women indicated that they
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bought most of their clothes in department stores although more white
women were inclined to shop in department stores than black women
(61.6% versus 51.0%, see Table 4). A larger proportion of black than
white women responded that they shopped for their personal clothes in
specialty stores or boutiques (31.9% versus 17.8%, see Table 4).

These f{ndings suggest that specialty stores and boutiques may be
meeting the needs of employed black women better than those of em-
ployed white women. Similarly, there may be more specialty stores and

boutiques. which appeal to black women as opposed to department stores.
Store Loyalty/Patronage Variables

More black than white respondents placed importance on the atti-
tudes of salesclerks for store shopping decisions (Table 4). This
suggests that black women may be more impervious to negative aﬁd posi-
tive attitudes of salesclerks than white women.

On the topic of advertising, a majority of both blacks and whites
indicated that they seldom™ were influenced by media (magazines, news-
paper, radio, television) in their store choice decisions (Appendix D).
There were significant b]ack—white differences in magazine and tele-
vision influences, however, More black women than white women were
likely to be influenced by television and magazines (Table 4).

More black women than white women indicated that they often paid

cash for their clothes. On the other hand, more white women than black

*"Serom“ is used to indicate the Never-Seldom response category
in Table 4. '
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women indicated that they often used bank credit cards and store
charge accounts (Table 4).

Thev1arge number of both black and white women who indicated that
they seldom used store lay-a-way plans suggests that lay-a-way service
is not very important to employed women with respect to their clothing
purchasing behavior. More black women, however, were likely to use

lay-a-way plans than white women (Table 4).
Personal Clothing Selection Variables

The personal clothing selection variables which were signifj-
cantly different between black and white women were maintenance related
| (care and fiber content) and versatility/interchangeability character-
istics. More white than black respohdents indicated that they bought
easy care c]othiﬁg and read fiber content labels. More black women
than white women tended to buy clothing that could be worn all seasons.
A large percentage of black women (42,4%) indicated that they often
updated their wardrobes with new accessories. To the contrary, 42.2
’percent of the white women indicated that they seldom updated their
wardrobe with accessories (Table 4).

Hypothesis 1 Test Conclusion: Black-white Differences
in Clothing Buying Practices

Black and white employed women's responses were significantly
different for 20 of the 45 clothing buying practice variables.

Hypothesis 1 was accepted since significant differences in 20 out of 45
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variables was a much larger proportion of differences than would have
occurred by chance at the chosen .05 level of significance. Figure 5
summarizes and indicates variables within the four categories of
clothing buying practices in which there were significant differences.
This summary is based on the data presented in Table 4 and Appendix

D. As can be seen, there are significantly different variables repre-
sented in each of the four categories. The shopping frequency and time
category, in particular, has a large concentration of clothing buying
practice variables which were different between blacks and whites. Also
a majority of the variables in the store loyalty/patronage category
were significantly different. On the other hand, smaller proportions
of the variables in the clothing acquisition/store type and location
and personal clothing selection categories were significantly different.
Thus, this categorical breakdown shows a tendency for some concentra-
tion of significant differences between blacks and whites.

Clothing Buying Dimensions and
Life Style Dimensions

Hypotheses 2 andv3 were concerned with the significant relation-
ships between: 1) race and employed women's c]othing buying styles and
2) life style dimensions and employed women's clothing buying stytes
In order to test these hypotheses by multiple discriminantlana]ysis
it was necessary to develop three constructs beforehand: 1) clothing
buying dimensions, 2) life Style dimensions, and 3) clothing buying
style groups. ‘Clothing buying dimensions and life style dimensions,

which were developed in a similar manner with factor analysis, are
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SHOPPING FREQUENCY/TIME

--Shopping activity®
--Weekday/day shopping™
--Weekday/night shopping
--Weekend/day shopping
--Weekend/night shoppinq*
--Beginning of season?
--End of season/clearance”®

—-Impulse buying®

CLOTHING ACQUISITION/STORE
STORE TYPE AND LOCATION

--Ready to wear
--Make own/have made
-=-Gifts

--Department store”

--Discount store

(3)

(4)

--Specialty store/boutique*

--Downtown stores

--Suburban stores

STORE LOYALTY/PATRONAGE
VARIABLES

--Display

--Image

--Salesclerks™

--Advertising*

--Methods of payment*
*

--Lay-a-way

--Sale policy

PERSONAL CLOTHING SELECTION

VARIABLES
--Construction
--Comfort
--Care”

_-=Fiber content®
--Versatility™
--Interchangeability™
--Brand labels
--Price
--Style

--Customer Complaint

*Variables in which there were significant differences between

black and white women respondents.

Figure 5.

Summary of Significant Black-White Differences

in Clothing Buying Practices
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presented within this section. The déve1opment of the clothing buying
style groups is presented in the next major section, after which the

results of multiple discriminant analysis are discussed.
Clothing Buying Dimensions

Clothing buying dimensions are underlying factors of clothing
buying practices which are derived from factor analysis of clothing
buying practice variables, A principle component R-type factor analy-
sis with orthpgona] varimax rotation (Dixon, 1974) was performed on the
first 39 clothing buying practice variables to identify the underlying
clothing buying dimensions (or factors). The number of factors to be
used in the study was based‘oh'the "Scree test" criterion (Cattell,

19665)a The "Scree test" for factor inc1usion involves plotting
the variance contributions of all the factors and ?etaining.those that
appear to account for enough of the variance to be meaningful. The
plot of fhesg variances generally form a curve which has a straight
end portion or flattened out portion which represents a collection of
sma11 error factors (the “Scree“)'which shou1d not be interpreted
(Brislin, Lonner, and Thorndike, 1973; Cattell, 1966b). By using
the "Scree test" 11 factors were retained for the ana]yses,* These

11 factors accounted for 58 percent of the total variance.

*TweTve factors were included in the factor rotation following
the guideline of including at Teast one common error factor as the
- "garbage can" since it is always safer to take out one too many fac-
tors rather than the converse. Also rotation will reduce the factor
?g tr;via]ity if it is in excess. See Cattell (1966b) and Thurstone
947). : ‘
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Careful inspection of the factor lcading patterns indicated that
absolute value factor loadings of .30 or more were re1evan£ in the
identification of the resulting factors. The 11 clothing buying dimen-
sions identified(from the factor ana]yéis are presented in Table 5.

These clothing buying dimensions were assigned names according
to the content of the variables making the greatest contribution to
each of the dimensions. According to Wells and Sheth (1971) if the
highest Toaded items on a factor are thought of as a group, the highest
loaded items are the best indicator of whatever it is that holds the
factor together. Thus, the factor name should be representative of
these high factor loadings. The first clothing buying dimension was
identified as "Utility" since clothing buying practicesvre1ated to
uti]ity (e.g., buying clothes easy to mix and match, comfort, etc.)
ioaded heavily on this factor: Other factors, in order of decreasing
total variance explained, were interpreted as "Media Influence,"
“Price Sensitivity," "Credit Usage," "Personal and Store Influence,"
"Search," "Maintenance," "Time of Shopping," "Shopping Assistance,"
"Fashion Interest” and "Complaint Behavior."

The output pf the factor analysis included factor scores for
each respondent in the samplie. These factor scores reflected each
reépondent's_extent of agreement or disagreement with the group of
items encompassed in a factor (Wells & Sheth, 1971). Factor scoring
interpretations for the clothing buying dimenéions are presented in
: Appendix E. These interpretations were necessary since the dimension

titles did not always indicate the behavior of a high scorer versus a
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Tow scorer on the factor. Also, the scoring information will aid in
subsequent cluster analysis interpretation. As outlined in Figure 4
the clothing buying dimension factor scores were used as the basis for
segmenting the sample into clothing buying style groups by cluster

analysis.
Life Style Dimensions

The principle components R-type factor analysis with orthogonal
varimax rotation also was performed on the 145 AIO variables used to
measure 1ife style in the questionnaire. This factor analysis resulted
in the identification of 25* 1ife style dimensions (or factors) which
were retained for the analysis using the previously discussed "Scree
test." Forty-eight percent of the total variance was accounted for
by these 25 factors.

Factor loadings of .30 or more (absolute value) were considered
relevant for the idehtification of the 25 1ife style dimensions.

Figure 6 presents the titles of these 1ffe'sty1e dimensions in order

of decreasing total variance explained. As can be seen, a wide variety

of dimensions ranging from personal values and beliefs (e.g., "Self
Concepts,? "Leadership") to various activity patterns ("Cooking En-

| thusiast,™ "Arts Enthusiast;" "Leisure") emerged. This large number

of varied factors was reasonable considering the large number of dif-

ferent variable types within the AIO statements.

*Factor rotation was performed on 26 factors as advocated by
Cattell (1966b) and Thurstone (1947).



(1) Community Activist (14) Income Security

( 2) Homemaker Role (15) Cautious Planner

( 3) Future Oriented (16) Household Concerns
( 4) Cooking Enthusiast (17) Arts Enthusiast

( 5) Discontented (18) Media Interest

( 6) Shopping Value (19) Solitary Activities
(7) Self Concept (20) Travel Proneness

( 8) Success/Security (21) Leisure

( 9) Alcohol Consumption (22) Swinger

(10) Money Orientation (23) Sports Activist
(11) Leadership (24) Outdoor Life

(12) Family Financial Management (25) Diet Consciousness
(13) Urbanite

Note: See Appendix F for jtems included in each dimension, factor

loadings, and the factor scoring interpretations for each

dimension.

Figure 6.

Life Style Dimensions.
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The .30 or more (absolute value) factor loading items for each of
the 25 factors along with factor score interpretations are pkesented
in Appendix F. The respondents' factor scores for each 1ife style di-
mensioh were used as predictor variables in the multiple discriminant
analysis (Figure 4). The factor analysis allowed for identification
bf the underlying dimensions of the 145 AIO items. The 1imited number
of factors derived helped to simplify the interpretation of the rela-
tionship between 1ife style and clothing buying style group membership.v
The use of the 25 1ife style dimensions within multiple discriminant

analysis is described later in this chapter.

Clothing Buying Style Groups

C1othing buying style groups are different group orientations
of purchasing c]othing. The utilization of the 11 clothing buying
dimensions instead of the original 45 clothing buying practice vari-
ables in the NORMIX (Wolfe, 1974, revision) cluster program helped to
simplify the interpretations of the resulting clothing buying style
groups. Using the factor scores for each respondent on each of the
11 clothing buying dimensions, the 478 employed black and white women
were placed into 2, 3, 4 and 5 alternative cluster solutions. Evalua-
tion of these four clustering alternatives revealed that the sample

could best be dividad into four unique clothing buying style groups or



93

or clusters.” These four clothing buying style clusters were labeled
as "Fashion Enthusiasts," "Clothing Mainstreamers,” "Quality Conserva-
tives," and "Economic Utilitarians."

Table 6 presents mean factor scores, standard deviatioﬁs and
factor ratings for éach clothing buying style on each of the 11
clothing buying dimensions. A factor rating (High, Moderate, Low) was
assigned to each clothing buying dimension for each clothing buying
style group. This factor rating was based on relative mean factor -
score comparisons among the four clothing buying style groups. For
example, on the first clothing buying dimension ("Utility") Cluster 1
and CTusfer 2 respondents were rated "Moderate," Cluster 3 respondents
were rated "Low" and Cluster 4 respondents were rated "High" on this
dimension. Using the information provided in Table 6, the following

descriptions of the four clothing buying sty1es.were developed.
Clothing Buying Style Group Descriptions

"Fashion Enthusiasts”

Cluster 1, "Fashion Enthusiasts," the smallest group, is dis-
tinguished by its relatively high mean factor scores on three clothing
buying dimensions--"Fashion Interest," "Shopping Assistance” and "Time

of Shopping." Members of this group were 1ikely to buy the latest

*Each cluster solution (478 respondents divided into 2 clusters,
3 clusters, 4 clusters, and 5 clusters) was evaluated in terms of the
~following information provided in the NORMIX program: 1) group mem-
bership probability estimates for each individual, 2) predicted group
size estimate for each cluster or group and 3) multiple discriminant
analysis plots of each cluster or group solution.
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TABLE 6

ANALYSIS OF CLOTHING BUYING DIMENSIONS

CLOTHING BUYING STYLE GROUPS DERIVED FROM CLUSTER

Clothing Buying Styles

Cluster 1 Cluster 2 Cluster 3 Cluster 4 Within
Clothing (N=47) {N=234) {N=82) (N=115) Group
Buying Fashion Clothing Quality Economic Standard
Dimensicns Enthusiasts | Mainstreamers| Conservatives | Utilitarians| Deviation*
X  Rating | X Rating | X  Rating | X  Rating

(1) Utility .39 Moderate| .08 Moderate! -1.21. Low .54 High .812
(2) Media '

InfTuence .30 Low .03 Moderate .22 High .11 Moderate .983
(3) Price

Sensitivity .10 Moderate! -.06 Moderate .54 Low .31 High .961
(4) Credit Usage .17 Moderate| -.36 High -.16 Moderate{ .79 Low .879
(8} Personal and

Store Influences 17 Low .03 Moderate| ~.18 High .02 Moderate .995
(6) Search .08 Low .02 Moderate; -.01 Moderate ;09 High .998
(7) Maintenance .83 Low .32 Moderate .46 Moderate|-.44 High 731
(8) Time of ‘

Shopping .43 High .15 Moderate .01 Moderate! .48 Low .856
(9) Shopping

Assistance .18 High .10 Moderate .05 Moderate|-.32 Low .981
(10) Fashion Interest .32 High .03 Moderate| -.20 Low .07 Mcderate .990
(11) Complaint :

Behavior .43 Low .10 Moderate .33 High .27 ModerateJ .69

X = Cluster mean factor score

RATING = Factor rating (High, Moderate, Low) on each of the clothing buying dimensien

*

The mean is based on 0 and the standard deviation is based on 1 for the total sample.
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clothing styles and their choice of stores for their clothing pur-
chases was positively related to the attractiveness of store clothing
displays. This greup also tended to buy their clothes in stores with
salesclerk assistance rather than self-service stores. Shopping for
clothing was more prevalent on weekends than weekdays (Table 6).
Compared to other groups, this‘grbup was least influenced by
media advertising, friends' advice, salesclerks' attitudes, and store
image for clothing store selection and shopping behavior. Therefore,
it was implied that this group was most independent in clothing store
choice behavior. Furthermore, this group appeared to be more store
Toyal in that women in this group were least inclined to "shop around”
in several stores before buying clothing and most inclined to buy
clothes at a particular store as a matter of habit. Members of this
group generally exhibited Tower ciothing return and comp?afnt behavior
than members of the other groups. Only a moderate degree of interest
prevailed toward the utilitarian aspects (interchangeability, multi-
seasonal usage, etc.) of clothing, while maintenance aspects (care,
construction, etc.) were rated Tow compared to the other groups. The
group's sensitivity to prices and inclination to use credit also ap-

peared to be moderate compared to other groups (Table 6).

"Clothing Mainstreamers"

The "Clothing Mainstreamers," Cluster 2, was the largest group.
The identity of this group is established primarily in terms of lack
of extremes ("High" or "Low" factor ratings) for the clothing buying

dimensions with the exception of "Credit Usage." Compared to the
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~ other gfoups, the members of this group tended to use more store
charge accounts and bankvcredit‘cards for clothing purchases. The
group was moderately interested in clothing utility, maintenance re-
quirements, and fashion in general. The members of the group were
somewhat price sensitive. They appeared to shop more in stores with
salesclerk assistance than self-service st&res. Media advertising,
friends' advice, salesclerks' attitudes and store image exhibited a
moderate amount of influence in clothing store shopping and selection
decisions for: this group. Members of this group did a moderate amount
of "shopping around" for clothing before buying and they also appeared
to shop somewhat more on weekends than weekdays. The group was
moderate in "Complaint Behavior." 1In general, this group could be
described as the average clothing concerned group of employed women

(Table 6).

"Quality Conservatives"

The "Quality Conservatives" in Cluster 3 appeared to be the most
influenced by external forces in making clothing store shopping
choices. Compared to the other groups, this group had the highest mean
factor scores for "Media Influence" and "Personal and Store Influences."
Of all the groups, women with this clothing buying style were most in-
clined to take a garment back to the store and complain if they were
disappointed in its wearing characteristics, even though they appeared
least interested in the utilitarian aspects of the clothes they bought.
Members of this group also had the lowest mean factor score on "Fashion

Interest” and thus appeared to be the most conservative fashion group.
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This group was also the least price sensitive of the four groups,
which suggests that the mémbers spent more money for individual items
of clothing. "Credit Usage," "Search" behavior and "Maintenance"
requirements were moderate for this group. Members of the group
tended to do some "shopping around” before buying clothing and they
were more l1ikely to buy their clothes in stores with salesclerk assis-
tance than self-service stores. Also, they tended to shop more on

weekends than weekdays (Table 6).

"Economic Utilitarians"

The "Economic Utilitarians" in Cluster 4 seemed to place top
priorities on clothing utility, maintenance and low prices for cloth-
ing purchase decisions. As well as having the highest mean factor
scores on the'"Utility;" "Maintenance" and "Price Sensitivity" cloth-
ing buying dimensions, the group also had the highest mean factor
score on "Search" behavior. This may indicate that the group spendé
more time "shopping around" for clothing bargains or lower prices than
the other groups. The group was moderately interested in fashion and
clothing store shopping choice, and was moderately influenced by media
advertising, advice from friends, attitudes of salesclerks and store
image. Compared to other groups, women belonging to this group used
credit cards the least éhd shopped in self-service stores more than
they shopped in stores with salesclerk assistance. This group aiso
tended to shop more on weekdays than weekends. Mean factor scores on

"Complaint Behavior" were moderate.
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Cluster Refinements

Initially, the NORMIX clustering algorithm, following a maximum
1ikelihood criterion, assfgned the 478 respondents to the cluster for
which their probability of belonging was the greatest. As can be seen
in Figure 7 the NORMIX* four cluster solution produced four very dis-
~ tinct clusters without excessive cluster overlap. In order to achieve
even less overlap or increased discrimination among the four groups
fdentified several successive stages of cluster refinements were per—.
formed (Table 7).

Table 7--Stage 1 presents the number of respondents assigned to
each cluster using the maximum Tikelihood criterion. Some respon-
dents, following this procedure, did not have a high probability of
belonging to any one cluster, instead they were more a "mixture" of
membership to several clusters. (e.g., One respondént's probability
of belonging to Clusters 1, 2, 3, and 4 were .20, .48, .32 and .00,
respectively.) In such instances where the probability of belonging
to a particular group was nct at Teast .70, the cases (respondents)
were removed from the sample for subsequent discriminant analysis.
Following this decision rule, 91 respondents were.removed from the

sample, which reduced the total sample to 387 (Table 7--Stage 2).

*In the NORMIX computer program (Wolfe, 1974 revision) a
discriminant analysis was performed on each cluster soiution. The
predictor variables were the 11 clothing buying dimensions. The
first two functions were significant and accounted for 92 percent
of the total variance.
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These 387 respondents* Tlife style'dimenSion factor scores, racial
membership and five additional demographic variables responses were
used as predictor variables in the multiple discriminant analysis.

Twenty-six additional respondents who had missing values in the
five demographic variables were also removed for better group dis-
crimination (Table 7--Stage 3). The remaining 361 respondents formed
what were considered to be more "pure" clusters. It was more desir-
able to test Hypothesis 2 and 3 with this reduced data set in order to
achieve better group discrimination from the predictor variables used .
in the discriminant function.

In summary, factor analysis of the clothing buying practices
produced 11 clothing buying dimensions. Twenty-five 1ife style dimen-
sions were identified from factor analysis of the AIO statements.
Cluster analysis of the respondenfs based on their factor scores for
the clothing buying dimensions produced four clothing buying style
groups. The results of the discriminant analysis performed on these
four clothing buying style groups and the restults of testing Hypotheses
2 and 3 are presented in the following section. |

Identifying Clothing Buying Style Group Member Characteristics
from Multiple Discriminant Analysis

The four clothing buying style groups identified by NORMIX
cluster analysis were subjected to multiple discriminant analysis in
order to investigate the relatibnshfns between: 1) race and clothing
buying style group membership and 2) 1ife style dimensions and clothing

buying style group membership. Clothing buying style group membership
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was the dependent variable and 31 variables which consisted of 25 Tife
style dimensions, race, age, education, marital status, househoid
size, and household total yearly income were the predictors or dis-
criminating variables. These 31 variables and their standardized
discriminant function coefficients are presented in Table 8.

Utilizing the direct method of multiple discriminant analysis
yielded three discriminant functions. The first was statistically
significant at the .0001 level and the second at the .002 level, while
the third function was not significant (p < .05). The two significant
functions accounted for 78 percent of the total variance. Conse- |
quently, the analyses used in the study were béséd on the first two
discriminant functions on]y.* They are identified in the analysis as
Function I (horizontal axis) and Function II (vertical axis)(Table 8).

" The standardized discriminant function coefficients in Table 8
indicate the relative importance of each variable in discriminating
among the four clothing buying styles (Green & Tull, 1978; Tatsuoka,
1970). Twenty-one variables with absolute value coefficients of .19

or more were identified as important in diffentiating among the four

*Two criteria were used in determining the number of discrimi-
nant functions to use in the study: 1) test of significance and 2)
the eigenvalue (which is a measure of the relative importance of the
function) associated with the function. A large amount of discrimi-
natory power was removed when Function I (1.602) and Functjon II
(1.752) were removed. Function III did not significantly add to the
ability to discriminate between groups. Moreover, the eigenvalue for
the two functions explained 78 percent of the total variance. See
Table 8 and Klecka (1975).
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TABLE 8

OIRECT MULTIPLE DISCRIMINANT ANALYSIS OF LIFE STYLE
DIMENSIONS, RACE AND OTHER DEMOGRAPHICS ACROSS
FOUR CLOTHING BUYING STYLE GROUPS

Standardized Oiscriminant
Discriminant Analysis Function Coefficients

Predictor Variabies : Function [ Function II

Life Style Dimensions:

(1) Community Activist .23 .a9
(2) Homemaker Role -.05 1
(3) Future Oriented -.38 .38
(4) Cooking Enthusiast -.29 ‘ .00
(3) Discontented .19 .03
(6) Shopping Value -.28 -.27
(7) Self Concept : .04 -.21
(8) Success/Security ~-.20 .01
(9) Alcohol Consumption -.17 12
(10) Money Orientation .25 .04
(11) Leadership .09 -.09
(12) Family Financial Management .16 -.21
{13) Urbanite -.13 .02
(14) Income Security -.23 .02
(15) Cautious Planner -.21 -.06
(16) Household Concerns -.36 -.36
(17) Arts Enthusiast -.06 .21
(18) Media Interest .13 -.03
(19) Solitary Activities : .03 -.70
(20) Travel Praneness .25 -.39
(21) Leisure . .21 -.02
(22) Swinger -.25 : 17
(23) Sports Activist -.18 .36
(24) Outdoor Life .05 .00
(25) Diet Consiousness -.06 .07
Race:
(26) Black vs. White -.31 -.21
Other Demographics:
(27) Age .20 -.07
{28) E£ducation -.04 -.31
(29) Marital Status .20 .22
(30) Household size -.0 -.04
(31) Household Total Yearly Income .10 12
A .602 X 752

p < .000 ‘ p < .002
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clothing buying style group members.” These variables ére Tisted
according to decreasing importance in Table 9.

The 10 most important discriminators with coefficients whose
absolute values were .25 or more are specified in Table 9 and p16tted
in Figure 8. The ten discriminating variables are plotted as vectors
in space based on the standardized discriminant function coefficients
for each variable presented in Table 8. The four clothing buyihg
style groups are plotted as points in space according to the group
centroid values for each group. Group centroid values are included in
Appendix G. Further discussions on Table 9 and Figure 8 are included
in conjunction with testing Hypotheses 2 and 3.

The discriminant coefficients presented in Table 9 support the im-
portance of 21 vériab1es using the direct multiple discriminant analysis
method, however a traditional test of statistical significance is not
provided with this method. The four clothing buying style groups were
also subjected to stepwise multiple discriminant*ana1ysis for addi-
tional statistical significance information. When the 31 discriminat-

ing variables were used in the stepwise multiple discriminant analysis,

*Important discriminators were selected on the basis of coef-
ficients whose absolute values were no less than one-half of the
largest coefficient for Function I and Function II. The largest co-
efficients in Function I and II were -.38 and -.39, respectively.
Thus, important variables were those with absolute value coefficients
of .19 or more (See Tatsuoka, 1970).

**ngure 8 is included for illustrative purposes and linearity
is not assumed. This type of visual presentation of multiple dis-
criminant analysis findings .was used by Cosmas and Sheth (1974).
Only the ten most important values were plotted in Figure 8 in the
interest of better visual presentation.
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TABLE ¢

A COMPARISON OF IMPORTANT DISCRIMINATORS IDENTIFIED BY DIRECT
MULTIPLE DISCRIMINANT ANALYSIS WITH SIGNIFICANT
DISCRIMINATORS INDENTIFIED BY STEPWISE
MULTIPLE DISCRIMINANT ANALYSIS

Multiple Discriminant Analvsis

Discriminant Analysis Predictor DIRECT METHOD STEPWISE METHQD

Variables Highest Important Significant
Coefficient* Discriminators** Discriminators****

(20) Travel Proneness .39 [X ke X

( 3) Future Oriented .38 [X] X

(16) Household Concerns -.36 'x] X

{23) Sports Activist .36 [x] X

{26) Race -.31 [X] X

(28) Education -.31 [x] X

( 4) Cooking Enthusiast -.29 [x] X

{ 6) Shopping Value -.28 [x] be

(10) Money Orientation .25 [x] X

{22) Swinger -.25 x] X

(1) Community Activist .23 X X

(14) Income Security -.23 X

(29) Marital Status .22 X

(21) Leisure ’ .21 X

{ 7) Self Concept -.21 bt

(17) Arts Enthusiast .21 X

(12) Family Financial-Management -.21 X X

(15) Cautious Planner -.21 X X

( 8) Success/Security -.20 X X

(27) Age .20 X

( 5) Discontented .19 X X

( 9) Alcohol Consumption -.17 -

(18) Media Interest .13

(13} Urbanite -.13

(31) Housenold Total Yearly Income .12

( 2) Homemaker Role 1 X

(19) Solitary Activities -.10

(11) Leadership .09

(25) Diet Consiousness .07

(24) Qutdoor Life .05 X

(30) Household Size -.04

*Only the highest function (I or II) coefficient is recorded for each variable.

**Important discriminators have at least .19 absolute value coefficients.

Tatsuoka, 1970.

See

**%[X] Indicates the most important discriminators whose absolute vaiue coefficients

are .25 or more.

The .25 or more coefficient variables are plotted in Figure8.

****When the 4 clothing buying styles were subjected'to stepwise multiple discriminant
analysis using the 31 discriminant analysis variables, 19 variables were statistically

significant (p < .05).
(Nie et al., 1975).

SPSS Subprogram Discriminant was used for the stepwise method
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19 of these variables were statistically significant. As can be seen
in Table 9, these 19 significant discriminafors specified by stepwise
multiple discriminant anaTysi; closely parallel the 21 important dis-
criminators that the direct discrimination test provided by the
Tatsuoka (1970) decision rule. Indeed, the 10 most important dis-
criminators in the direct method were all statistically significant
in the stepwise method. The variables specified as important in the
direct multiple discriminant analysis are used in the following dis-
cussions of Hypotheses 2 and 3 test results.

A group classification matrix is presented in Table 10. Shown
in the table are the predicted classification of respondents into four
clothing buying style clusters as compared to the number of respondents
who were originally assigned to each of the four clothing buying style
droups. The predicted classification of respondents is based on théir
discriminant scores whereas the respondents were origfna11y assigned to
clothing buying style groups according to mean scores on the clothing

“buying dimensions by NORMIX (with cluster refinements).

The diagonals in Table 10 represent the percentage of respondents
who were correctly classified on the basis of their discriminant

scores: 74.3 percent assigned to Cluster 1 were cokrect1y classified,

*A1though statistical significance information is available
directly from the stepwise method the sequential selection procedure
characteristic of the stepwise method also reduces the set of vari-
ables (to 19 variables) by selecting variables on the basis of their
discriminating power. Utilization of the direct method made it
possible to retain all 31 discriminating variables in the creation of
the discriminant function, regardless of the discriminating power
of each variable. (See Klecka, 1975).
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41.2 percent assigned to Cluster 2 were correctly classified, 56.4 per-
cent assigned to Cluster 3 were correctly classified, and 59.5 percent
of those assigned to Cluster 4 were correctly classified. In total,
51 percent of all respondents were correctly c1assified.*
Hypothesis 2 Test Conclusion: Race and Clothing
Buying Style Group Membership

As stated previously, the ten most important discriminators are-
specified in Table 9 and plotted as vectors in Figure 8. Vector (26)
labeled "More Black Women" indicated that there was a significant re-
lationship between race and clothing buying style gréup membership,
thus, Hypothesis 2 was accepted (Figure 8). The"Fashion Enthusiasts"

differed sharply from the groups with respect to racial composition.**

, *A]though the 51 percent total correct classification was not

much better than chance in predicting group membership, the use of
discriminant analysis was still beneficial in this study. Examining
the pattern of coefficients allows a very accurate account of the
nature of the clothing buying style group differences in terms of a
set of variables (the 371 predictor variables). The other alternative
would have been to examine each variable separately with no regard for
their interrelationships. The latter was considered to be a weaker
approach. Also, as the number of variables increases, the difficulty
of interpreting differences between groups on each variable taken
singly will become more serious (Tatsuoka, 1970).

**The mean score for race indicated that the "Fashion Enthusi-
asts” group had a Targer proportion of black women than white women
(Appendix G). While the discriminant function itself does not measure
direction of association among variables, comparing the mean values
for each variable among the four clothing buying styles does provide
some indication of which group tends to be associated with "High" and
"Low" values for each variable. These comparative mean scores,
along with standard deviations and ratings, are presented in Appen-
dix G for the 31 predictor variables in the discriminant analysis.
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~ The group composition was 74.3 percent black compared to 25.7 percent
" white (Table 7--Stage 3). On this basis, it is reasonable to Say that
a larger proportion of the black respondents compared to the white
" respondents appeared to be concerned about fashion. They paid more
attention to the latest clothing styles, they chose stores on the
basis of attractive clothing displays, and they shopped for clothing
stores with salesclerk assistance rather than self-service stores.
They also appeared to be more store Toyal in that they did not shop
around very much before buying their clothing.

| The"Quality Conservatives” group, on the other hand, was charac-
terized by having a larger percentage of white women (58.2%) than
black women (41.8%)(Table 7--Stage 3). It would be equally reasonable
to state that a larger proportion of whites than blacks were "Quality
Conservativeé." More whites appeared to be influenced by media,
other people and the stores themselves than blacks in the sample.
They appeared to be less interested in fashion in general and they were
less Tikely to be concerned about the price of clothing.

The close proximity of the "Clothing Mainstreamers" and "Economic
Utilitarians" on the plot (Figure 8) indicates that these two clothing
buying style groups are more homogeneous or similar in 1ife style and
demographic profiles. Therefore, the racial composition of the two
groups was expected to be similar. The proportions of black and white
respondents in these two groups were essentially equal. The "Clothing
Mainstreamers" group was composed of 46 percent black and 54 percent

white women (Figure 7--Stage 3). Similarly, the racial composition
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of the "Quality Conservativesf was 45.2 percent black and 54.8 percent
white (Figure 7--Stage 3).

In summary, "Fashion Enthusiasts" tended to be black rather than
white, and conversely, "Quality Conservatives” were more Tikely to bhe
white rather than black. The "Economic Utilitarians"” and "Clothing
Mainstreamers" had nearly equal representation of black and white
women. It is important to note, however, that the 1afgest proportion
of both black and white respondents tended to be similar in their
clothing buying style group membership patterns. The largest propor-
tions of both black and white respondents were "Clothing Mainstreamers"
followed by "Economic Utilitarians.” Overall, both "Fashion Enthusi-
asts" and "Quality Conservatives" groups were substantially smaller
than the other two groups, and yet these were the groups where signifi-
cant racial differences were detected.

Hypotheses 3 Test Conclusion: Life Style Dimension and
Clothing Buying Style Group Membership

Seventeen of the 25 1ife style dimensions were important dis-
criminators among the four clothing buying style groups (Table 9).
This finding was felt to provide sufficient support for Hypothesis 3
which indicated that there was a significant relatioﬁship between
Tife style dimension and employed women's clothing buying styles.

As can be seen in Figure 8, the 1ife style dimensions most
highly associated with the "Fashion Enthusiasts" were "Shopping Value"

and "Household Concerns.” "Fashion Enthusiasts” group members were "Low"
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scorers”™ for both of these 1ife style dimensions. The members did not
tend to shop a lot for specials, did not enter sweepstakes or con-
tests, and did not send away for specia1’offers, etc. ("Low" Shopping
Value). They did not spend a lot of time shopping for household items
and they tended not to sew or work on do-it-yourself projects ("Low"
Household Concerns). The group members also tended to be "Cautious
Planners."™™ They also were the youngest'df the four groups (Appen-
dix G).

The 1ife style dimensions which differentiated the "Quality Con-
servatives" group from the other groups were "Cocking Enthusiasts,"
"Swingers," "Future Oriented," "Sports Activists," "Income/Security,"
and "Arts Enthusiasts." In summary, members of this group: 1) con-
sidered themselves to be "Swingers," 2) were moderately interested in
cooking and meal preparation, 3) were very interested in the arts
(e.g., museums and theatre) and 4) were active in sports. The members
felt very secure about their family income and, in general, were less
concerned about success and security'(Figure 8 and Appendix G).

The "Clothing Mainstreamers" and "Economic Utilitarians" were
more similar to each other in their Tife style dimension orientations.

Members of these two groups were moderate travelers. They traveled

*
See Appendix F for 1ife style dimension factor score inter-
pretations and Appendix G for mean score values and ratings for each
of the 31 predictor variables.

**Important 1ife style dimensions which were not plotted on
Figure 8 are also discussed for better 1ife style group descriptive
purposes in this section. The important 1ife style dimensions are
presented in Table 9. ~
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more than "Fashion Enthusiasts” but less than "Quality Conserva-
tives."”

The "Clothing Mainstreamers" were "Community Activists" and
they tended to be "Money Savers," had Tittle leisure time. They
tended to feel somewhat "Discontented" and were moderate in "Self
Concept.” "Education," which is closely related to 1ife style, was a
significant discriminator for the "Clothing Mainstreamers." These
members tended to be older and the most educated of the four groups
(Figure 8 and Appendix G).

The "Economic Utilitarians," similar to the "Clothing Main-
streamers,” were "Money Savers.” These women were most "Discontented"
and moderate on "Self Concept" and "Financial Management." They also
appeared to be active in their communities and had 1ittle leisure time
The demographic feature most related with the important Tife style -
dimensions for this group was the larger percentage of divorced women
represented in the group, compared to the other groups (Figure 8 and
Appendix G).

The previous profiles of the employed women in each of the four
clothing buying style groups have illustrated the relationships of
1ife style dimensions to clothing buying style group membership.
Although race and three other demographics (age, education, and
marital status) were important discriminators, more information was
provided with the 1ife style dimensions than was possible with race,

age, education or marital status.
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ummar
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The purpose of this chapter was to present the study findings,
data analysis, and hypothesis testing results. Three hypotheses were
established for the study. The first hypothesis was concerned with the
differences in clothing buying practices between employed black and-
white women. The findings related to this hypothesis revealed that
there were significant black-white differences for 20 of the 45 cloth-
ing buying practice variables which provided sufficient support for
accepting Hypothesis 1.

Three constructs (clothing buying dimensions, clothing buying
style groups and 1ife style dimensions) were developed to facilitate
the testing of Hypotheses 2 and 3. Eleven clothing buying dimensions
were identified from factor analysis of 39 clothing buying practices.
These eleven clothing buying dimensions were used in NORMIX Cluster
Analysis as a basis for clustering the respondents into four unique
clothing buying style groups. These four clothing buying style groups
were "Fashion Enthusiasts,” "Clothing Mainstreamers," "Quality Con-
servatives," and "Economié‘Uti1itarians;" "Fashfon Enthusiasts”
appeared to be more interested in thé style and fashion aspects of
clothing. fCTOthing Mainstreamers" displayed few extremes (very high
or very Tow) in their response patterns. They were described as the
averége clothing concerned group of employed women. "Quality Conser-
vatives" were more conservative in fashion interest-and were not inter-

ested in Tower price c10thing; “Economi¢c Utilitarians," on the

other hand, were very interested in low prices, maintenance and



utilitarian aspects of clothing.

Factor analysis of 145 AIQ statements identified 25 1ife style
dimensions. These 25 dimensions, along with race and 5 other demo-
gkaphic variables were used as predictor variables in discriminant
analysis among the four clothing buying styles. Hypotheses 2 and 3
were accepted since there was a significant relationship between:

1) race and clothing buying styles and 2) 1ife sty1e dimensions and
clothing buying styles.

With regard to race, the findings indicated that the "Fashion
Enthusiasts” group contained significantly more black than white
women. _The "Quality Conservatives" group contained significantly more
white than black women. However, the "Clothing Mainstreamers" and
"Economic Utilitarians" groups had essentially equal black-white repre-
sentation. As for life styie dimensions, some major relétionships
were: "Fashion Enthusiasts" were not interested in household concerns
such as shopping for household items; the "Quality Conservatives"
considered themselves "Swingers"; "Clothing Mainstreamers" were very
active in the community; and "Economic Utilitarians” tended to save

more money than the other group members.



Chapter V
SUMMARY, CONCLUSIONS AND FUTURE OUTLOOK

This chapter addresses itself to four distinct objectives. They
are: 1) to provide a brief review of the research effort, 2) to
discuss the major conclusions and implications of the study, 3) to
identify some of the Timitations of the study as perceived by the
author, and 4) to make recommendations for future research concerning
apparel purchasing behavior, black and white comparative studies and

1ife style studies.

Review of the Study

Clothing is a major industry in the U.S. economy and consumer
expenditure for clothing has been growing steadi]y; Women's clothing
purchases account for a majority of total clothing expenditures.
Furthermore, empToyed women usually have higher clothing expendi-
tures and larger wardrobes than women who are not gainfully employed.

In recent years the number of women in the labor force has in-
creased dramatically and this trend is Tikely to continue. As a
result, total expenditures for apparel is also 1ikely to increase
substantially.

. The relative size of the black consumer market in the United
States has become too large to be ignored by marketing practitioners.

However, there have been very few in-depth studies of consumer purchasing

116
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behavior within the black consumer market. In addition, black-white
comparative studies have mostly investigated consumption patterns of
Tow income blacks and whites.

This study was undertaken to first establish (if any) the dif-
ferences between the personal clothing behavior of black and white
women‘who were empioyed full time in various white collar occupations.
Secondly, if explored the presence (or absence) of clothing buying
dimensions and clothing buying styles. The third objethve of the
study was to determine whether there were significant 1ife style dimen-
sjons for employed black and white women. And finally, a major attempt
was made to relate clothing buying styles to race and life style di-
mensions.

Three major research hypotheses guided the;researph efforts. The
first hypothesis asserted that there would be signifigént differences
in clothing buying practices between employed black and white women.

It was further hypothesized that racial differences were related to
clothing buying style group membership. Finally, a significant rela-
tionship between 1ife style dimensions and clothing buying style group
membership was hypothesized, implying that race was not the only
determinant in the prevailing differences.

The equaTlized study sample consisted of 239 black and 239 white‘_
full time employed women from the Washington, D.C. metropolitan area.
Data collected from the respondents were ana]yzed by contingency table
analysis, R-type factor analysis, NORMIX cluster analysis, and multiple

discriminant analysis,
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The results of the hybothesis testing produced the following

major findings:

Hypothesis 1:

Hypothesis 2:

Hypothesis 1 was accepted since 20 of the 45 clothing
buying practice variables were found to be statistic-
ally significant. Most of the black-white differences
were in the shopping frequency/time and store loyalty

patfonage categories of clothing buying practices.

Eleven clothing buying dimensions were derived from the
clothing buying practice variables. Four clothing

buying styles were identified by clustering the respon-

~dents according to their factor scores on the clothing

buying dimensions. The four clothing buying style
clusters were labeled: "Fashion Enthusiasts," "Cloth-
ing Mainstreamers," "Quality Conservatives," and

"Economic UtiTitarians.”

~ Discriminant analysis indicated that race was a signifi-

cant discriminator among these four clusters, thus,
Hypothesis 2 was accepted. The "Fashion Enthusiast"
clothing buying style cluster contained significantiy
more black women than white women. To the contrary,
there were more white women than black women within
the "Quality Conservative" cluster. Nearly equal pro-

portions of black and white women were in the
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"Clothing Mainstreamers"” and "Economic Utilitarian"

groups.

Hypothesis 3: Hypothesis 3 was accepted since 17 of the 25 1ife style
’ dimensions were significant discriminators among the
four clothing buying style clusters. The discriminant
'ana1ysis indicated that "Fashion Enthusiasts" tended
to be less interested in household concerns and they
were not value oriented shoppers. "Quality Conserva-
tives" considered themselves "Swingers" and they were
active in sports. "Clothing Mainstreamers"” were more
active in their communities and had 1ittle Teisure time.
The "Economic Utilitarians" tended to save more money

than the other groups.

Conclusions and Implications of the Study

The major conclusions and implications of the study are dis-
cussed in four distinct areas: 1) marketing strategy development,
2) general knowledge of women's clothing purchase behavior, 3) Tife
style analysis as an approach to study consumer behavior, and 4) dif-
ferences between black and white consumer behavior pattehns from a

sociological perspective.
Marketing Strategy Development

A major conclusion of this study is that 1ife style dimensions

can be used as a segmentation strategy to further explain differences
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among clothing buying style group members beyond the obvious racial
segmentation strategy. In fact, the l1ife style dimensions gave a more
descriptive profile of the employed women beTonging’fo each clothing
buying style group than race or other demographics. This may indi-
cate thét many retailers would be better off by paying more attention
to Tife styles rather than being overly concerned about race in
clothing related decisions.

This study also illustrates that the market of employed women
is not a homogeneous market in regard to clothing buying practices
and style. Some researchers have indicated that employed women have
different clothing buying practices than women who are not emp1oyed;
However, few attempts have been made to look at differences within the
employed womgn's market. It is evident that employed women, regardless
of race, can be segmented into four~c1othing buying style groups.
Therefore, it is implied that if retailers understand differences in
clothing buying styles and 1ife style dimensions as well as racial
differences, they will be able to develop strategies to better satisfy
the needs of employed women.

The emphasis of this study has been on exploring the significant
differences in clothing buying behavior of employed black and white
women. However, it would have been quite feasible to reverse the focus
and explore the similarities rather than the differences. Therefore,
a major conclusion of the study is that more employed black and white
women were similar in clothing buying style group membership although

significant racial differences also were found. These similarities
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have not been discussed in detail because of the orientation of the
study.

As can be seen in Tabie 11, small proportions of the total black
respondents (15.0%) and total white respondents (4.8%) appeared to be
"Fashion Enthusiasts."” However, there were significantly more black
respondents than white. There were also significant black-white dif-
fEréncés in the "Quality Conservatives" group. This group was 58.2
percent white and 41.8 percent black. This group, 1ike the "Fashion
Enthusiasts," contained a small proportion of the tota1}respondents
(Table 11). The largest proportion of both the total black respon-
dents (49.7%) and the total white respondents (53.7%) belonged to the
"Clothing Mainstreamers" group, which implied that women in both races
had average concerns about fashion and clothing purchases. Simi-
larly, 22.0 percent of the total black respondents and 24.5 percent of
the total white respondents belonged to the "Economic Utilitarians"
group. Nearly equal proportions of blacks and whites were found in
both of these groups (Table 11).

Considering the similarities, as well as the differences,in the
cTothing buying style group membership of employed black and white
women, it is extremely important to realize that while race is of some
importance, further segmentation may be necessary to provide consumer
satisfaction. Many of the black-white comparative studies have used .
race as the only segmentation criterion. Consequently, much of the
advice given to marketing practitioners has been based on naive homo-
geneous black consumer market research designs which have tended to

reinforce stereotypes.
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One of the most important contributions of this study has been
to illustrate that the black consumer market can be effectively seg-
mehted. The four clothing buying style clustering segmentation
strategy effectively indicated that all black women were not highly
interested in fashion or "style" and that all white women were not
purchasers of "quality conservative" clothing. In this study black
women and white women alike were successfully segmented into four
groups based on their clothing buying dimension criteria. It is
evident that retail segmentation strategy may be devised along the
Tines of the four clothing buying style clusters, i.e., "Fashion
Enthusiasts," "CTbthing Mainstreamers," "Quality Conservatives," and

"Economic Utilitarians."

-

Women's Clothing Purchasing Behavior

The study showed the existence of eleven clearly identified
clothing buying dimensions and four unique styles of buying clothing
for employed women. It appeared that there were women with similar
clothing purchasing styles even though they differed from one an-
other in terms of race and other demographic characteristics.

The study provided a new perspective to the existing knowledge
of clothing purchasing behavior by showing that clothing purchase
behavior can be effectively explained ih terms of eleven dimensions
and four clothing buying styles. Hence, the retailers who would use
this kind of information will better meet the needs of women who are

shopping for cTothing. Needless to say, retailers must be involved
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in marketing and consumer research in these areas. In doing so they
can refine their.marketing strategies according to particular needs
of their target markets.
Life Style Analysis and Comparative Black-White
Consumer Purchase Behavior Patterns

Studies which have dealt with comparative black-white consump-
tion behavior have to date primarily concentrated on social class or
other demographic variables for keys to the interpretation of the
findings. This study has shown that 1ife style analysis is a viable
method for crosscultural comparisons.. The Tife style dimensions used
in the study provided more in-depth information than race or other
demographics in forming profiles of women who followed a certain
clothing buying style in their clothing purchasing behavior. Per-
haps the success of this research effort will encourage other re-
searchers to use life style analysis in black-white and other cross-
cultural marketing studies.

The study findings may be beneficial to life style researchers
for several reasons. First, the study included a bltack as well as
white sample from which the 1ife style data is drawn. Few life
style researchers have utilized substantial numbers of black cén-
sumers in general 1ife style analysis. Second, the T1ife style analy-
sis is related to an in-depth study of one consumer product, i.e.,
clothing. Thirdly, the formation of 1ife style dimensions from

factor analysis of the AIO statements provides a methodological
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alternative of developing life style profiles from a composite of

1ife style dimensions, rather than the original AI0 statements.
Black-White Consumer Behavior Patterns

Sociologists as well as marketing scholars have often empha-
sized that race itself is a key determinant of consumer behavior.
That is, just being black or white by definition implies differences
in consumption patterns. This study has indicated that although race
is a significant discriminator among clothing buying style groups,
underlying that are very distinct and identifiable 1ife styles for
these groups. It was the latter which explained more about women's
clothing buying behavior, particularly since there were no appreci-
able racial differences in the two Targest groups.

The study indicated that black and white women, on the whole,
were more similar than different in their clothing buying style group
membership. Consequently, the study findings may be beneficial to
researchers interested in the acculturation process and buyér behavior
patterns.

Another important finding for sociologists and home economists
alike was that unlike previous studies this study indicated that
income differentials and family household size do not play a key role
in determining clothing buying behavior for women. The findings did,
however, indicate that age, education and marital status were signi-
ficant discriminators for clothing buying style group memberships

prediction.
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Limitations of the Study

Like most research studies, this study also had some Timita-
tions. Evén though a very carefully selected sample from professional -
women's organizations was utilized to generate the data, the use of a
judgmental sample, rather than a random sample may be aquestioned.
However, unless a very sizable national study were undertaken, it
would haVe been impossible to produce a sample of equal black and
white representation which had the same general parameters (i.e.,
full time employed, white collar occupations, above the poverty in-
come level).

A methodological problem in this study is related to the choice
of clothing buying questions and 1ife style questions utilized in the
questionnaiée. It is quite possible that a different Eattery of 1ife
style statements and clothing buying practice statements could have
given somewhat different results. Another methodological Timitation
is that the sample was somewhat homogeneous in that all of the women
were employed in white collar occupations and, tHus, were probably
more simi1ar'in other demographics. This may have potentially limited
the discriminating ability of the demographics used in the study.

In addition, the study data base was so extensive (201 different
variables) and the available options were so plentified it was neces-
sary to 1imit the analysis in the interest of time. Also, alternative
methodologies méy have proved to be equally effective. For instance,

it would have been possible to perform all of the analyses on the
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"purified" sample instead of using the total sample of 478 for part
~ of the analyses and 361 respondents for part of the analyses.

Finally, due to sample size 1imitations as well as time require-
ments, a common group of clusters were utilized for both races. Had
the blacks and whites been clustered separately, the resulting clus-

ters may have been somewhat different.

Recommendations for the Future

It is extremely important that the study findings presented in
this dissertation be further validated by larger national samples.
Such an effort in further validation will provide retailers with addi-
tional information to meet consumer clothing purchasing needs. It
is clear from the study findings that further in-depth analyses and
segmentation strateg%es rather than homogeneous market stereotyping
fs more effective in black-white comparative consumer behavior studies.

Although white collar employed women were the sample base in
this study, more research needs to be conducted on clothing buying
practices of women in the blue collar positions, especially services
positions. This research effort seems particularly justified since a
large proportion of women are employed in the services areas.

A study of clothing purchasing behavior, however important, is
somewhat Timited in explaining the difference between black and white
consumer purchaéing behavior patterns. Thus, it will be necessary
to replicate the present study using other product 1ines,_i.e.,

housing, automobiles, foods, etc.
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It is possible that 1ife style patterns within the black popu-
lation are not identical to life style,patterns of whites. Research
which utilizes methodologies in which 1ife styles of blacks and whites
are developed separately may yield additional insights into cultural
differences in consumption patterns.

A number of multivariate techniques were utilized in this study.
In the future it would be advisable to Took at additional multivari-
ate statistical techniques as well. Canonical analysis, for example,
may prove to be useful in relating two sets of data like life style
variables and clothing buying practice variables.

Finally, future studies dealing with similar subject matter
areas must have preconceived research constructs which adequately
balance information needs, response format, methodology, and research
goals. In similar future research projects it will be advisable to
develop a tighter research construct. For instance, the four cate-
gories of clothing buying practice variables which were utilized in
this study should be more carefully designed and balanced with equal
numbers of vériabTes for each of the categories. Such carefully
designed research projects are likely to shed more Tight on this very
involved and relatively unknown subject matter area. Also, more
carefully designed research is necessary to overcome the stereotypic

thinking which has been with us for many generations.



129
Summar

A major conclusion of this study was that 1ife style dimensions
can be used as a segmentation strategy to further explain differences
in clothing buying practices that may not be explained by race alone.
A]thouéh there were some racial differences in clothing buying style
group membership patterns, more black than white women were alike,
rather than different, in their clothing buying styie group member-
ship.

The findings seem to suggest that retailers should consider the
heterogeneous characteristics of the black consumer market as well
as the employed women's market in éppareT marketing strategy deci-
sions. In the study a sample of full time employed black and white
women was successfully segmented into four clothing buying style groups
according to response patterns on eleven clothing buying practice
dimensions.

In conclusion, this research effort has been successful in
exploring the clothing buying practice differentials between employed
black and white women. Furthermore, the use of 1ife style dimen-
sions in combination with a market segmentation approach based on
clothing buying practices may have helped to dispel some of the
stereotypes associated with black-white comparative studies on

clothing and fashion related buying practices.
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v COLLEGE OF BUSINESS
VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY

Blacksburg, Virginia 24061

DEPARTMENT OF BUSINESS ADMINISTRATION {703). 951-6596

Dear Business and Professional Woman:

This is a survey to coliect data for my doctoral dissertation
and you have been selected to participate. I am excited about
it and hope it will be fun for you! This is not a test. There
are no right or wrong answers.

Please carefully read the instructions at the beginning of each
section. Notice that there are statements on both sides of each
page. Please fil1l the questionnaire out completely.

The information you give will be anonymous. [ have no way. of
identifying who completes each questionnaire.

Thank you so much for helping with this important survey.

Sincerely,

Kot Eotomn

Linda L. Edmonds
Doctoral Candidate

Please REIURN the questionnaire in the
attached postage-paid envelope as soon
as possible. Thanks again!!
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SECTION I: ABOUT INTERESTS AND OPINIONS

For

each statement Tisted, I'd Tike to know whether you personally agree or disagree with
this statement. :

After each statement, there are six numbers from 1-6. The higher the number, the more you

tend to agree with the statement.

with the statement.

For each statement, please
statement.

G W —

You may think many items are similar.

I definitely disagree with the statement
I generall¥ disagree with the statement
I moderately disagree with the statement
I moderately agree with the statement

I generally agree with the statement

1 definitely agree with the statement

The Tower the number, the more you tend to disagree
The numbers from 1-6 may be described as follows:

the number that best describes your feelings about the

so be sure-to circle one number for each statement.

‘Definitely
Disagree

1. Magazines are more interesting than television . . . . . 1 ) 2
2. I would rather spend a quiet evening at home |

than go out to a party . . . . . s e e e e e .1 2
3. I have more spare time than I need . . . . . . . . . .. 1 2
4, Tamahomebody . . . . . . . . v . . oo 1 2
5. "I am in good physical condition . . . . . . . . ... 1 2
6. Television:is my primary form of entertainment . . . . . 1 2
7. I 1ike to be considered a leader . . . . . .. . ... 1 2
8. I try to stick to weil known brands . . . .. ... .. 1 2
9. Everything is changing too fast today . . . . . . e 1 2
10. Life insurance is a good investment for a woman .r. . 1 2
11. 1 am in favor of very strict enforcement of all laws . . 1 2
12. Advertising insults my intelligence . . . . . . . . - 1 2
13, I 1ike:to think I am a bit of a swinger . . . . . . . o 2
14. I admire a successful businessman more than

I admire a successful artist or writer . . .- . . . 1 2
15. Women don't need more than a minimum

amount of 1ife insurance .. . . . . . . . . .. e -2
16. A college education is very important

for success in today's.world . . . . . ... ... 1 2
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Actually, no two items are exactly alike,

Definitely
Agree
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17.
" 18.

—19.
20.
21,
22.
23.
24,
25.
26.
27.

< 28.
29.
30.

-

31.
32.
33.

34,

35.
36.

37.

38.
39.
40.
41.
4z.
43.
44,
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Definitely

Disagree

I have some old fashioned tastes and habits . . . . . .

Information from advertising helps me
make better buying decisions . . . . . . . . ...

I Vike to buy new and different things . ... . . . . .
I am interested in politics . . . . . . e e e e e e
I wish I knew how to refax . . . . . ... .. .. ..
I ama good cook. . . . . . e e e e e e e e e e e e
I am not very good at savingmoney . . . . . . .. ..
[ never know how much to tip . . . . . . . . . . ..

I Tike sports cars . . . . . v ¢« v v v v v v e e
My greatest achievements are still ahead of me .

I am influential in my neighborhood . . . . . . . . . .
I have more self-confidence than most women my age . .
The husband should be boss in the house . . . . . . ..

I dislike big parties; just a few friends
at a time is more my liking . . . . . . .. e

I would rather be a full time homemaker than have a job
I would feel lost if I were alone in a foreign country

Usually I have regular days for washing,
cleaning, etc. around the house . . . . . . . ..

There are day people and there are night
people; I ama day person . . . .« .+ . v o0 . .
I dread the future . . . . . c v e e

The quality of a product is far
more important than the price . . . . . . . . ..

A wife should have a great deal of
information about her-husband's work . . . .

Our family is a close-knit group . . . . . . . . . ..
Peopie tell me I am good looking . . . . . . .. ...
I find myself checking prices even on smail items . . .
I would 1ike to take a trip around the worid . .

Meal preparation should take as 1ittle time as possible

Shopping is no fun anymore . . . . . . . . . . .. ..

A drink or two at the end of the day
is a perfect way to unwind . . . . . . . . . e
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45.
45,

47.

48.
43,
50.
51.

52.

53.

54.
55.
56.

57.
58.
59.

60.
61.
62.
63.
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Definitely
Disagree
There is too much emphasis on sex today . . . . . . . . 1
I will probably move at least once in
the next five years . . . . . . . . . .. . ... 1
If 1 had my 1ife to live over,
I would sure do things differently . . . . . . . . 1
A woman's place is inthe home . . . . . . . . . . .. 1
My friends and neighbors often come to me for advice . 1
I think the Women's Liberation movement is a good thing 1

We have more to spend on extras than

most of our neighbors do . . . . . . . . . . . .. 1
A wife's first obiigation is to her husband,

not her children . . . . . . . . . . . ... ... 1
I often enter sweepstakes or contests

associated with products . . . . . . . . . . .. 1
Most of my friendé have graduated from college . . . . 1

On a job, security is more important than money . . . . 1

Having children is the most important
thing in a marriage . . . . . . . . . . . e e

1 use Tots of prepared "convenience" foods in cooking . 1
I would rather have a job than be:-a full time homemaker 1

[ often try new brands before my friends

and neighbors do . . . . . . . . . . o .0 ... 1
I often send away for a special offer on a package . . 1
I always bake from scratch . . . . . . . . . . . ... 1
I think of myselif as creative . . . . . . . . . . .. 1
I often seek out the advice of my friends

regarding brands and products . . . . . . . ... 1
I amavery neat person . . . . . . . ¢ < . 4.4 .. 1
An important part of my 1ife is dressing smartly . . . 1
I take a great deal of pride inmy home . . . . . . . . 1
It.is important for a woman to work outside the home . 1
I don't have time toget sick . . . . . . . . . . . .. 1
ITdketocook . . . . . . . .. . oo oo oo 1
My days seem to follow a definite routine--

eating meals at the same time each day, etc . . . 1

Qur -home is furnished for comfort, not for style . . . 1
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" Agree
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72.
73.

74.

76.
77.

78.

79.
80.
81.

82.

83.

84.

85.

86.

87.

89.
0.
91.
92.
93.
94.
95.
96.

97.
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I stay home most evenings . . . . . . . .

Definitely
Disagree

On any major purchase, the husband and wife should

always decide together what to buy .

Five years from now our family income will
be a Tot higher than it is now . . .

probably

1 believe prices will go up more in the next five years

than they did in the last five years
I 1ike to pay cash for everything . . . .

I like to feel attractive to members
of the opposite sex . . . . . . ..

.......

If I must choose, I buy stylish rather than

practical furniture . . . . . . ..
I don't 1ike to take chances . . . . . .
Qur family is too heavily in debt today .

I am careful what I eat in order to keep
my weight under control . . . ., . .

I pretty much spend for today and let
tomorrow bring what it will . . . .

Qur family income is high enough to satisfy nearly

all our important desires . . . . . .

Investing in the stock market is too risky
for most families . . . . . . . ..

I would rather 1live in or near a big city
than in or near a small town . . . .

I shop a lot for specials . . . . . . ..
The working world is no place for a woman
Land is the best investment . . . . . ..
Young people have too many privileges . .
The woman should run the family . . . . .

I find cleaning my house an unpleasant tas

e e e e 1

koo 0. 1

I buy more low calorie foods than the average housewife 1

I would rather 1live in the country than in
Qur family travels quite a bit . . . . . .
I eat more than I should . . . . . . . ..

Qur family has moved more than most of our
neighbors have . . . . . . .. e e

I 1ike to save and redeem savings stamps

the city . . 1
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SECTION IT: ACTIVITIES IN PAST YEAR

I have listed below some activities in which you, yourself may or may not have engaged in
during the past year. In terms of the activities Tisted what was your usual pattern over
the past year.

After each activity, there are five numbers from 1-5. The higher the number, the more you
have engaged in the activity. The lower the number, the less you have engaged in the
activity. The numbers from 1-5 may be described as follows:

I never engaged in the activity during the past year

I seidom engaged in the activity during the past year

I sometimes engaged in the activity during the past year
I fairly often engaged in the activity over the past year
I quite often engaged in the activity over the past year

(3, oW VIS I

For each activity, please . the number that best describes your participation in the

activity during the past year. You may think many items are similar. Actually, no two items
are exactly alike, so be sure to circle one number for each activity.

Quite

Never Often
1. Gave or attended a dinmmer party . . ... . . . . . . . . . .. .. 1 2 3 4 5
2. Visited relatives . . . . . ... ... e e e ...l 23 4B
3. Took an airplane trip for business or personail reasons . . . . . ] 2 3 4 5
4. Went out to breakfast instead of having it at home . . . . . .. 1 2 3 : 4 5
5. Went to a pop, rock, soul or jazz concert . . . . . . . . . . .. 1 2 3 4 5
6. Went to a classical concert . . . . .« . . . v c v v v v o 0 . 1 2 3 4 5
7. Went toaclubmeeting . . . . . . . . . .+ ..o e i e e 1 2 3 4 5
8. Visited an art gallery ormuseum . . . . . . . . . . . < . . .. 1 2 3 4 5
9. Went bowling . . . . . . . . . ¢ . . .o | 2 3 4 5
10. Didacrossword puzzle . . . . . . . « . . . o v o o o A 2 3 4 5
11. Worked on a do-it-yourself project around the house . . . . . .1 2 3 4 5
‘12. ‘P?ayed a musical instrument . . . . . e e e e e e e e e e e T 2 3 4 5
13. Attended school .« . . . . & . L oL Lo e e e e e e e e 1 2 3 4 5
14. Worked on collection (e.g., stamps, coins, rock, etc.). . . . . .1 2 3 4 5
15. Went ékiing ........................... ] 2 3 4 5
16. Sewed a garment . . . . . . . . L . 0 i v e e e e e e e e e 1 2 3 4 5
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Quite
Never Qften

17. Gave aspeech . . . . . v v v i v it i e e e e e 1 2 3 4 5
18. Played tennis . . . .« . . ¢ o i i e e e e e e e e e e e e e e 1 2 3 4 5
19. Attended a sporting event . . . . . . . . ... 0. .0 ... 1 2 3 4 5
20. Played gOTF . v v . i i e e e e e e e e e e e e e i e 1 2 3 4 5
21. Cooked outdoors . . . . . . . . . i e el e e e e e e e e e e 1 2 3 4 5
22. Went to a fashion show . . . . . . . . . . .. e e e e e e . 1 2 3 4. 5
23. Did volunteer work . . . . . . . . i i e e e e e e e e e e e 1 2 3 4 5
24. Went on a trip outside the United States . . . . . .. .. . .. 1 2 3 4 5
25. Went out to dinner at an expensive restaurant . . . . . . . a1 2 3 4 5
26. Went to themovies . . . . . . & v v v v i v i e e e e e 1 2 3 4 5
27. Read a bOOK . .+ v . v i e e e e i e e e e e e e e e e e s 1 2 3 4 5
28, MWent swimming . . . . . . . . . . . . ... ... .. . 1 2 3 4 5
29, Played cards . . . . . . ¢t v e e i e e e e e e e e a1 2 3 4. 5
30. Had a cocktail or drink before dinner « + « « « « « o o o . . .. 1 2 3 4 5
31. Attended church - « .+ -« - . . L Lo Lo e 1 2 3 4 5
32, Went boating . « « « 4 v v h e v i e e e e e e e e e e e 1 2 3 4 5
33. Wentonawpicnic . . .. .. ... P e e e e e e 1 2 3 4 5
34. Went camping . . . . . . e e 1 2 3 4
35. Went on a train trip over 50 miles for business ‘ .

Or personal reasons . . .« « . ¢ e 4 et e e e e tie e e s 1 2 3 4
36. Went dancing . . . .. .. S 1 2 3 4 5
37. MWorked on a community project . . . . . . . . . .. .0 1 2 3 4 5
38. Went shopping for clothes . . . . . . . . . « . . . o o .. 1 2 3 4 5
39. Hadwinewithdinner . . . . . . . . . & . ¢ v ¢ v v v v v o 1 2 3 4 5
40, Jogged . . . . . . . . e e e e e e e e e e e e e e 1 2 3 4 5
41. Shopped for household items . . . . . . . . . . v v o v .. 1 2 3 4 5
42, Attended a Tecture . . . . . . . . . . L. 0 e e e e e e 1 2 3 4 5
43. Rode public transportation . . . . . .. . .. .. ... EPUR | 2 3 4 5
44, Rented a-car . . . . . . .. e e e e h e e e et e e e e e e 1 2 3 4 5
45, MWent on a car trip over 50 miles for business’

or personal reasons . . . . .. 4. e e e e e e e e e 1 2 3 4 5
46. Returned an unsatisfactory product . . . . . . . . .. ... .. 12 3 4 5
47. "Worea wig . . . . . . L e e e e e e e e e e e e e a1 2 3 4 5
48. ‘Vent to the theater . . . . . . . e e e e e e e e e e e e e e 1 2 3 4 5
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SECTIOMN FII: PERSONAL CLOTHING BUYING PRACTICES

In this sectjon, I have Tisted some statements about your personal clothing buying practices.

After each statement, there are five numbers from 1-5. The higher the number, the more you
engage in this clothing buying practice. The lower the number, the less you engage in this
clothing buying practice. The numbers from 1-5 may be described as Tollows:

I never engage in this clothing buying practice

I seldom engage in this clothing buying practice

I sometimes engage in this clothing buying practice

[ fairly often engage in this clothing buying practice
I quite often engage in this clothing buying practice

0= Wy -

For each statement, please the number that best describes your feelings about the

statement. You may think many items are similar. Actually, no two items are exactly alike,
so be sure to circle one number for each statement.

Quite
) - Never Often
42T stop to Took at clothes even when .
, I am not planning to buy anything . . . .. . e e e e 1 2 3 4 5
2-"Before buying my clothes I "shop around” .
in several different stores . . . . . . . . .. .. ... 1 2 3 4 . 5
«3. 1 do my personal clothes shopping on a weekday during the day . 1 2 3 4 5
@f“rl do my personal clothes shopping on a weekday at night . . . . 1 2 3 4 5
wg: vp,do'my personal clothes shopping on the weekend during the day 1 2 3 4 5
gi 1 do my personal clothes shopping on the weekend at night . . . 1 2 3 4 5
%7, If 1 see a garment I 7ike in a store window,
- T justmaygoinand buy it . . . . . . .. . .o . o oL, 1 2 3 4 5
8. An attractive clothes display within a store
influences me to buy my clothes there . . . . . . . . . . Lo 2 3 4 5
g1 buy my. clothes in stores with self service . . . ... . . . .. 1 2 3 4 5
. I buy my clothes in stores with salesclerk assistance . . . . . 1 2 3 4 5
11. I appreciate advice from a salesclerk )
ws when I am buying my clothes . . . . . . . . . . ¢ o o L1 2 3 4 5
W12, -Magazine advertisements influence my choice
” of stores to buy my clothes . . . . . . . . . . . R | 2 3 4 5
¢ 13. Newspaper advertisements influence my choice
' of stores to buy my clothes . . . . . . . . . .. ... . 1 2 3 4 5
14, -Radio advertisements influence my choice
e of stores to buy my clothes . . . ... . . . % . ¢ . o . . 1 2 3 4 5
%I%. Television advertisements influence my choice
4 of stores to buy my clothes . . . . . ... . . . . .. . .. 1 2 3 4 5

7

1 \J6. I Tike a particular store and buy my clothes
there as a matter of habit . . . . . . .. .. .. .. .. 1 2 3 4 5
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18.
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Advice from friends influences my choice

of stores to buy clothes . . . . . . . . . ..

The attitudes of salesclerks influence my

shopping for ciothes at a particular store . .

“19. The store's. reputation or image

influences my shopping for clothes there . . .

o 20.‘ I wait until a store has a sale to buy my clothes .

- 21.

/

22.

23.
24.

25.
I 26

3
Y,
L

27.

The availibility of credit influences

1

I

I

I

I

I

my clothing buying at a particular store . . .

use bank credit cards (e.g.,YISA, Master Charge)
to buy my clothes . . . . . . . ... . . ...

use store charge accounts to buy my clothes . . .
use store lay-a-way plans to buy my clothes . . .

pay cash for my clothes . . . . . . . . . . . ..

check seams, zippers, and other construction
features before buying my clothes . . . . . .

buy clothes for myself that are easy to care for . .

28. I read care labels on clothes befors buj}ng them . .

o
"
e

294" The clothes I buy are the very latest style . . . .

30..<1 buy clothes that will stay in style

> ol

32.
33.

34.

37.

38.
39.

-t

—

I

for more than a year or two . . . . . . . ..

buy clothes with well known brand labels . . . .

buy clothes with comfort inmind . . . . . . . .

read fiber content labels on clothes
before buying them . . . . . . . . . . . ..

buy ciothes and accessories that
are easy to "mix and match" . . . . . . . ..

buy clothes that can be worn all seasons . . . . .

update my wardrobe by biying new accessories (e.g.

Never

,belts,

costume jeweiry, etc) rather than buy new outfits . . . . . 1

try to buy clothes that are reasonabiy oriced . .

When shopping for ciothes I am a bargain hunter . .

When I am disappointed in-the way a garment wears I take it
) back to the store where I bought it and voice my complaint .

Quite
Often
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Below I have listed some questions about your personal clothing buying practices. Place a
check (¢”) in front of the answer that best describes your personal clothing buying practice
for each question.

40. How do you acquire most of your personal clothing?

Buy ready-to-wear from retail stores
_Receive as gifts
~ Make my own
QOther
(specify)

41. Where do you buy most of your clothes?

Department stores (e.g., Woodies, Hechts, Garfinckel’, Korvettes)
Discount stores (e.g., Woolco, Zayres, Memco)
Specialty stores and boutiques (e.g., Casual Corners, L. Franks,

Joseph Harris, Phillipsborn)
Secondhand clothing stores
Other
(specify)

42. In which-of the following store locations do you buy most of your clothes?

Stores located in a suburban shopping center
Stores located in the downtown area of the city
Other :

(specify)

*
.

43. VWhich of the following best describes your usual buying pattern
for an item of clothing that normally costs less than $25?

1 buy at the beginning of each season (Fall, Winter, Spring, Summer)
I buy at clearance sale at the end of each season

I buy as I need

I buy on impulse

Other
(specify)

{111

44, ‘hich of the following best describes your usual buying pattern
for an item of clothing that normally costs $25-$50?

I buy at the beginning of each season (Fall, Winter, Spring, Summer)
I buy at clearance sale at the end of each season

I buy as I need

I buy on impulse

Other
{specify)

1]

45, Which of the following best describes your usual buying pattern
for an item of clothing that normally costs more than $302

I buy at the beginning of each season (Fall, Winter, Spring, Summer)
I buy at clearance sale at the end of each season

I buy as I need

I buy on impuise

Other
{specify)}

il




154 .

SECTION 1V: - BACKGROUND INFORMATION -

I need a Tittle information about you to analyze this data. Remember this is not a test.
Your identity will remain anonymous. Please place a check {¢) in front of tne most
correct respaonse for each of the following items.

10.

1.

Race or ethnic origin

White Hispanic Asian
Black American Indian Other
(specify)

What is your age?
Highest level of educational attainment

1-8th grade College graduate
1-3 years of high schaol Master's Degree
High school graduate Doctorate Degree
2 year college associate degree Other advanced college degree
1-3 Jears of college/technical school (specify)

i

Present marital status

Married Single, never married Other (e.g.,common law,
Widowed® Divorced/Separated cohabitation, etc. please
' specify)

_How many people are in your houszhold (including yourself)?

How many people are dependent on your earnings for °
. ane-hal¥ or more of their support {do not include yourself)?

Your personal total yearly income before iaxes

Under 35,000 $10,000-14,999 $25,000-29,999 $50,000-59,599
$5,000-6,999 $15,000-19,999 $30,000-39,999 $60,000-69,999
$7,000-9,999 $20,000-24,999 $40,000-49,999 . $70,000 and above

Combined total yearly income before taxes of all members of your household

Under $5,000 $10,000-14,999 $25,000-29,999 $50,000-59,959
$5,000-6,999 $15,000-19,999 $30,000-39,999 $60,000-69,999
$7,000-9,999 $20,000-24,999 $40,000-49,3999 $70,000 and above

Location of your home

' Urban Suburban Rural
Employment. status (outside the home)

Full-time Part-time Other
Retired Not employed - {specify)

What is your job title and briefly describe your present occupation

THANK YOU !




APPENDIX B

PROFESSIONAL WOMEN'S ORGANIZATIONS IN THE
WASHINGTON, D.C. METROPOLITAN AREA
THAT PARTICIPATED IN THE STUDY
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(1) District of Columbia State Federation of Business and
Professional Women's Clubs

Capital Club

Chevy Chase Club
Cosmopolitan Club A
District of Columbia Club
Friendship Club
Georgetown Club

Pendulum Club

Potomac Club

Southeast Club

Also attended State Federation Convention--Washington, D.C.
(2) National Association of Negro Business and Professional
Women's Clubs, Inc.

BPW League
Century Club

Also attended Mid-Atlantic 13th Annual District Conference--
Washington, D.C.
(3) Federally Employed Women
D.C. Chapter
Northern Virginia Chapter
Pentagon I Chapter

Southwest D.C. Chapter
Suburban Maryland Chapter

(4) National Organization of Women Business Owners
(5) Washington Women's Executive Group
(6) Network

(7)  National Hookup of Black Women



APPENDIX C

DEMOGRAPHIC COMPARISON OF EMPLOYED
BLACK AND WHITE WOMEN RESPONDENTS

DESCRIPTION OF WHITE COLLAR
OCCUPATIONAL CATEGORIES

WHITE COLLAR OCCUPATIONAL COMPARISON BETWEEN
EMPLOYED BLACK AND WHITE WOMEN RESPONDENTS
IN THE WASHINGTON, D.C. SMSA AND THE U.S.
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TABLE (i

DEMOGRAPHIC COMPARISON OF

EMPLOYED BLACK AND WHITE
WOMEN RESPONDENTS

Employed Employed
Demographics : Black Women “hite Women
(N=239) {N=239)
Age:” =
e:
18-24 years 8.1% 6.7%
25-34 years 46.6 31.9
35-44 years 22.9 25.6
45-54 years 16.5 17.6
55-64 years 5.5 16.0
65-69 years 2.4 2.1
Median age 33 years 38 years
*
Education:
1-8th grade 0.4% 0.0%
1-3 years of high school 0.4 g.0
High school graduate 10.5 17.2
2 year college associate degree 11.3 9.2
1-3 years of college/technical school 28.0 18.4
College graduate 25.1 25.1
Mastar's Degree 18.3 22.6
Doctorate Degree 2.1 5.4
Other advanced college degree 2.9 2.1
Median educational attainment 1-3 years college/ College
: Technical School Graduate
%
Occupational Categories: -
Professional, Technical 47.9% 41.2%
and Kindred Workers
Managers Administrators, 19.1 29.6
and Officals (except farm)
Clerical and Kindred workers . 31.7 25.8
Sales and Kindred Workers 1.3 0.9
Marital Status:
Single, never married 23.8% 27.2%
Married 47.3 36.8
Divorced/Separated 21.3 23.4
Widowed 5.0 8.4
Other (e.g., common law, 2.5 4.2
cohabitation, etc. )
%
Household Size
(Self included):
One 20.9% 40.9%
Two 27.7 33.3
Three 22.6 13.1
~ Four 16.6 8.4
Five . 9.4 2.5
Six 1.7 1.3
Seven 1.3 0.0
Eight 0.0 0.4
Median household size 3 people 2 people
*

Significance level {p < .05)



159

TABLE C1 (CONTINUED)

Employed Employed
Demographics : Black Women White Women
{N=239) (N=239)
*
Dependents:
{Self not included):
Zero 45.0% 72.8%
One 27.6 14.2
Two 15.1 8.4
Three 8.0 2.1
Four . 2.1 2.1
Five i 0.8 0.4
Six 0.0 ¢.0
0.4 0.0
Median Number of dependents 1 person none
*
Personal Yearly Income
{before taxes}:
~Under $10,000 10.1% 7.5%
$10,000-14,999 32.4 21.8
$15,000-19,999 27.3 23.8
$20,000-24,999 13.0 18.8
$25,000-29,9399 6.3 10.0
$30,000-39,999 8.4 13.4
$40,000-49,999 2.1 2.9
$50,000-59,999 0.0 1.7
. $60,000-69,999 0.0 0.0
$70,000 and above 0.4 0.0
Median personal yearly income $15,000-19,999 $15,000-19,999
Household Total Yearly
Income (before taxes):
Under $10,000 2.2% 3.5%
$10,000-14,999 14.0 10.0
$15,000-19,999 12.7 14.4
$20,000-24,999 12.3 11.8
$25,000-29,999 14.0 13.5
$30,000-39,999 21.1 18.3
$40,000-49,999 ! 11.8 13.5
$50,000-59,999 7.0 7.0
$60,000-69,999 3.1 3.9
$70,000-and above 1.8 3.9
Median nousehold total yearly $39,000-39,999 $30,000-39,999
income
*
Home Location:
Urban 43.6% 32.8%
Suburban 55.1 63.4
Rural ‘ 1.3 3.8

*Signifﬁcance level (p < .05)
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TABLE C2

DESCRIPTION OF WHITE COLLAR
OCCUPATIONAL CATEGORIES

Occupational
Category Description

Professional, Technical
and Kindred Workers

Professional Occupations requiring either college gradua-
tion or experience of such kind and amount as
to provide a comparable background. In-
cludes: accountants and auditors, airplane
pilots, and navigators, architects, artists,
chemists, designers, dietitians, editors,
engineers, lawyers, librarians, mathema-
ticians, natural scientists, registered
professional nurses, personnel and labor
relations workers, physical scientists,
physicians, social scientists, teachers,

and kindred workers.

Technicians Occupations requiring a combination of basic
scientific knowledge and manual skill which
can be obtained through about 2 years of
post high school education, such as is
offered in many technical institutes and
junior colleges, or through equivalent on-
the-job training. Includes: computer pro-
grammers and operators, drafters, engineer-
ing aides, junior engineers, mathematical
aides, Tlicensed, practical or vocational
nurses, photographers, radio operators,
scientific assistants, surveyors, technical
illustrators, technicians (medical, dental,
electronic, physical science), and kindred
workers. ' -

Source: Equal Employment Opportunity. Standard Form 100.
Employer Information Report EEO-1. (RCS: GAO No. B189541-R077).
U.S. Government Printing Office, 1978:5-6.
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TABLE C2 (CONTINUED)

Occupational
Category

Description

Managers, Administrators
and Officials (except
farm)

Occupations requiring administrative person-
nel who set broad policies, exercise over-
all responsibility for execution of these
policies, and direct individual departments
or special phases of a firm's operations.
Includes: officials, executives, middle
management, plant managers, department
managers, and superintendents, salaried
supervisors who are members of management,
purchasing agents and buyers, and kindred
workers.

Clerical and
Kindred Workers

IncTudes all clerical-type work regardiess
of level of difficulty, where the activities
are predominantly nonmanual though some
manual work not directly involved with al-
tering or transporting the products is in-
cluded. Includes: bookkeepers, cashiers,
collectors (bills and accounts), messengers
and office helpers, office machine opera-
tors, shipping and receiving clerks, steno-
graphers, typist and secretaries, tele-
graph and telephone operators, and kindred
workers.

Sales and Kindred
Workers

Occupations engaging wholly or primarily
in direct selling. Includes: advertising
agents and salesworkers, insurance agents
and brokers, real estate agents and
brokers, stock and bond salesworkers,
demonstrators, salesworkers and sales
clerks, grocery clerks and cashier-
checkers, and kindred workers.

Source: Equal Employment Opportunity. Standard Form 100.

Employer Information Report EEO-T. (RCS: GAO No. B189541-R077).
U.S. Government Printing Office, 1978:5-6.
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APPENDIX D

COMPARISON OF PERSONAL CLOTHING BUYING PRACTICES
BETWEEN EMPLOYED BLACK AND WHITE WOMEN
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TABLE E

CLOTHING BUYING DIMENSION

FACTOR
SCORING INTERPRETATIONS

Clothing
Buying
Dimensions

High Scorers

Low Scorers

(1) Utility

High scorers (+) more concerned
with utility features. Tend to
agree with the high positive
factor loading statements

Low scorers {-) less concerned
with utility features. Tend to
disagree with the high positive
factor loading statements

(2) Media High scorers (+) more influenced Low scorers (=) less influenced
Influence by media. Tend to agree with the | by media. More Tikely to dis-
high postive factor loading agree with the high positive
statements - factor loading statements
(3) Price . High scorers (-) more price Low scorers (+) price insensitive.
Sensitivity sensitive, looks for bargains, More 1ikely to disagree with high
sale, etc. More likely to agree negative factor loading state-
with high negative factor load- ments
ing statements
(4) Credit High scorers (-) more likely to Low scorers (+) more likely to
Usage use credit.  Agree with high pay cash for clothes and not use
negative factor loading state- credit. Agree with high posi-
CREDIT (-} ments tive factor loading statements
'
CASH  (+)

(8) Personal &
Store Infiu-

High scorers {(-) more influenced
by friends, sales clerks and

Low scorers (+) less influenced
by friends, sales clerks, store

ences store reputation. More likely reputation. More likely to
to agree with the high negative disagree with the high negative
factor loading statements factor loading statements
(6) Search High scorers (+) more search Low scorers (=) less search be-

behavior. More likely to
agree with the high positive
factor loading statements

havior. More 1ikely. to disagree
with the high positive factor
Toading statements

(7) Maintenance

High scorers (-) more interested
in maintenance. More likely to
agree with the high negative
factor loading statements

Low scorers (+) less interested
in maintenance. More likely to
disagree with the high negative
factor loading statements

(8) Time of Shopping

WEEKEND/DAY (-)
VS
WEEKDAY /DAY (+)

High scorers (-) shop more on the
weekend during the day. More
1ikely to agree with the high
negative factor loading state-
ments )

Low scorers (+) shop more on week-
days during: the day. More likely
to disagree with the high negative
factor loading statements
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TABLE £ (CONTINUED)

Clothing
Buying
Dimensions

High Scorers

Low Scorers

(9) Shopping
Assistance

High scorers {(+) more likely to
use sales clark assistance.
Agree with high positive factor
loading statements

Low scorers (-) more likely to
use self service. Agree with
high negative factor loading
statements

(10) Fashion
Interest

| High scorers (+) more interested

in fashion. More likely to agree
with the high positive factor
loading statements

Low scorers (-) less interestad
in fashion. More likely to dis-
agree with the high positive
factor loading statements

(11) Complaint
Behavior

High scorers (+) more likely to
complain. More likely to agree
with high positive factor load-
ing statements

Low scorers (-) less likely to
complain. More likely to dis-
agree with high positive factor
loading statements
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LIFE STYLE DIMENSIONS DERIVED FROM FACTOR ANALYSIS
OF ACTIVITY, INTEREST AND OPINION STATEMENTS
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TABLE F2

LIFE STYLE DIMENSION FACTOR

SCORING INTERPRETATIONS

Life Style
Dimensions

High Scorers

Low Scorers

(1) Community
Activist

High scorers (+) more community
active. More likely to agree
with high positive factor load-
ing statements

Low scorers (-) less community
active. More likely to disagree
with high positive factor loading
statements

(2) Homemaker
Ro}e

TRADITIONAL(+)
Vs
LIBERATED(-)

High scorers {(+) more traditional

homemakers. More 1ikely to agree

with high positive factor loading-
statements

Low scorers (-) more liberated,
non-traditional womens role
advocate. (e.g., advocate women
working outside the home). Agree
with high negative factor loading
statements '

(3) Future
Oriented

High scorers (-) more future
oriented. More likely to agree
with high negative factor load-
ing statements

Low scorers (+) less future
oriented. More likely to

agree with high positive factor
loading statements

(4) Cooking
Enthusiast

High scorers (-) more interested
in cooking. More likely to
agree with high negative factor
loading statements

Low scorers (+) less interested
in cooking. More 1ikely to use
convenience foods. Tend to
agree with high positive factor
loading statements

(5) Discontented

High scorers (+) more discon-
tented. More likely to agree
with high positive factor loading
statements

Low scorer§ (=)} less discontented.
More 1ikely to disagree with high
positive factor loading statements

(6) Shopping

High scorers (-) more interested

Low scorers (+) low interest in

Value in shopping value (enter contests,| shopping value. More likely to
special offers, etc.). More disagree with high negative factor
likely to agree with high loading statements
negative factor Toading state-
ments

(7) Seif High scorers (+) have a higher Low scorers {-) have a. lower

Cancept opinion of self, home, ¢lothing. opinion of self, home, clothing.

More Tikely to agree with high
positive factor loading state-
ments

Feel they eat more than they
should, feel cleaning home an un-
pleasant task. Agree with high
negative factor loading statements
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TABLE F2 (CONTINUED)

Life Style
Dimensions

High Scorers

Low Scorers

(8) Success/
Security

High scorers (-) more interested
in success and security.  More
1ikely to agree with high nega-
tive factor loading statements

Low scorers (+) less interested
in success and security. More
Tikely to disagree with high
negative factor Toading state-
ments

(9) Alcohol

High scorers (+) tend to consume

Low scorers (-) tend to consume

Consumption more alcohol. More likely to less alcohol. More 1ikely to
agree with high positive factor disagree with high positive
Toading statements factor Toading statements
(10) Money High scorers {(-) tend to be ‘Low scorers (+) tend to be savers
Orientation spenders instead of savers, are and more confident about tipping.

SPENDING{-)
'S
SAVING({+)

less confident about tipping.
More likely to agree with high
negative factor loading state-
ments

More 1ikely to disagree with high
negativeé factor loading state-
ments

(11) Leadership

High scorers (-) are more likely

to be self confident, consider

themselves leaders and creative.

More Tikely to agree with high

negative factor loading state-
_ments

Low scorers {+)} less self confi-
dent, do not consider themselves
leaders and creative. More likely
to disagree with high negative
factor loading statements

(12) Family
Financial
Management

High scorers (+) believe prices
will increase, believe in egali-
tarian husband-wife purchasing
decisions; believe stock market
risky. More likely to agree
with high positive factor load-
ing statements

Low-scorers (-} tand to be less
concarned about price increases
and egalitarian husband-wife
purchasing beliefs, feel stock
market less risky. More likely
to disagree with high positive
factor loading statements

(13) Urbanite
URBAN (+)

Vs
RURAL(~)

High scorers (+) prefer urban
living. Tend to agree with
high positive factor loading
statements

Low scorers (-) prefer rural
living. Tend to agree with high
negative factor loading state-

ments

(14} Income.
Security

SECURE (+)
VS
INSECURE(-)

High scorers (+) feel family
income high encugh to satisfy
most desires. Tend to agree
with high positive factor
loading statements

Low scorers (-) check prices on
smail items and feel family
heavily in debt. More likely to.
agree with high negative factor
loading statements )
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TABLE F2k(CONTINUED)

Life Style
Dimensions

High Scorers

Low Scorers

(15) Cautious
Planner

High scorers (+) plan more and
don't take chances. More likeiy
to agree with high positive factor
Toading statements

Ltow scorers {-) tend to plan less
and take more chances. More
1ikely to disagree with nhigh
positive factor loading statements

(16) Household

High scorers (-) shopped for

Low scorers (+) less interested

Concerns clothes, household items & in shopping for ciothes, house-
worked on hcome projects more. hold items, etc. Tend to dis-
Tend to agree with -high nega- agree with the high negative
tive factor loading statements factor loading statements
(17) Arts High scorers (+) tend to go to Low scorers (-) not arts
Enthusiast theater, art galiery, classical enthusiasts. More 1ikely to dis-
concerts, etc. More likely to agree with high pasitive factor
agree with high positive factor loading statements
loading statements
(18) Media High scorers (+) tend to be more Low scorers (-) feel television
Interest interested in magazines than is their primary form of enter-
television. More likely to agree | tainment. More likely to agree
MAGAZINES(+) with high positive factor loading | with high negative factor loading
'S statements statements

TELEVISION(-)

(19} Solitary
Activities

High scorers (+) tend to engage
in solitary activities like
doing crossword puzzles. More
likely to agree with high posi-
tive factor Tloading statements

Low scorers (-) tend not to en-

gage in solitary type activities.
More 1ikely to disagree with high
positive factor Toading statements

(20) Travel
Proneness

High scorers (-) tend to travel
more. Agree with high negative
statements

Low scorers (+) tend to travel
less. Disagree with high negative
statements

(21) Leisure

High scorers (-) tend to believe
they have more spare time than
they need. More likely to

agree with high negative factor
loading statements

Low scorers {+) tend to believe
they have 1ittle spare time.

More 1ikely to disagree with high
negative factor loading statements

(22) Swinger
SWINGER(+)
)
HOMEBODY (-)

High scorers. (+) are swingers.
Tend to T1ike big parties, like
going gut, think of themselves
as.swingers, etc. More likely
to agree with high positive
factor Toading statements

Low scorers (-) are homebodies.
Tend to dislike big parties, dis-
like going out, feel they are
homebodies, etc. More 1ikely to
agree with high negative factor
loading statements
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TABLE F2 (CONTINUED)

Life Style
Dimensions

High Scorers

Low Scorers

(23) Sports”
Activist

High scorers (+) tend to parti-
cipate in active sports like
skiiing, tennis, etc. More
likely to agree with high
positive factor loading
statements

Low scorers (-) do not tend to
participate in active sports.

More 1ikely to disagree with high
positive factor loading statements

(24) Qutdoor

High scorers (+) tend to go on

Low scorers (-) do not tend to go

Life picnics, camping, cook out- on picnics, camping, cook out-
doors frequently. More likely doors. More likely to disagree
to agree with high positive factor| with high positive factor loading
loading statements statements

(25) Diet High scorers (-) buy more .low Low scorers (+) tend not to buy

Conscionsness calorie foods and are more Tow calorie foods and are less

weight conscious. Tend to
agree with high negative factor
loading statements

weight conscious. More Tikely to
disagree with high negative factor
loading statements




APPENDIX G -

COMPARISON OF LIFE STYLE DIMENSIONS, RACE AND OTHER DEMO-
GRAPHICS ACROSS FOUR CLOTHING BUYING STYLE GROUPS
USING DIRECT MULTIPLE DISCRIMINANT ANALYSIS

GROUP CENTROIDS OF FOUR CLOTHING BUYING STYLE GROUPS
IN DIRECT MULTIPLE DISCRIMINANT ANALYSIS
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TABLE Gl

COMPARISON OF LIFE STYLE DIMENSIONS, RACE AND OTHER DEMOGRAPHICS
ACROSS FQUR CLOTHING BUYING STYLE GROUPS USING
DIRECT MULTIPLE DISCRIMINANT ANALYSIS

Clothing Buying Styles

Cluster 1 Cluster 2 Cluster 3 Cluster 4 TOTAL

Discriminant (N=35) (N=187) ,(N=55) (N=84) (N=361)
Analysis Fashion Clothing Quality Economic
Preq1ctor Enthusiasts | Mainstreamers |Conservatives | Utilitarians
Variables X Rating { ¥ Rating | X Rating | X Rating | ¥  s.p.
Life Style
Dimensions:
(1) Community

Activist -.21 Low .09 High -.18 Moderate | .05 Moderate | .02 0.99
(2) Homemaker

Role .14 Moderate | -.14 Low .22 High .14 Moderate | .005 1.01
(3) Future :

Oriented : -.27 High .06 Moderate | .38 Low -.17 Moderate | .02 1.04
(4) Cocking

Enthusiast .12 Moderate | .05 Low .12 Moderate | .34 High -.03 0.97
(5) Discontented -.17 Low .06 Moderate | -.15 Low .10 High .02 1.02
(6) Shopping Value .55 Low -.06 Moderate | .03 Moderate |-.11 High .002 1.01
(7) Self Concept .14 High -.03 Moderate | -.18 Low | -.06 Moderate | -.04 1.03
(8) Success/Security .11 Moderate | -.04. High .22 Low .03 Moderate | .03 1.02
(9) Alcohol '

Consumption .14 High .13 High .13 High -.04 Low .06 1.01
(10) Money

Orientation -.28 High .03 Moderate | -.18 Moderate | .18 Low .003 1.00
(11} Leadership ~.01 Moderate | -.01 Moderate | -.09 High .07 Low -.005 1.02
(12) Family Financial

Management .03 High -.004Moderate | -.25 Low ~.07 Moderate: .05 1.04
(13) Urbanite .09 High .05 Moderate | .09 High -.13 Low .02 1.05

{14) Income .
Security .17 Moderate | -.01 Moderate .23 High - -.08 Low .03 1.01

(15) Cautious
Planner- .22 High .005Moderate; .10 Moderate| -.06 Low .02 - .99

(16) Household
Cancerns .48 Low -.06 Moderate | -.04 Moderate | -.23 High -.04 1.03

X = Variables 1-25 Cluster mean factor score; Variables 26-31 Cluster mean respanses
on demographics based on questionnaire coding

RATING = Variables 1-25 factor rafing (High, Moderate, Low) on each life style dimension;
Variables 26-31 rating on demographics

S.D. = Standard deviation
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TABLE G1 (CONTINUED)

Clothing Buying Styles
: Cluster 1 Cluster 2 Cluster 3 Cluster 4 TOTAL

Discriminant (N=35) (N=187) (N=55) (N=84) (N=361)
Analysis Fashion Clothing Quality Economic
Predictor Enthusiasts Mainstreamers [Conservatives | Utilitarians
Variables X Rating | X Rating | X _ Rating | X__ Rating | X__ S.D.
Life Style
Dimensions:
(17) Arts

Enthusiast -.30 Low .004 Moderate| .17 High -.03 Moderate | -.02 1.02
(18). Media

Interest -.08 Low .06 High -.08 Low .02. Moderate | .01 1.01
(19) Solitary

Activities -.02 Low -.08 Moderate |-.03 Moderate| .04 High -.02 T1.02
(20) Travel

Proneness .22 Law - .02 Moderate |-.33 High .10 Moderate| .01 1.01
(21) Leisure -.05 Moderate | .11 Low -.19 High .15 Low .OS 0.97
(22) Swinger .002 Moderate|-.11 Low . .30 High -.13 Low -.04 0.99
(23) Sports. \

Activist -.31 Low -.08 Moderate | .39 High -.06 Moderate| -.02 1.01
(24) Outdoor .

Life .14 Moderate |-.19 Low -.02 Moderate |, .20 High -.04 1.03
{25) Diet

Consciousness .07 Moderate | .02 Moderate | .10 Low -.15 High -.003 1.00
Race:
(26) Black vs. White 1.74 More’ 1.46 1.42 More 1.45 1.48 .50

Black White

Other
Demographics:
(27) Age 34.14 Youngest |[40.20 Oldest |[38.47 37.87 38.8 11.54
(28) Education 5.57 5.67 Highest | 5.55 5.04 Lowest 5.50 1.53
{29) Marital Status 1.97 More are| 2.40 2.44 More are 2,38 2.36 1.32

: Married Divorced
(30) Household Size 2.74 Largest | 2.25 Smallest| 2.25 2.60 2.38 1.33
(31) Household Total 6.77 Lowest 7.21 7.40 Highest| 6.79 7.10 2.18

Yeariy Income

X = Variables 1-25 Cluster mean factor score; Variables 26-31 Cluster mean responses
on demographics based on questionnaire coding

RATING = Variables 1-25 factor rating (High, Moderate, Low) on each T1ife style dimension;
Variables 26-31 rating on demographics

S.0. = Standard deviation



ST

TABLE G2

GROUP CENTROIDS OF FOUR CLOTHING BUYING STYLE GROUPS
IN DIRECT MULTIPLE DISCRIMINANT ANALYSIS

Clothing Buying Styles Discriminant Function
I ‘ II

Cluster 1
Fashion =71 -.99
Enthusiasts )

Cluster 2
Clothing .13 -.01
Mainstreamers

Cluster 3
Quality -.74 .63
Conservatives

Cluster 4

' Economic ' .50 A .03

Utilitarians
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than white. Conversely, a significantly larger proportion of the
"Quality Conservatives" group was white rather than black. The
"Clothing Mainstreamers" énd "Economic Utilitarians" groups both had
nearly equal black-white representation.

Hypothesis 3 was accepted since 17 of the 25 1ife style dimen-
sions were significant discriminators among the four clothing buying
style groups. The discriminant ahaTysis indicated that "Fashion En-
thusiasts" tended to be less interested in household concerns and were
not value oriented shoppers. "Quality Conservatives" considered them-
selves "Swingers" and were active in sports. "Clothing Mainstreamers"
tended to be very active in their communities. "Economic Utilitar-
ians" were money savers.

A major conglusion drawn from the study was that clothing purchése
‘behavior caﬁ be explained in terms of life sty1é and racial differ-

- ences. Although there were some racial differences in clothing buying
style group membership patterns more black and white women were simi-
lar, rather than different, in their clothing buying styles. The study
also illustrated that employed b]ack and white women can be success-
fully grouped or segmented on the basis of their clothing buying

styles.



