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ChapteruI'
- Introdnction

bBlack consumers‘heve,become increaeingly.impOrtant td"retai]éhs
in recent yearé as their inéomeS'have impnoved;'end‘merchants have
realized that sa]es to the1r black market customers have grown (Cox;_
‘Stafford & H1gg1nbotham 1972). In the 1970's adventlsements were i
h directed toward b]ack women (Vogue, 1975). Black models werevused:
in fashion shows; and pdpu]ar magazines such as GTamOurk(1975) used
f a black model envits cover bage. Manufacturers, such as Char]es of’»
the Riti (Glamour, p. 147) and Mary Quant (Vogue; p. 182) created
cosmetics especially for the black sk1n |
O]ad1pupo (1970) has stated that the ro]e of income has been
1gnored in exam1n1ng B]écks buy1ng behavior because their median
year]y income 1is muph»]ower than that ofvmhites,vinciuding Blacks
mith the same level ofkedueation.‘ Aecdrding to‘Bauer, Cunningham, &
’ WOrtze1-(1965), b1ack‘m0men are juSt es fashionrconscious as white“
women and as their 1ncomes 1ncrease they become even more aware
of it. v
- The majority of b1eck'women are not empToyed 1n the jabor force
'Just for pleasure; it is a necess1ty for them 'in the Dietriet ot
h Co]umb1a, 28,967 black fema]es were emp]oyed in bus1ness in 1973

(U S Equa] Emp]oyment Opportun1ty Comm1ss1on, 1975)



Status 1s def1ned as the p]ace of an 1nd1v1dua1 on-a sca]e of |
"prest1ge (Webster 1949,,p, 2463).{ Non~verba1,communjcators, such as
"c]oth1ng, areroften‘interpreted as fndicatorsvofﬂthe3standing of
1nd1v1dua1s on th1s sca]e (Horn, 1968 P ]12 Ryan, 1966 p 54)

As ear]y as 1912 Veb]en (19]2) presented h1s theory of consp1cuous
‘ consumpt1on, based on the 1dea that peop]e choose the1r c]oth1ng to
suggest their status to others |

But expend1ture on dress has th1s advantage over most

- other methods, that our apparel is a1ways in ev1dence :

and affords an indication of our pecuniary standing

to all observers at the first glance. It is also’

true that admitted expend1ture for display is more

- obviously present and is perhaps,.more universally
practiced in the matter of dress than in any other-
line of consumption. . . . probably at no other .

po1nt is the sense of shabb1ness so keenly felt. as it

is if we fall short of the standard set by soc1a]

usage in this matter .of dress (p. 119)

C]othlng has a symb011c funct1on 1n wh1ch 1t 1nd1cates the wearer's
~ status (Barber & Lobe1 -1952) Some peop]e fee] they have to dress to :
"'keep up- w1th the Joneses'" (Levy, Feldman, & Sasserath 1970 p 40),j’f
therefore, the clothes they buy must commun1cate a certa1n soc1a1
’status even thouqh somet1mes 1t is d1ff1cu1t for the purchasers to ':x‘;
tpay for them |
v B]acks often have been refused adm1ss1on to var1ous status sym--v
bo]s typ1ca] of Amer1can cu]ture wh1ch may be why they somet1mes use
compensatory dev1ces to raise se]f-esteem a1d status and concea]
the;traumat1c effects of a subord1nate pos1tJon (Fraz1er, 1957).

" Clothing along with housing, furniture, and cars,’mayvbeyone of the

preferred compensatory products‘because it is relatively inexpensive S



"and eas11y shown. ””As Horn (1968)-saidn»‘
V»Man s natura1 acqu1s1t1ve tendencies .can be seen in

his penchant for the accumulation of personal property,

and because of the portable nature of clothing, it is
- highly probable that such items became onevof the
: ear11est indices. of aman's wealth (p 15)' '
' Evans (1968) agreed that B]acks used c]oth1ng as a status symbo] and
~stated that they want . "the same brands, the same 1abels as they
1mag1ne the best wh1te Amer1cans have "

Numerous stud1es have 1nd1cated that c]oth1ng buy1ng pract1ces
of wh1te women are re]ated to soc1o-econom1c c]ass (Burns, 1964
Cotrone, 1967; H1cks, ]970 Kuehne & Creekmore, 1971), but s1m1]ar
informat1on about b]aek women is. lack1ng Some researchers (Bra-
| ‘guglia & Rosencranz, 1968 Hunter, 1967 K1tt1es, 1961) have cOmpared,'
shopp1ng pract1ces of b]ack women consumers w1th wh1te ‘women and
reported that ‘as. status of the B]acks 1ncreased the. va]ue they
‘vattached to c]oth1ng as a prest1ge symbol tended to decrease
- Black women: be]ong to two subcu]tures wh1ch makes them a unique

.market segment They are. part of the women 'S subcu1tura1 group and
-'at the same t1me they are of the b]ack race wh1ch 1s another sub-~

cu]ture An exp]orat1on of the c1oth1ng buy1ng pract1ces of employed

single b]ack women from d1fferent soc1o economic 1eve1s is needed to
| understand’the,faetors-1nf1uenc1ng thejr wardrobe p]annrng, methods
- of payment for.o1oth1n§, types'of stores_patrontzed”and'faetors

,influenoing_persona1 c]othing.se]ection.
v,Purposeb

The purpose ofdthis’research is to"comparepthe c]othing;binng_' -



;practices of emp]oyed 51ngie biack women be]onQing to different

soc1o-econom1c 1eveis,' It w111 prov1de information for apparel

’retai]ers,-especiaily those'whovare 1ocated'1n metropoiitan areas

with large black popuiations : Educators will find this research

heipfui to increase their understanding of those whom they teach‘

ObJective of Study

,1. To compare emp]oyed 51ngie b]ack women from different socio- economic

1evels 1n their persona] c]othing buying practices

A. vP]anning of purchases vt'x.'~

B. Stores patronized

1.
2.

type of store

factors 1nf1uenc1ng store se]ection

C. Methods of payment

D. Factors 1nf1uenc1ng personal cTOthing selection

1.
2.

shopping7companions‘

‘selection of name brands

store ‘image and salespeople

garment characteristics

2 “Hypothesis

There will be no significant differences in se1ected clothing

buying practices of empioyed 51ngie black women from different socio-

economic levels in re]ation to:

'T].__Planning of purchases

2. Stores'patronized



3. ‘Methods of payment

4. Factors infTuencing‘personal c10thing selection -



°FChaptertII
Reviewfof”titerature,fb

There has been very 11tt1e research about the c]oth1ng buy1ng
‘pract1ces of unmarr1ed b]ack women ; Some sources have reported the :
f authors' op1n1ons based on: the1r 11m1ted observat1ons obta1ned wh11e¥f
bfengaged in other 1nvest1gat1ons A few stud1es have compared the
_purchas1ng behav1or of wh1te and b]ack women but they appear to be
Tpr1mar11y concerned w1th 1ow 1ncome peop]e on]y (Bragug11a & Rosen—v

‘cranz, 1968 Hunter, ]967 K1tt1es, 1961) The review: of 11terature :
’d1scussed in th1s chapter w111 1nc1ude emp1r1ca1 data re]ated to :
v ( ) p]ann1ng of purchases, (b) types of stores patron1zed, (c)
?“methods of payment- for c]oth1ng, and (d) factors 1nf1uenc1ng persona]

v..cloth1ng select1on of- women E

’»P1anning szPurchases,

“' Unp]anned buy1ng versus p]anned buy1ng has been an 1mportant
visubJect to researchers (D Anton1 & Shenson 1973 Po]]ay, 1968)
~Stern (1962) be11eved that Unplanned buy1ng is Just another term for F“
- 1mpu1se buy1ng "~ He stated that when a consumer d1d not p]an pur- .‘
chases, he or she rea]]y performed three d1fferent 1eve1s of 1mpu1seff“
'(buy1ng wh1ch he exp]a1ned as ‘b |

1. ""pure 1mpu]se buy1ng" wh1ch occurs when an "escape purchase

is made by the consumer in an effort to 1mprove persona] mora]e



F:'Z, ‘“reminder 1mpuTse buying" whtchvhappens when the consumer

remembers prev1ous 1nformat1on that br1ngs on a purchase ”

3. p]anned 1mpu1se purcha51ng" which happens when the consumer_”
goes to a store only because of spec1a1 sa]es and 1ow prices.

L1tt]e research has been done concern1ng the p]ann1ng by em--
p]oyed s1ng]e b]ack women,” in- the 1abor force, before purchas1ng
~c1oth1ng. Some reports, however, have 1nvest1gated the p]ann1ng
of purchases of'non-c]othing'merchandise. | v " |
| The degreevto which a shopper huysdfood on‘impulse was studied
by Kollat & wiTlett (1967). ‘They’had an experimenta]tgrOUp which
d1d not have a shopp1ng 11st and a control group wh1ch did have.
WOmen w1th prepared shopp1ng lists of more than f1fteen products had

a lower percentage of unp1anned purchases than women w1th shorter
11sts or no T1sts‘at a11, No 1nformat1on was g1ven about the1r

marital status or'rac1a1 background It 1s st111 quest1onab1e as .

’_'to whether women base the1r p]ann1ng of purchases for food items on

the same factors as they do when buy1ng c]oth1ng

Unp]anned buy1ng of c]oth1ng by 780 women in two types of retail
establishments, a d1scount store and a department store, was stud1edt'
by Prasad (1975)f Data showed that the percentage of unp]anned buy-v
v 1ng.wasdhtgher_for”dtscount store_consumers thanJamOng'department
storeIShoppers. Unfortunate1y;hspecific ttems most,often'purchased‘
'rorAdetai]s,about the women‘svpersonatvcharacteristtcs‘werevnot indie
* cated. | | | o |

Lockeman (1973) studied the qualities that 131 white women



fespondents pre-p]anned before buying shoes. - Data indicated that they.
~ planned to select items based on cdmfort, fit, sizé,‘style, and ap-
pearancé. Later, Newman and Lockeman (1975) equated survey methods, -
‘both personal interview and mailed queétibnnaires, with the observa-
tion method of studying women's buying of shoes. Their findings
suggested that the consumer knows from the beginning what she plans
to purchase and the.qua1it1es the items must possess.

An investigation was done by Stone, Form, & Strahan (1954) on
decisions made while shopping for clothes. Their sample consisted
- of more than 100 married couples residing in a,south-centra1‘Michigan
- city. The Targest proportion of the.samp1e combined c1oth1ng buying
with the purchasing of groceries, paying of bills, and‘buying of other
household items, which suggests that these items of apparel may have
béen bought with very ]itt]e pre;p1anning. | |

A study of 380 women in four cities in the northéastérn part qf the
United States (Whitlock, Ayres, & Ryan, 1959) found that one-thffa
of the respondents had browsed in other stores before buying a blouse.
This imp]ied‘that these purchasers tended to do comparative shopping
before making their selections. ’ .

‘Stone and Form (1957), in their studybof Vansburg women: from all
socio-economic classes, found that the middle class group knew bre¥
cisely what it planned to purchase when shopping for clothing. The
upper class and the Tower ciass groups were unsure of the c]dthing
items they wanted to purchase.

Some research has investigated particular factors p]énned prior



to buy1ng ch11dren S and adolescents C1othing It qenera]ly 1nd1-‘
cates that f1t sty]e co]or and pr1ce of garments is often pre-
:p]anned (Mayer 1957 Mead 1957 Ryan, 1965 Shaffer 1965) . Jacobt
and Wa1ters (1958) stud1ed consumer dress buy1ng behav1or and sug-
'ygested that at the t1me when a woman makes a purchase she has a]ready
| 11m1ted her cho1ces by reduc1ng the number of acceptab]e 1tems in

R terms of pr1ce and sty]e | | | ” o o

The behav1or of 306 women who were shopp1ng in a b]ouse depart-.
| jment~was studied by Horn1ngv(1961) Data revea]ed that the 137 non-

| purchasers 1nqu1red about fabr1c, sty]e co]or and f1ber more fre-

quent]y than the 169 who actual]y bought a b]ouse Th1s may 1nd1cate '_:5,t~

that the women who did. not purchase a b]ouse pre p1anned the factors

1athey 1ooked for and were. not sat1sf1ed W1th the cho1ces avaw]ab]e
Research»was done by=Sm1th (1974) w1th a samp]e of ]44 b]ack pro-

fess1ona1 women 1n South Lou151ana : A]] respondents he]d e1ther a .

‘ Bache]or of Sc1ence degree, Master of Sc1ence degree or educat1on

'beyond a Master S degree Ev1dence showed that approx1mate]y three-"

~fourths of the samp]e pre- p]anned the1r purchases

vii_ iypes,of Stores'Patronizedup;

There are a var1ety of reta11 out]ets wh1ch serve the c]oth1ng
}’demands of many types of consumers. Department stores, spec1a1ty

: stores d1scount stores ma11 order and magaz1nes or d1rect ma1] ap- &
‘jproaches are_sources estabtjshed to.meettcustomers_ wantsvand needs.

Stanton.(1975)»and Troxell & Judei]e (1971) agreed-that'to‘be -
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v considered a department Store, the‘Store must have a mindmum Of.twentye
~ five emp]oyees ‘clothing and soft goods must represent 20 per cent of
;the total sa]es vo1ume and furn1ture, app11ances, household 11nens,
home furn1sh1ngs, and dry goods must be 1nc1uded in the store's mer—
chand1se A spec1a1ty store carries a 11m1ted var1ety of products
"such as womens sportswear, m1111nery, or matern1ty apparel A d1s—t

count store (The D1scount Merchand1ser 1967) is a "departmenta]ized

reta11 estab11shment ut111z1ng ‘many se1f service techn1ques to se]]v
'hard goods, hea]th and beauty a1ds, appare] and other soft goods,
, and other genera] merchand1se ' Rachman and Kemp (1963) reported
that ‘the d1scount store fasc1nates purchasers because of 1ts "1ower-
‘than- average markup, wh1ch makes it compete aga1nst other types of
stores when it comes to pr1ce " 3 ,

we11an (1966) 1nvest1gated the shopp1ng pract1ces of thirty-five
' ma]e execut1ves and found that they patron1zed men's spec1a1ty stores
} and department stores, exc]us1vely Unmarr1ed~execut1ves shopped
. in spec1a]ty shops more than marr1ed execut1ves ’ Married»men and
's1ngle men were compared 1n St1vers (1974) study of 400 males aga1nst
the types of stores they patron1zed Data indicated that the»s1ng1e
men patron1zed spec1a1ty stores'more than the married'men.' The‘ques~‘
t1on rema1ns whether fema1es, particuTar1y'emp1oyed'sing]e black |
fema]es from d1fferent soc1o econom1c 1evels wou]d have a s1m11ar
purchas1ng behav1or pattern. |

The c1oth1ng buying pract1ces of Tow-income women have been in-

'vestigated_byvsome'reSearchers.» Stender (1969)_studied the stores
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patronized_by‘seventy-five white, 10weinoome-WQmen. The'retailv
‘v'sources'they used were 1n theifoTTowing descend{ng order:,‘depart-7
S et stores, discount stores, and variety'stores.v X |

The shopping behavior of 652 aduTt COnsumers who TTVed in a
'coTTege town in New York was 1nvest1gated by Dardis and Sandler :
(1967). Data 1nd1cated that price was the maJor factor wh1ch causedv_'
‘these adults1to shop in discount stores. They also did a Tot of
comparative shopping beforedmaking a~purohase.v;

Rogers (1970) cOmpared.the wardrobes of 210 femaTes;_fromithree
ethn1c groups, attend1ng Texas Women's Un1vers1ty The groups. in-

. vo]ved were the Afro Amer1cans, Ang]o Amer1cans and Latin-Americans.
. The department store was. the most frequented retail out]et of aTT
three ethnlc groups | ‘ |

It was reported in CTothes Magaz1ne (1970) that'stores patronized
by b]acks are un11ke the reta11 estab11shments shopped by wh1tes In
_-urbanpareas, blacks shopped»Tn cha1n and d1scount'stores which are
'seTffservTce resources rather‘than department and speciaTty stores.
NorspecificfdetaiTs'abOUt the¢occupation-and socierconomicheueT of .
:these women were given. | .7 - | | _

A study by Bragug]1a and Rosencranz (1968) of forty white women
and forty black women from CoTumb1a ‘Missouri, indicated that both |
groups patron1zed}department~stores morevthan,any other typevof re-
”tailer. A1l eighty:WOmen:respondentsvwere from_ai]ow socio-economicf',
“level. | |

More than half of Smith's (1974)‘b1ackaamp1e shopped in
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' ndepartmentvand Spéeia1ty‘st0res Most of the profess1ona] women under]ulv

'1the age of th1rty bought ready to wear appare] 1n cha1n stores wh11e

"A: those over- th1rty went to department and spec1alty stores for the1r B

'__c]othes

Two researchers (Fe]dman & Star, 1968) studied'mat}border;ShOpf

p1ng of 760 wh1te and 240 non- wh1te part1c1pants ~Data revea1ed that .ff~'

the wh1tes shopped by mail or phone tw1ce as much as the non wh1tes
For each race, as 1ncome 1ncreased cata]og purchas1ng and order1ng by

”te]ephone appeared to 1ncrease

"Methods otiPayment

Cash and cred1t are two methods used to pay for c]oth1ng Cred1t-

: 1n the form of a debt 1s 1nvo1ved whenever cash goods or. serv1ces

"_'are prov1ded on a prom1se to pay at a future date" (Wannke W1]11e,

WTlson &,Eyster,v1971).v In ]968 the-most frequent]y used credit in

-.L Order of vo1ume’0f-sa1es'was‘ (a) 1ndependent p]ans of 1nd1v1dua1 p?*

‘reta11ers, (b) cred1t p1ans of dom1nant department stores, (c) cred1t o
~card p]ans of gaso11ne compan1es,»(d) bank cred1t card p]ans, and e
.ﬂ(e) trave] and. enterta1nment cred1t card p1ans (Board'of Governors "‘
'_of the Federa1 Reserve 1968) ‘ It appears that the growth of- the ”t'.
cred1t purchas1ng power of consumers has compe]]ed most reta11ers to ]
} make some- kind of cred1t ava11ab1e to the1r customers

" Bank cred1t cards have been noted as an 1mportant factor 1n
‘dAmecha‘s_cred1t In 1970 the two maJor bank cred1t cards were

‘MasterfCharge,andeank Amer1card (O Neil, 1970) More than 6,000. ,
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banks 1n the Un1ted States have 1ssued these and c1a1med over twenty

: m1111on card ho]ders

Wh1te (1975) 1nvest1gated some of the reasons that consumers 1n

'c,a ]arge c1ty dec1de to use. bank cred1t cards. In his samp]e of 649

.ﬂ wh1te and non wh1te adu]ts, a]] fam1]y un1ts had e1ther a check1ng
vaccount or bank cred1t cards or both Resu]ts 1nd1cated that race

was an 1mportant factor as to whether they had bank cred1t cards or h .
not. The non- wh1tes used bank credit cards more than whites. | Non-.t

§ wh1tes tended to feed that us1ng cred1t was’ much cheaper than pay1ng
w1th cash because they were not expected to pay the full cost of 1tems
at t1me of purchase, they pa1d sma]] amounts. at a t1me on the1r charge
{ ba]ances and d1d not perce1ve the h1gh cost of 1nterest rates Data

' also suggested that non- wh1tes have troub]e cash1ng checks and there-_
iifore were more 11ke1y to use cred1t cards |

A An exam1nat10n of how a consumer E soc1a1 c]ass influences. h1s

;’use of bank cred1t cards was done by Matthews and S]ocum (1969) . -

t'thousand n1nety-s1x.part1c1pants-from the‘1ower,.m1dd1e andfupper

o c]asses werevsent mailed questiOnnaires' Major'findings showed that

the ]ower c]ass part1c1pants used the1r cards for 1nsta11ment payments“ o

and the . upper c1ass group used the1r cards for conven1ence purposes
'Insta11ment card ho]ders 1ooked for stores that accepted the1r cards
>No persona] 1nformat1on concern1ng race or ‘Sex was g1ven about the :
’samp]e - | . S : | ) .

The use of commerc1a1 bank cred1t cards in re]at1on to the

conisumer's life style.was‘stud1ed by_PTummer (1971). His samp]e
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consisted of 858 women and 987 men but their racial background was
not given. The most frequent credit card users were those who were
middle-aged, had a higher income, a better education and he1d a pro-
fessional job. |
o - One study reported that credit cards were owned by more blacks
than whites (Cox, Stafford & Higginbotham, 1972). Thus, the re-
searcheré felt that the market for gasoline credit cards was divided
according to the race factor and not on the basis of income. Depart-
ment store credit was also investigated in this study, and data indi-
cated fhat the stofes' management reviewed the;app1icants as to their
capébi]ity of paying in relation to income rather than race.

Rogers' (1970) comparison of wardrobes‘bf college girls fkdm_
three ethnic groups found cash was the most often used method of pay-
ment for all of them. The second choice of payment which they selected -
varied: the Afro-Americans used layaways; Ang]o-Amerfcans chose check-
.'ing accounts; Latin-Americans preferred using charge accounts.

In_Orr's (1973) research of twehtyffive, 1ow-1n¢ome families,
findings indicated that all of them used cash 100 per cent of the time
~when clothing was purchased. Two families in the study sometimes used
a layaway plan also. |

About fifty per cent of the black professional women in Smifh's
(1974) reseaféh used both cash and store charge accounts as methods of
payment for their personal c]othing. Half of the total sample also

“used layaway plans to obtain their clothing.
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Factors Influencfng Persona1.C]othing,Selection

”Winakor((1969)”has sugges ted specific factors which_ihf]uence the
rate of clothing'consumption"»She stated that age of the consumer,'
: va]ues, goals, equ1pment used for c10th1ng upkeep, and quant1ty and

qua]1ty of c]oth1ng tend to ‘be 1mportant determ1nants

,Soc1a] Inf]uence

Burnkrant & Cous1neau (1975) stud1ed the 1mportance of soc1a1
‘1nf1uence on buy1ng behav1or of 1nstant coffee - The samp]e cons1sted.,
of 143 undergraduate male students who attended the Un1vers1ty of
I11inois. and 1111no1s State Un1vers1ty Datarshowed that the indi-
v1dua1 s cho1ce of products was 1nf1uenced by what others thought
After others vo1ced a favorab]e Judgment about the product the con-

sumer's onn op1n1on was re1nforced more favorab]y,

Brand Names and Garment Character1st1cs

The thirty- f1ve male execut1ves 1n We11an S (1966) study indi-
cated that fash1on comfort and economy were of descendlng 1mportancey
1n.se1ect1ng their appare]_wh1ch suggests‘that these men_w111 keep up
| with»tashion'no matter what e]se theybhaVe to giye up. Males intthev :
T1me/Hystron (1969) study stated the fo]]ow1ng factors 1nf1uenced ‘v
the1r c]oth1ng se]ect1ons magaz1nes, fam11y or fr1ends, store d1s- ‘
bplays, and sa]espeop]e e1ghty three per cent said that brand names "
za1so were 1mportant in the1r se]ect1on of c]oth1ng |
Engen (1957) 1nvest1gated the buy1ng hab1ts of f1fty co]]ege

males. Their reasons for se]ect1ng their clothing were in the
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following descending order: general appearance of gannent, becoming-
ness,-sditabi]ity, serviceability, comfort, approval of friends and
cost. |

“> - The use of brand named garments by 178 college sorority women
was examined by Phillips-(1966). Data indicated that brand names.
were ranked high in regard to their personaT clothing choices because
this 1dehtification gave a garment a specific image in relation to
fashion and status. |

Research of the buying practices of college girls by Lee (1960)
showed that factdrs such as sty1e, éo]or, workmanship and fabric were
their main deterﬁinants 1n‘choosing a garment. OVer half of these
respondents.a1so»1ooked at garment 1abe1s when making their selections.

The clothing expenditures of 75 college freshmen women was in-
vestigated by Hoffman (1960). Respondents indicated that need was
the main factor that influenced their selection of c1§thing.

It was found in Orr's (1973) study of Tow-income families that
ihe main reason for purchasing new clothing was to replace old, worn
garments for both adults and children. It apbears that the major
factor concerning these families was need.

In a comparison of Black and white low-income women, more whites
than Blacks knew the fiber contents of garments (Bragugiia & Rosen-
cranz, 1968). This suggests that fiber content was one of the lesser
_concerns‘of the black women or that they were less aware of its im-
‘Aportance.

Smith‘s (1974) Study reported that more than half of the b]ack
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.‘profess1ona1 women sa1d that comfort and appearance of a garment was

-more s1gn1f1cant to them than brand name and prest1ge

-.'Shoppjng Compan1ons

In the Northeast reg1ona1 study (]959) data showed.that about
~ one-fourth of the 380 women respondents shopped‘with a.companion.:
Ha]t of the individuals stated that they’frequently_took the advice ’
-of others when purchasing a blouse. A_majority of all ot.the women
said they particuiarly 11ked the advice‘of a salesclerk.

| Two- f]fths of the 100 marr1ed coup]es in Stone, Form. and Stra-
| han s (]954) study shopped for c]oth1ng-w1th other people most of the  -
“t1me of these two f1fths,vabout one- th1rd shopped w1th members of
their fam11y ‘ .

The c]oth1ng buy1ng hab1ts of 100 women attend1ng Ok]ahoma State H

University were studied by Perry and Norton (1970). Pr1ce, co]or and |
3 salespeop]e were the'mostbinfiuentiaT factors in their se]ection of
"c]oth1ng o | | |
Horn1ng S compar1son of purchasers and non- purchasers (1961)
1showed that the ]69 women who did buy a blouse were more inclined toj
| shop with compan1ons The 137 respondents who made no purchase

1ooked at more merchand1se d1sp1ays than the buyers did.



Chapter IIT
~ Procedure

’ Simi]ahities and différences‘among emp1oyed single b]ack‘women :

- from different socio- econom1c Tevels: 1n re]at1on ‘to their p]ann1ng of

purchases, types of stores patron1zed methods of payment and factors
-_1nf1uenc1ng persona] c]oth1ng se]ect1on were exp]ored in th1s study

" The procedure will be categor1zed 1nto four areas: selection of

o samp]e the 1nstrument co]]ect1on of data, and’ method of ana1ys1s of»

 data.

vSelectjon offSamp1e e

The samp]e for th1s study was 141 s1ng1e b]ack women between 18

' - and 40 years of ‘age. A]] of them were employed in various types of

>~fpositions 1n'Washtngton,.D.C., 1nc1ud1ng governmeht offices and busi-
nesses. ATthough,avconvenience_sample;_this group was considered,1ike1y
to indicate the apparel purchase behavior of single black women in

~general.

The Instrument

A sé]f—administered_questﬁonnaire‘(Appendix”A) was  developed to

A’j’collect the data because it permitted a larger sample than would have:-f

o been.feasib1e by’the interview method. Part I was concerned with the

women's c10thingv$hopping companions, the types of stores they

18
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' patronized,'and the type and amount of pre-planning they did before
makfng their Se]ectionsf' Questions:iﬁ Paft.II‘requeSted personal
information about the individuals. Part III ofvthe inétrument're1atéd
to queétions on clothing purchases. Pért IVvdeaﬂt with the methods

of payment’the women used for their personal clothing. Part V was
ﬁeveloped to investigate some of the soCio—psycho1ogicé] factors in-
~fluencing the respondehts' behavior under certain sﬁoppiﬁg situations.
Tozier's (1968) and Burns' (1964) quéstionnairés were used as guides in

déve]oping the instrument.

Pre-testing

The instrument wés'pre-tested with six black females. Three of
them were college studentsvathirginfa_Po]ytechnic_Instjtute and State
University, while the others were working womeh in BTaCksburg, Vfrginia.

lThey'were encouraged to make any suggéstions‘they thdught would better
prepare the 1nstrument'for other black women to respond to it. As a
résu]t Qf their responses and comments, slight chahgés;were made jn

the wording and organization of the questionnaire.

Collection of Data

Friends and working acquaintances of the researcher in Washington, .
D.C., were.persona]]y'contacted and their help,or that of their friends,
'jwas’requested in providing‘information for the study. Efforts were

made to include women from various socio-economic levels.. Respondents
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were given a copy of the questionnaire and asked to»comp]ete it at
theirvearliest convenience. If the women 1nd1cated they Were unab]e tov |
respond 1mmed1ate1y, a second visit was made to co]]ect the1r com-

- pleted questionnaire.

Method of Analysis Data‘ v

- The original data for each respondent were coded, and then punched-,;."

and verified on IBM cards for cOmputer analysis‘accOrding'to the‘chf
"square test Data were cons1dered stat1st1ca11y s1gn1f1cant at the |
f 05 1eve1 in th]s research ‘ a |
The McGu1re Wh1te Short Form Index of Soc1a1 Status (1955) ‘was
adapted to estab11sh the soc1o econom1c 1eve1 of each 1nd1v1dua1 © This
was based on each woman s occupat1on maJor source of 1ncome and edu-

"cat1on.



v'Chapter IV
Results and Discussion

Resﬁ]ts and dfs;ussidn of fhis research were‘based oh data col-
Tected, by means of a queSinnnairé, during‘fhe winter of 1975. Par-
ticipants in the study were 141 unmarried, blackbwomén, who. were
1emp]oyed in Washington, D.C. Their‘clothing buying practiCes were
fhvestigatéd;in relation to their socio-economic 1eve1; In this
chapter, the charétterisfics of the respondents. will be briefly de-
scribed, fo]Towed'by.an>éha1ysis of tbe-vériab]és'ih relation to
social class. TheSé variables were: }p1anh1ng of purchaseé, stores
patronized, methods of payméhts and factors'inf1dencing personal
.c1othing se]écfion. A chi-squqre’teSt of independence was.used»to
test these're1ationshipsf When the chi square fest could not be
' used; frequency tables shwang the number and percentage of respon-

dents.in each category were used as a method of evaluation.

Characteristics of the ReSpondents

A1l of the}141 single black women who pértiCipated in this ré—
search were between 18 and 40 yearSFOf age (Table 1).  The biggest
proportion of the respondenté (61.0 per éent) did not haVebany de-

pendents. A]thbuéh a very few of the women iﬁdicated that their

annual incomes were $16,000 or more, the 1argest proportion, or 41.1

21
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TABLE 1

AGE, NUMBER OF DEPENDENTS, AND INCOME RANGE

. _Respondents
Variable No. %
Age
. 18-20 13 9.2
21-25 42 298
26-30 37 26.2°
31-35 28 19.9
36-40 2 o 21 149
~ Total 141 100.0
Number of Dgpéhdents |
0 " 86 61.0
1 23 116.3
2 16 11.3
3 14 9.9
4 or more _ , 2 1.4
Total .1 99.9¢
- Income Range v ,
$ 4,000 - 8,000 58 411
8,000 - 12,000 42 298
112,000 - 16,000 23 16.3
16,000 - 20,000 15 106
20,000 - 25,000 1 0.7
25,000 and above | 2 1.4
CTotal 141 99.9*

+Percentages may'not total 100.0 pek cent due to'rpunding.
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per: cent, said theyvhad~inc0mes in the $4,000-$8,000 range per year..
The 1argest share of the women (41 1 per cent) reported that the
h1ghest grade of school they had comp]eted was graduat1on from high
school (Tab]e 2). In addition, nearly 20 per cent 1nd1cated they had
gone to college for one or two years ano é]most 25 per cent seid they -
had graduated from a four year co]lege. .‘
| When asked the major source of thefr income;‘49;6 per cent of
these wOrking:women responded that it came from‘salary ano/Or»oommis-
- sions and/or nonthjy'checkso(Tab}e 2). Almost as manyo(48;9 per cent)
said they received most of theirjmoneyvfron weekly checks or hourly.
wages. | . o |
- Computations of a ran score for the soc1a1 class 1ndex (McGuire
& Wh1te, 1955) of the respondents 1nd1cated that only one woman was in
‘the upper-class. and six were in the 1ower lower; since the1r raw scores
- varied only slightly from the.m1n1mums or max1mums estab11shed by
'_McGnire & White for adjacent'socia1i1eve15,vthese women were considered
to be similar to those in the nearest group. As a resu1t;_the 141
~ women were o1a$sifiedlaboot evenly among three‘socio-economic 1evels?‘
upper—middie, lower-middie and upper-]ower (Tab]e'z). Throughout this

chapter these will be referred to as "UM," "LM," and "UL."

Planning of Purchases

The s1ng]e black women were asked quest1ons concern1ng the p]an—
" ning ‘that they did before actually buy1ng their clothing. Factors

such as the amount of money to be spent, number and type of garments
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TABLE 2
EDUCATION, INCOME, AND SOCIO-ECONOMIC LEVEL OF RESPONDENTS

S | , ' Respdndents :
~ Variable ERTE o f No. g

H1ghest Grade Comp]eted ‘ S
Advanced college degree S 13 9.

NN _
O — 0 — O o N ‘

, 4—year co]lege graduate ~~ - . 35 24.
Less than 2 years of college o . o 28" - 19.
High school graduate o }>,7f,f" . 58 47,
Non- graduate of high schoo]‘ j "f ; f'”’xl .f4

| Less than 9th Grade S 3 :

o Total =~ = 141 99,

MaJor Source of Income

o o

‘ Prof1ts, fees from bus1ness ‘ : fv" T_
Sav1ngs and 1nvestments - o - , 1
' SaTary'and/or»commissiohs or o R
~monthly checks o 10 49.
WeeklyAthecksvand’hourly wages | : o ,69 48,
| I -~ Total 14 99.9

Socio-Economic Level | |
~ Upper-Middle o . 48 - 34,

o OO w O

Lower-Middle B 41 33,
Upper-Lower - ' . 46 32.
‘ ’ Total 141 99,

+Pe‘rcentéges may not total 100.0 per cent due to rounding



-to be purchased and the comparison shopp1ng done were 1nvest1gated
Resu]ts are reported in re]at1on to the respondents soc10-econom1c,

.]eve],

Financial Expenditures

Accordlng to the ch1 square test p]ann1ng a certa1n amount of
'fmoney for clothes compared to soc1a1 c]ass was not stat1st1ca11y s1g-
n1f1cant (Tab]e 3). However, s11ght]y over Six per cent of the UM~ |
reported that-they oftenip}anned;tn advanceathe amounttthey ‘would
‘Spendvfor their-clothing,tas‘comparedetoea~1jtt1e’over 23.per.cent

of the LM and about 17 per . cent of the UL. fCht“square anaTyses’of difei
djferences in soc1a1 c1ass 1eve1 were s1gn1f1cant w1th pre- p]ann1ng the
-pr1ce to be pa1d for a garment Both the LM- group (70. 2 per cent) and
‘UL (71.7 per cent) appeared more 11ke1y to pre- p]an the pr1ce of a :
‘garment to be bought than the UM group (47.9 per,cent).

Store and Number of‘Garments"

D1fferences 1n respondents soc1o-ec0nom1c c]ass in re]at1on to
pre- -planning the store to be shopped were not stat1st1ca]1y s1gn1f14
cant (Tab]e 4). The maJor1ty of all the respondents from each c]ass
;‘"somet1mes" decided in advance the store wh1ch they wou]d patron1ze

| Ch1.square analysis of d1fferences in socto—economtc 1eve1“w1thf‘

regard.to,pre-p]anninglthe numberhof garments tgrbe.purchased‘was'i: :

statistica]Ty Signtficant:(Tab]e 4)'_'Near1y'23'per:cént ot'the women
“in the UM socio- econom1c level did plan in advance the number of

: garments they wou]d purchase as compared to about 36 per cent of thei
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.‘28::‘,'
LM and 50‘pervcent of the uL.'

.Garmenthesign and Color

‘ The largest portion of a]] soc1o econom1c c]asses reported that
’ - they pre -planned the type and co]or of c]othes to be purchased for
the1r persona] wardrobes (Tab]e 5) No stat1st1ca11y s1gn1f1cant
g d1fferences among the three groups were. found o
No stat1st1ca11y s1gn1f1cant d1fferences were revea1ed in the
Apre p]ann1ng of co]or versus sty]e of c]oth1ng in re]at1on to soc1o— -
E econom1c c]ass (Table 6) However,_the 1argest proport1on of women
from a11 socio- econom1c c]asses 1nd1cated they were much more 11ke1y
‘to dec1de in advance the . sty]e rather than the co]or of garments they
would buy A]though d1fferences among socio- econom1c groups were not
s1gn1f1cant more than ha]f of the women in a]] c]ass1f1cat1ons "some
times" pre- p]anned the fabr1c of garments |
There were no. stat1st1ca1]y s1gn1f1cant d1fferences 1n a com-
- par1son of socio- econ0m1c c]ass w1th the respondents advance p]an-‘}
’ n1ng of price and brand of c]oth1ng purchases (Tab]e 7) However the
' Iargest proportions of,the;UM (39.6'per.cent) and the- UL (39 1 per cent) i"
| appeared to pre-p]anfonIy‘the price of“the garments to be bought; the‘ |
greatest share of LM (38 3 per cent) sa1d they decided both the price

and brand of the1r purchases before going shopp1ng

Time Length’P]anned-for'PurChases

~ “The relationship of sbcio-economiclclass to the time spent in ?

,ptanning a $3.00 earringbpurchase was examinedaand'toundkto be
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statistically significant,‘éccording to the chi square test (Tab]e‘8).
About eight per cent of the UM women took longer thén a few minutes to -
~“make this purchase as compared to.14,9 per cent of the LM and 32.6 per
cent of the UL classes.

Differences -in - the socib—economic level and the time ]ength in
buying a’$]2.00 b]buse or a $50.001coa¢ were not significant (Table 8).
It.seemed that all of the reSpondentsvfrom each,group»took longer than
a few minutes to consider either purchase. Data also suggested that asv.
the item increased in price; the LM were inclined to spend less time

thinking about buying than the UM but more time than the UL.

Pay More than P]aﬁned for C]othing'Purchases'

ACcOrding to the chi square test, no statistically significant
differences were found ih a. comparison of socio-economic c]assvto paying
more than planned for garments (Tab]e 9). However,~the LM group;seemed
‘more 1ike]yvto spend the aﬁticipated amountbthan either of the other
classes. | |

There were no stétistica]]y significant differences in the compari-
son of‘p1anned énd paid price of last pantsuit or dress pﬁrchaéed in
relation to socio-economic class (Table 10). It was interesting fo db-
servé, however, that a lTarger proportion of the UM made no plans about
the price they would pay than was reported by either of the other two

lTower social class groups.

- When to Shop for Personal Clothing

The time for purchasing fall or winter clothing with regard to
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soéio-economic level was nof,st&tistitai]y significant (Table ]])"
A major{ty_of the women innall classes started buying early in the
‘fall and'confinued'toAbuy'a11'year.

Chi square Va]ﬁé of differeﬁtéé inltheltime when new clothes were
purchaéed with regard to éocio-ecbnomic class was not significant
(Table ]1),: The data appeared to support the findfhgs of Orr (1973)
which indicated that 1ow-ingomerfam1]ies tend td buy clothing only

if it is needed.

Comgarative Shopping

There were:significant differenceé in socio-economic c]qu in
relation to the use of mail-order catalogs for comparison of garments
before going shopping (Table 12). Uée of these sources of informa-
tion appeared to increase és socio-econdmic c1assiffcation decreased.

Information was requesfed regarding the amount of comparison
shopping the women did before coming to a decision about their pur-
chases. AHypothetical situations ihvo]ving items of thfee different
' bfice levels were b?esented and responses indicated that there were no
statistfcally significant differehtes in the number of stores visited
by the three socio-economic groups when purcﬁasing a $3.00 pair of ear-
rings or a $50.00 or more cdat; A majority.of all the women purchased
the earrings in the first store they shopped (Tab]e 13); The largest
proportion of respondents in all social classes fndicated they did

comparison shopping in three stofes‘before buying a $50.00 or more
expensiVe coat. | |

" There were statistica]]y significant differences found in a
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compar1son of soc10 economlc 1eve1 w1th reta11 estab]1shments v1s1ted o

‘before purchas1ng a $12 00 b]ouse (Tab]e 13) Th1rty—three and.three,r
| tenths per cent of the women 1n the UM c]ass shopped 1n Just one ' |
.store, but on]y 8 5 per cent and 10 9 per cent of ‘the. LM and UL |
c]asses, respect1ve1y, purchased th1s 1tem 1n the f1rst store they

entered.

.Stores;PatrOniZed j:"

Informat1on for this research was concerned w1th the type of
"stores patron1zed by the single b]ack women respondents .Factors

thatklnf]uenced store selection were\also 1nvestmgated.. "v i

Chf square ana]ysis:of'differences‘1n sbcia]*classuWith type of
vstores patronﬁZedjwas not statistica11y significant (Tab1e;t4)ﬂ A
» majortty'of all the WOmen preferred-to’shop.at afdepartmenttorbdis-
bcount store rather than a spec1a1ty store . .‘ -

" Women. in the study were asked if they knew of a store where they'
”‘would Tike to buy: the1r c]othes a]though they usua]]y d1d not shop
| there (Tab]er14) The1r responses were ana]yzed in re]at1on to soc1oe i
:peconom1c c]ass and resu]ts were not stat1st1ca]1y s1gn1f1cant How-

ever, near]y one-third of a]] of them stated they wou]d 11ke to. shop

- at d1fferent stores than they were currently patron1z1ng, Saks and

: Garf1nckels were two_wh1ch they frequent]y vment1oned as~de51rab]e
~ clothing retailers. Both of these are generally considered to carry

some of the htghest»prices'and newest.appare1'fashionsvin the city
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a2
where the'databwere;CQT1écted,

Factors Inf]uenc1ng Store Usage

There were no stat1st1ca11y s1gn1f1cant d1fferences in the 1nf1u-r
~ence of store cho1ce by the neatness or: reputat1on of stores or the hh
att1tudes of the sa]esc]erks compared to soc1o economic c]ass1f1cat1on
(Table ]5) One-half or slightly more of.each of the groups 1nd1cated~
that a store S reputatwon was very 1nf1uent1a1 in the1r se1ect1on of 1t
"as a p]ace to buy appare] | | u. v o

A]though no stat1st1ca]1y significantvdffferences were found
var1at1ons in react1ons to the d1sp1ay of merchand1se were observed
'gamong the‘soc1o-econom1c c]asses (Tab]e 16) .. More of the LM women were
;dhc]ined to "often" be inf]uenced byfthe way in which;merchandise was -
| disp]ayedvin stores than:thevother two*c]asses."k | |

~ There waslno‘statisfically’significant'chi square value for dif-

' ferences in the re]ationship of social class with speciaT.sa1es inf]ue

enc1ng purchases A maJor1ty of the respondents in each group were
_ occas1ona11y affected by spec1a1 sa]es when buy1ng their personal

clothing (Table 16)

Methods of-Payment:;

Methods wh1ch ‘the 141 s1ngle black women respondents used to pay
for persona] c]oth1ng were 1nvest1gated Cash and cred1t such as revo]v—r
~ ing account53 reguTar charges and*b]ank cred1t cards were the-payment
“methods examined The women ‘were a1so asked about their use of 1ayaway |

plans. Th1s was not con51dered a method of cred1t purchas1ng because
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‘the consumer does not get possession of,the merchandise until the

total cost of it is paid.

Payment Method Categorized |

’ There were no statistically significant differences in comparing
soéio-économic classification with the méthod of payment for clothing
(Tab1e117). Data indicated that a vast'majority of Women in all the -

groups péid cash at the time of purchase.

Credit Card Carriers

The women werekasked if they usually carried their credit'cards
with them'(Tab]e 18). The%r responses were ana]yzed 1n're1étion to
chio-economic class and results weré statistically significant. On1y
34.1 per cent of the UL group carried credit cards comparéd to 62.5
per cent of the'UM.Qnd 63.8 per cent of the LM Which may indicate
- that women in the UL class did not have personal charge accounts.

It was 1ntere§ting to observe that; even fhough apprinmately 75
per cent of the UM,dnd 72;3;per cent of the LM used cash és their
main method of paying for their‘persohal clothing (Table 17), they

also were inclined to ‘carry their credit cards with them (Table 18).

Types of Credit

" The possession by the single black women of different types of
credit was invéstigafed. _Differences,amongbfhe three socio-economic
groups were not significant in relation to fevo]ving chqrge accounts
or bank}credit cards, However, the UL women appeared Teast Tikely

to have either of these types of credit (Table 19).
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There were Significant differences in a comparison of socio—
economic c]ass With posseSSion of a regu]ar charge account for
persona] c]othingvpurchases (Tab]e'19) As might have been expected
| posseSSion of a regu]ar charge account tended to increase as socio-
eeconomic 1eve1 increased (UM 45 8 per cent; LM 29 8 per cent and »

kUL 21.7 per: cent)

1 Use of Layaway P]ans

In a comparison of socio- economic 1eve1 With the use of 1ayaway

plans in building a persona1 wardrobe, statisticaliy Significant dif-

: ferences were found (Tab]e 20) : Data indicated that a]most 65 per cent
iof the UM women a]most never" used this method of obtaining their
| persona] c]othing as compared to on]y 34 per cent of the LM and

,nneariy 35 per cent of the UL groups

f Persona] Credit Used

No statisticaiiy significant differenCes were found'in'comparing
Asoc10 economic class With the type of persona] credit most used within
the 1ast year (Tab]e 21) It appeared that a regu]ar charge account
was. used ]ess by all respondents than other types of persona] credit

According to the chi square test statisticaily Significant
differences were found in a comparison of socio- economic c]ass with -
;.maXimum charge ]imit forvciothing purchases (Tabie 22) As'might
'ihave been expected, 60 4 per cent of the UM c]ass were pennitted charge
~ purchases from."$400 - no 1imit,f but on]y 34 per cent of the LM and
17.4 per cent of the UL had Simiiar priViieges
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. The women were asked how they thought the cost of buy1ng the1r
"v_cloth1ng on cred1t compared to pay1ng cash (Tab]e.22) Accord1ng to
' the ch1 square value, th1s response 1n re]at1on to soc1o econom1c

: rc]ass was not s1gn1f1cant However, on]y 58.3 per cent of the UM;

55.3 per cent of the LM and 41.3- ‘per cent in the uL knew that it

,:h usual]y costs more to use credlt than to pay cash

o jFactorSQInf]uencing Personal C1oth1nngehavioru

‘ﬂThéjsingTe'b}ack”women'were askedfduesttonslregarding the»oeop]ev
‘:aCCompanying'them_at the time of bUrchases'and whose'opiniOns affected B
their Choice'of cTothing' The 1nf]uence of brand names, 1mp0rtance.:-
,‘of comfort, 1nd1v1dua11ty, and pr1ce versus c]othes that f1t one 's ‘; .
persona]lty weresjnvest1gated The1r persona] be11efs as to what

clothing may communicate were a]so-exam]ned;

| vShopp1ngfcom9an1ons

A compar1son of soc1o econom1c c]ass w1th shopp1ng compan1ons
»,1nd1cated that d1fferences were stat1st1ca11y s1gn1f1cant (Tab]e 23);t
:Although the 1argest proport1on of the ‘women from a]] socio- econom1c_
1evels reported that they were. much more 11ke1y to shop alone than |
:aw1th a re]at1ve or fr1end a 1arger proport1on of the UL (28 3).

'per cent) said they preferred to shop w1th a re1at1ve or. boy fr1end’ "

| ~ than was 1nd1cated.by;the UM (12.5 per-cent) or LM (19 1 per cent)

"vooinion of Friends and Sales Clerks

Statisttta]ly significant differences wére?FoUndfwhen‘comparingf
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socio-economic class'With reactiqn,if a girl friend did not 1like a
dress worn by respondentsb(Tab1e124)._,A larger prbpoftion of the UL
(43.5 per éént)_séid they were concerned when a woman did not Tike

~ their c]othing than was reported by either of the}other groups (UM,

_27.7’pefvceht; UM, 10.4 per cent); .THeArespondents' rea;tions-if a.
boy friend was not satisfied with a dress they wOre:were not statis-
ticaf]y'significant. |

| Respondent§ were asked if they ever qUestioned the opinions of
sales c]erks about how clothes looked on them (Tab]e.24); This, too,

, was‘not statistfcél]y significant but the women fn the LM class

seemed more inclined to ask the opinions of the sales clerks about

© their c]othihg than the otherftwoﬂgroups.

‘ Ihfluence of Brand Names

In a comparison of,sotio-economic_c]ass with the reaSOn brand
name garmehts wére.purchased; nd'statistically significaht‘differences
were fodnd-(Tdb]e 25). However, the largest probortionvof the UM
énd the UL reported that they bought'them because they believed these
garments'were better quality. The highest pércentage of the LM.said

they preferred brand name garments because of ‘their spperior fittiﬁg
qualities. | |

In an effoft to‘compare thé importance of brand names wfth price,
the womén were‘asked their reéctions if théy}were buying a dress to

_ weaf to a Christmas party. Responses, in relation to socio-economic

1éve1,'were not statistically significant (Tab]e 26). -The']argest
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'1proport1on of a]] the groups said they wou]d not buy the des1red brand

of party dress 1f the pr1ce was more than they had p]anned to pay

Comfort and Ind1v1dua11¢1

Data 1nd1cated that only 19 1 per cent of the LM c]ass women

a]most never" fe]t uncomfortab]e about the1r c1oth1ng, wh1]e 43 8

. per cent of the UM and 32.6;per cent of the UL‘had th1s react1on.

"These.differences were statistica]]y‘signiftcanthin cOmpaning‘socio—fvv

: ‘econom1c class w1th fee11ngs about c1oth1ng (Tab]e 27)

Even though there were no. stat1st1ca11y s1gn1f1cant differences

in a compar1son of 'socio- econom1c class w1th fee11ng d1st1ngu1shed ‘,1'
-versus comfortab]e the maJor1ty of b]ack fema1es in each group pre;
.vferred comfortab]e"clothes rather than d1st1ngu1shed 1ook1ng garments“.'
.}(Table 28). A maJor1ty of each of the groups a1so 1nd1cated that -
they favored wear1ng c]othes that wou]d make them stand out in a
';group rather than garments s1m11ar to those of other people
"~ According to the chi. square test, “there were no stat1st1ca11y- o
| sign1f1cant d1fferences in socmo—econom1c c1ass when the b]ack re-

~ spondents were asked what they woqu do if theylwent shoppingfwith a
fr1end and both of them wanted to buy the same- dress (Tab]e 29). The
"UL c]ass, however, seemed to be the most concerned that they were “

dup11cat1ng a fr1end S garment

Importance of Price versus Clothes that Fit Personalftyf‘
'NotstatistiCa11y Stgnificant‘differenceS'were foundfﬁn~compartng'yv

socio-economic class with factors that were considered important when
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purchaSihg c]othing‘(Tab]e‘BO) . Avmajority‘of'the women in all c]asses.,‘v'
reported that obta1n1ng appare] to suit the1r persona11t1es was, more |

1mportant than pr1ce

PersonaT Beliefs Related to Clothing

:ThererWere novstatistically sionificant'dtfferences in the rela;‘
t1onsh1p of soc1o -economic c]ass with the fee11ng that cloth1ng he]ps
one "get ahead in the wor]d" (Table 31). However approx1mate1y 52
- per cent of the UM and 54 per cent of the UL said that they did not
.nth1nk c]oth1ng “had h1gh va]ue for th1s purpose s11ght1y over 53 perv
- cent of the LM be11eved it did help them get ahead in the wor]d

Stat1st1ca11y s1gn1f1cant d1fferences were found 1n the re]at1on—
ship of socio-economic" c]ass compared to se]f—assurance g1ven an
-1nd1v1dua1 by her c]othes (Tab]e 31) Almost 63 per cent of UM and
'about 77 per cent of the LM groups fe1t that'cloth1ng was‘1mportant
'1n g1v1ng the wearer se]f assurance; on]y a 11tt1e over 41 per cent
of the UL women agreed » |

vThene:were stat1st1cat1y éignificant differences 1n5the socto-

. economic'groups fee11ngs about c10th1ng and soc1a1 status (Tab1e 32)
The LM class (53 2 per cent) seemed most 1nc11ned to think cloth1ng
1nd1cated social status compared‘tovabout 48 per*cent of the UM and |

- .35 per cent of the UL.

Acceptance and Rejection of Hypothesis

| The.acceptance or rejectiontof,the hypothesis for this study is

based upon an‘investigationfof some of the differences in selected



/8991 0'00L 9¥  ©0°0OL /¢ o000l 8 ;o

00 0 58 ¥ 'z L e

64

2r89 > 1'89 & 0°GL 9 ,v. , Ryrpeuosasd 114 30Y3 mm:poro

g've 9L vez WL 62 - eouud

aamnbs g ,_.v.oz % - coN g oy _ R - W3
B R LmzoJL;waa:,v. 3| PPLW-48M0T 9| PpLW-42ddpn o _ -

SSe[) DlWOUu6d3-01008

 SSV10 DTHONOD3-0120S OL NOLLYTRY NI ALITYNOSYId LId4 LyHL SIHLOTO SNSYIA 3DT¥d 40 JONVLYOAHI
| | | | 0g TiavL |



BuLpunos 03 anp 0°QQL 12303 30U Aew sebejuadsdd L9AB] GO* 3° JURDLYLUBLS

[6Y9°SL  ©0°00L 9  0°00L [y  0°00L & el
1'8s 1z v'€2 LS4 8L Mowj 3,U0p 40 ON
el 6L 99 9 g9 0e. ~ sa)

w o S _ o mu:mg:mmm-w—mm SOALH

egle'y 000l 9% 666 Ly  0°00L 8y e 1m0l
60l 0§ . s8 v sl o9 mouy 3,uog.
e'vs s €8 8. les s N
g've 9l Z'€s sz . v L -  s9)

P LA0M UL _um,m:,m uwvﬁwﬂcow mn:.mI

m;m:um e zxu..v .oz__. _x..___foz,, .‘..&.@.._noz. ‘ .._. I | N | _.EmvHv
_w;u - TIBMGT-d8ddy  S[PPLW-JOMOT SLppLW-4addn - . | ”

Sse[) JLUou0d3-0Lo0S

SSYTD OIWONODI-0100S OL NOILYT3Y NI JONvMNSSY-413S SIAID ONY Q¥IHY 139 INO SATIH ONIHLOTD T334
R e T1awL | |



__Pm>m_ G0" 3@ JuedLjLubLs

X
2="47p : _ A ; S |
160 0'00L 9y 0°00L /v 0°00L 87 , L lmoy

s . zse o 8w oz Ll @ . Mouy 3,U0p 40 “oN
g've 91 €S & 6L €2 o L sy

saenbs g oy . B A e

M TSMe7-08ddn - BIPPIA-JOMO]  B[PPIW-49ddn | | U

SSe1) O LWOu0d3-0L20S

SSY1D ITWONOII-0190S 0L NOILYT3 NI SNLVLS TIJ0S SILYDIONI ONIHLOTD 1334
| 2€ 37AvVL | -



clothing buying practiteé o% singTé,black women employed in Washingfgn3
D.C. in reTatiqn to thejr'socio-economic level. A chi §duére.test |
of independence wa§ u$éd-to,test‘£hese relationships. Différences.were
usually in the propoftion of a socio¥e¢onomic group who followed cer--
v tain'buying practi¢es and were not considered gkéat\endugh to reject :
any section un]éSs the chi square value was‘equa1'io or larger than

the .05 ]éve]. Of the 141 women who provided the information for

this research, 34.0 per cent were classified as upper-middle level,

33.3 per cent aS'lowér-midd1e, and 32.6 per cent.as upper-Tower.

Acceptance
Data support thé accebtance of each section of the null hypothesis

as follows:

~ A. Planning of purchases

There were no significant differences with éOcio-economi¢ level
in re]atfon tojprééplanning‘a certafn amount of_mdney for clothing;
the store wheré shopping would be done; the design, color, fabric,
brice, and brénd of garments; or the time in the season when cloth-

- ing purchasing would be carried on.

B. Stores pat;dnized |

‘There were noiﬁfgnificant differences wifh socio-economic c]ass
in relation to type of store where pufchaées wefe usu§11y made§ deéiré.
to shop in a different sforevthan genera11yvpétroni2ed; factors in-
. fluencing rétai]er gelection such’as-neatneSS and reputation of the
storé,'attitude of Sales'c1erks;'or spécia] merchandise dispTays‘and

~sales.



C. Methdds'ofebayment 1

There were no s1gn1f1cant d1fferences with soc1o econom1c class
and the utilization of cash versus credit; the use of revo]v1ng or
bank cred1t accounts; or the respondents' opinions aboutnthe cqm~

. parative Cest of credit versus cash in buyinQ,C]othing;

D. Factors inf]uencing penSOnal c]dthing Se]ectton

There were n0'$ignificant differences,with secﬁoeeconomic class
and the.reactionsfto a boy friend's disapproval of‘personal apparel;
‘ desire’fdn-sales c1erks'_opin16ns’abbut potentiaT purchases; reasons
for purehasing brand'neme gakments end the‘compenative”importance
of price versus brand des1re to wear d1st1ngu1shed 1ook1ng versus
comfortab]e c]oth1ng, and behav1or fo]1owed in acqu1r1ng 1nd1v1dua1—

ized apparel which suited the;wearers persona11t1es

Rejection.' | “

~ Data support the nejectfdn of part of each Sectien,gf»the nu11
| hypotheSis as fo]]ows: |
A. P]ann1ng of purchases v

There was a s1gn1f1cant d1fference with soc1o econom1c class1f1—j'

cation and p]ann1ng pr1ce and~number of garments to be purchased' ther"
t1me spent 1n p]ann1ng a $3.00 earr1ng purchase, the use of cata]ogs
for contrast1ng garments before go1ng shopp1ng, and compar1son

shopp1ng 1n stores before purchas1ng a $12 00 b]ouse

4 C.' Methods of payment

There was a s1gn1f1cant d1fference with socio- econom1c 1eve1 and
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the carrying of credit cards; the évailability_of regu]arvcharge ac-
éouhts; the use of 1ayawéy p]ahs; and the amount respondents were |
vpermittéd to chafge. | o | | |
- D. Factors inf]uenéing per§ona1 c]othing-ée]ecfion
There was a significant difference with sociq—eéonomic group and

preferred'shobping compahion; reaction if a girl friend.did not like
a dfeéé WOrn:by respondents;vfee]ing‘uhcdmfdrtéb1e about the appear-

ance of pérsona] c]othfng; the amoUhf of se]f—éSsurancé given an
 indfvidua] by ahpare];'and attitude about the abi1ity of é]othihg to

communicate socia] status.



Chapter V
Summary

‘The purpOse.otlthfs kesearch was to compare the'clothingybinng
'vpracticeé'bf'sineie black women from three different soeib4etonem1e
1evels‘whe Were‘emp1oyed in washington5 D.C. Specific objectives-qf
vthjs study were to comhéreythe clothing buying practices_of b1eek
~ women from the uppef—mtdd]é,v1oweh~mtdd]e and upper—]owek:socie-‘
economic levels inbrelation to-l their pre-planning of pukchéﬁes;
,-the stores they patron1zed the methods of payment they used; and
the factors 1nf1uenc1ng the1r personal c]oth1ng se]ect1on

A»quest1onna1re was designed to co]]ect empirical data.about
their hethods of acquihing_personal wardrobes. 'It was pre-tested
in B]acksburg, Virginia,'with three fémé]e college students and three
women fn theﬂlebor force, all of whom'Were Black.

SubJects for this research were 141 s1ng1e black women between '
18 and 40 years of age. A1l of them were emp]oyed in Wash1ngton,
D.C. .The 1ahgest preport1on of them sa1d they had annua1.1ncomes |
of $4,000-$8;000,.had hfgh:school or_highereeducations,'and no
dependents. }ﬁ, | T | ‘/ |

MtGuire-White;ShOPt Form Index’Of:Social StatUSv(tQSSS wag‘
adapted to establish the'socioeeconomicvlevel of each respondent.
'.This was based on each womah's occupatfoh? major'source_oflincome

and educetibn. The samp]e_Was divided about evén]y emqhg the

- 70
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upper-m1dd1e, 1ower m1dd1e and upper 1ower soc10 -economic c]asses‘
The ch1 square test for 1ndependence was used to test for sig-

n1f1cant d1fferences -among socio-economic groups

Major'Findingg

1. As the sOcio—econothf1eYe1 of the‘wdmen decreased, the
pre-planning of the‘dumbef of garments to be putehaSed'ihereased~

2. Upper- m1dd1e class women were least: 11ke1y to pre-plan
the price they wou]d pay for appare] | .

3. As the socio-economic 1EVe1 pfrtheﬂfemaies decteased, the .
»prdpbrtion of the respondents who tookdmore‘thande few mtndtes for
:pre-p1ahning‘the buying of e $3.00 pair of earriﬁgs inekeased.

4. The use oficata1ogs fdr-combarisoh shopping appeared to
'1ncrease as social c1ass decreased.

5._ The upper m1dd1e class was more 1nc11ned to shop only one
store before buy1ng a $12 00 b]ouse than e1ther of the other two
- classes. |

6. The Upper-middlevahd 1ower-midd1e groups were more»inelined
to carry credit cards wttﬁﬁthem than the upper-]dWer'c1aSS'women '
'when shopping for persona] c]oth1ng ‘ |

7. Possess1on of a regular charge account tended to decrease asA
socio-economic Tevel became,]ower.

8. Upper-middle class women seemed ]eést inc]ined to use lay-
- away plans as- a way of;obtajning'their personal c10thtng, =

9.7 A 1arger,percentage of the upper-middie c]ass’Women did not
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have a Timit to their'charge‘acoountsd 'Also, as the Socia1 class
becamerlower‘the broportion of b]aCk women who were permitted'to
charge from ”$400_¥ no limit" decreased.

| 10.; Uppek—loWer women wene more inolined to.prefen a re1ative
or ma]e'friend as_sbobping companion.

1. ‘A larger proportion of the upper-lower class seemed to
- value their girl friend's opinion‘about their persona1 apparel than
 was obéenved in the upper-middle or 1ower-mtdd1e class women.

12. A larger proportion of the lower-middle class felt uncom-
fortable about the c]oth1ng they wore than either of the upper m1dd1e
and upper lower groups -

13. A maJor1ty of females in the upper-m1dd1e and lower- m1dd1e
~ socio-economic levels fe]t c1oth1ng was 1mportant in giving the |
 wearer se]f-assurante. On]y a small broportion of the uppér-]oWer
vgroup agreed.

14.t A smaller proportion of tbefupper-Tower class women indi-
cated a belief that clothing indicates social status than was ob-

served in either of the other groups.

v*.Suggestions for Further Reseanchb

Some suggest1ons for further research were observed dur1ng the
present study A compar1son of the persona] clothing buy1ng prac- |
t1ces of‘marr1ed and s1ng]e black women from both rural and urban
" areas wou]d increase 1nformat1on about the influence of their em-

ployment, mar1ta1 status and env1ronment on wardrobe management. It
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could increase dndersfanding abbuf“the éffect of the number of

: earner§ or:dependents upon the tota1 é]othing consumpfionﬁpattern:-
of black families. Research about black méh's perSOnal purchas-
ing practites could add fuktﬁervknowTedge:about the 1nterre1atfon-
ship of personal c]bthing buying‘andvcultura1.background.

. Inveétigations'about clothingbseléction and‘p1annfng practices
of other ethnic groups in the Unitéd Sﬁates are needed to “improve
understanding of human behayior. | -
| If the questionnaire used in the present §tudy was refined
and used by other‘researcheré more hejpfu1 data would bé prOvided
in subsequent investigations. Better methods of establishing rap-
port betWeen researchers and consumers are neéded'to imbrove under-
standihg of shoppers"motivations ahd satisfactions.

Clothing buying behavior of‘individuals are important to re-
tai]ers and educators. Retailers need to know "how and why" their

market segments purchase clothes. Educators need this information

to help teach others. The purpose of this research was to investi- .~

gate the personal clothing buying practices of single black women
from different socio-economic levels. ' Further research should be
expanded to explore the péycho]ogica] and sociological implications

for a clearer understahding of their clothing needs and desires.



REFERENCE LIST

Barber, B., & Lobel, L. S. Fashion in women's c]oth1ng and the Amer1-
can social system. Social Forces, 1952, 31, 124-131.

Bauer, " R. A;, Cunhingham, S. M., & wortzel, L. H. The markéting
dilemma of negroes. ‘Journal of Marketing, 1968, 29, 3.

Board of Governors of the Federal Reserve, Bank credit-card and check- .
credit plans. Washington, D.C.: Federal Reserve System, July,
1968, p. 48. ' ' :

Braguglia, M. H., & Rosencranz, M. L. A comparison of clothing atti-
tudes and ownership of negro and white women of low socio-economic
status. The Journal of Consumer Affairs, 1968, 2(2), 182 187

: Burnkkant, R. E., & Cousineau, A;. Informat1ona1 and normative social
influence in buyer behavior. The Journal of Consumer Research,
1975, 2(3), 206-215. ‘ ' -

Burns, M. D. Clothing purchases analysis used by a selected group of
~women consumers as related to their socio-economic levels, educa-
tion, and values. Unpublished master's thesis, the Pennsylvania
State University, 1964.

Consumer of the year: reaching the urban black. C]othes,‘1970, 7,
30-34., - ' : : o

Cotrone, J. L. C]othing-re]ated attitudes and practices of a‘group
of Tow-income urban women. Unpublished master's thesis, Uni-
versity of W1scons1n, 1967.

Cox, K. K., Stafford, J. E., & H1gg1nbotham J. B. Negro retail
shgpp1ng and credit behav1or Journal of Retailing, 1972, 48
(1), 54-66. ' : ‘

D'Antoni,‘J. S., & Shenson, H. L. Impulse buying revisited: a
behavioral typology. Journal of Retailing, 1973, 49, 63-76.

Dardis, R., & Sandler, M. Shopping behavior of discount store
customers in a small city. dJournal of Retailing, 1971, 47, 60-72.

 Engen, B. C. Bnyng practices for spécified appakel items of fifty
college girls. Unpublished master's thesis, Michigan State Uni-
versity, 1957. ~

74



75

Evans, W. L. Ghetto marketing--what now? In R. L. King (Ed.), Market- -
"~ ing and the new science of planning. Chicago: Marketing Associa-
tion, Fall, 1968, p. 528. ' v

Feldman, L. P., & Star, A. D. Racial factors in shopping behavior. In
K. Cox & B. Enis (Eds.), A new measure of responsibility for -
- marketing. Chicago: American Marketing Association, 1968,
pp. 216-226. _ o

Fraiier,.E. F. Black bourgeoise. I11ihois: Free Press, 1957.

Glamour, February, 1975, p. 147.

Hicks, D. Y. Fashion accéptance: re1atibnship to social orientation
and social class. Unpublished master's thesis, Kansas State
University, 1970.

Hoffman, A. M. College é]othing expenditures. Journal of Home
Economics, 1960, 52, 665-666. '

Horn, M. J. The second skin. Boston:"Houghton Mifflin Company, 1968.

Horning, P. Observed activity of women shopping for blouses. Unpub-
lished master's thesis, Cornell University, 1961.

Hunter, M. K. A-comparisonAof clothing between negro and white women
of low socio-economic status. Unpublished master's thesis, Uni-
versity of Missouri, 1967. : :

Hystron Fiber and Time Magazine. Apparel and the college man-styling
the right approach. America's Textile Reporter, August 21, 1969,
p. 10. . , .

Jacobi, J. E., & Walters, G. Dress-binng behavior of consumers.
Journal of Marketing, 1958, 23(2), 168-172. ‘

Kittles, E. L. The 1importance of c]othing as a status symbol among
college students. Unpublished doctoral dissertation, Ohio State -
University, 1961. :

Kollat, D. T., & w1]]ett; R. P. Customer impulse purchasihg behavior.
Journal of Marketing Research, 1976, 4, 21-31.

Kuehne,.S. H., & Creekmore, A. M. Relationships among social class
school position, and clothing of adolescents. Journal of Home
Economics, 1971, 63(7), 555-556.

Lee, J. A comparative study of clothing buying habits of a group of
University of Tennessee freshmen and senior women. Unpub11shed
master's thesis, the University of Tennessee, 1960.



76

Levy, L., Feidman, R., & Sassenath S ~The: consumer in the market-
place. NeW'York° P1tman Pub11sh1ng Co., 1970. :

Lockeman, B. D" The consumer information seek1ng process for a
fash1on good--an exploratory study Unpub11shed doctoral
d1ssertat1on The University of M1ch1gan, 1973

'Matthews, H. L.,,&»S1ocum, Jr., J. w._ Social c1ass and commercial bank
credit card usage. Journal of Marketing, 1969, 33(1), 71-78.

Mayek ‘M .L C]oth1ng 1nventor1es of 41 teen-age g1rls Journal of
Home Economics, 1957, 49, 124-125.

McGuire, C. & White, G. D. The measurement of social status. Research
paper in Human Development No. 3 (revised), Department of Educa-
tion Psychology, The Un1vers1ty of Texas, March, 1955.

Mead, M. E. Disagreements between adolescent g1r1s and their mothers
' concerning clothing. Unpublished master's thesis, Iowa State-
College, 1957.

.Newman, J. W., & Lockeman, B. D. Measuking prepurchase information
seeking. 7Journa1 of Consumer Research, 1975, 2(3), 216-222.

Oladipupd, R. 0. How distinct is the negro market? New: Ogilvy &
Mather, Inc., 1970.

0'Neil. A Tittle gift from your friendly banker. Life, March 27,
1970, pp 48-58. , ‘

Orr, 0. J. An 1nvest1gat1on of the c]oth1ng purchas1ng practices of
selected, rural low-income families in upper east Tennessee.
Unpub]ished master's thesis, The University of Tennessee, 1973.

Perry, M., & Norton, N. J. Dimensions of store 1mage Southern
Journa] of Business, 1970, 5, 1-7.

Phi]]ips, E. J. The relationship of the knowledge and use of brand-
named clothing with certain personal and social characteristics
of a selected group of sorority women. Unpublished master S
thesis, The University of Tennessee, 1966.

Plummer, J. T. Life style patterns and commerc1a1 bank credit card
usage. dJournal of Marketing, 1971, 35(2),

Po]]éy, R. W. Customer impulse purchas1ng behavior: a re-examination.
‘ Journal of Marketing Research, 1968 5, 323-325.

Prasad, V. K. Unplanned buy1ng in two reta11 sett1ngs Journal of
Retailing, 1975, 51(3), 3-12.



o

- Rachman, D., &5Kemp, L. Profile of the Boston discount house customer.
Journal of Retailing, 1963, 39, 1-8.

Rogers, E. L. ‘Comparative wardrobe inventories from three ethnic
- groups. Unpub11shed master's thesis, The Texas Women's Univer-
sity, 1970.

vRyan M. S Clothing, a study in human behav1or ‘New York: Holt,
R1nehart and W1nston, Inc., 1966 : '

o Ryan M. S. Factors re]at1ng to sat1sfact10n with g1r1s b]duses and’

s]1ps -a comparison of mothers and ado]escent daughter's opinions.

Cornell University, Agricultural Exper1ment Bu]]et1n 1003, Ithaca,
New York, 1966. \ o

Schaffer, H. Editorial Research Reports, 1965, 2, 625-640.

Smith, B. Fashion preferences and*fashion'buying practiéesvof‘profesf
sjonal black women. Unpublished master's thesis, Louisiana State -
University and Agricultural and Mechan1ca] College, 1974.

Stanton, W. J. Fundamentals of market1gg, New'York. McGraw H111
Co., 1975.

Stender, V. A. C]oth1ng selection pract1ces and related c]oth1ng
prob]ems of a selected group of Tow-income women. Unpublished
master's thesis, Oregon State Un1vers1ty, 1969.

: Stern H. The s1gn1f1cance of impulse buying today Journal of
Marketlng, 1962 26, 58-59. B

Stivers,.S. F. Clothing buy1ng practices of undergraduate men at
the University of Kentucky. Unpublished master's thes1s, The
University of Tennessee, 1974.

Stone, G. P., & Form, W. H. The local community clothing market: a
study of the social and social psychological contexts of shopping.
Technical Bulletin 262, Michigan State Un1vers1ty Agr1cu1tura]
Exper1ment Station, November 1957.

Stone, G. P., & Form, W. H., & Strahan, H. B. ThevSOC1a1 climate of
"~ decision in shopping for clothes. Journal of Home Economics,
1954, 46(2), 86-88. ' '

The.Discount Merehandiser; 1957, 7, 4-TL.

a Tozier, E. F. Selected h1gh school students' methods of paying for
personal clothing purchases. Unpublished doctora] dissertation,
The Florida State Un1ver51ty, ]968 ’



78

Troxelle, M. D. & Judelle, B. - Fashion merchahdising@ New York:
McGraw-H1]1 Book. Co., 1971 - . ' :

U.S,'Equa] Emp]oyment Opportun1ty Comm1ss1on Equal employment oppor-
: tunity  Report, 1973: job patterns for minorities and women in
pr1vate industry. . South Atlantic, January, 1975, 6.

Veb1en T. The theory of the leisure class. New York: ‘The Macmillan
Company , 1912

Vogue, 0ctpber, 1975, 165, 182.

Warmke, R. F., Wyllie, E. D., Wilson, W. H. & Eyster, E. S. Consumer
economic problems. Ohjo: South-Western Publishing Co., 1971,
p. 151-161. : ‘

Websters New International Dictionary (2nd ed.). New York: G. & C.
Merriam Co., 1949 p. 2463. : . : '

~Wellan, D. K. M. ~An investigation of the importance ascribed to cloth-
ing by a select group of men and the influence of certain factors
on their selection of clothing. Unpub11shed master's thesis,
Louisiana State University, 1966.

wh1te K. J. Consumer choice and use of bank credit cards. The
Journa] of Consumer Research, 1975, 2(1), 10-18.

Whitloék, M., Ayres, R., & Ryan, M. Consumer satisfaction with women's

blouses. Part I: Field study in four communities in the north-
east, Northeast Regional Bulletin 34, Agricultural Experiment -
‘Station, University of Rhode Island, Kingston, Rhode Is1and, 1959. .

wihakok G. The process of clothing consumpt1on Journa] of Home
Economics, 1969 61(8), 629-634.




APPENDIX A

79



80

FASHION PLANNING AND BUYING

Are you satisfied with the selection of clothes in the stores and
with the ways they are sold to you? Now is your chance to voice your
opinions. In order to improve the fashions of today, retailers can
learn from your experiences in buying and shopping for clothing.

Your experiences in buying-clothing and managing your clothing
money. are important not only to retailers, but they can also help
others. Please answer every . question. Remember there are no right
and wrong answers. This is not a test. Please do not sign your name.

e o e e A o - o S e S e e - S . o - S o . = = - - ————

PART I. Directions: Please place a check (V) in front of the one
answer that best describes your clothes shopping. :

1. When you go.clothes shopping do you usually?

a. Go alone

b. Go with your mother

c. Go with your father :
d. Go with your relative (describe)
e

.f.‘

g

Go with husband or boyfriend
Go with girlfriend :
Other

2. Where do you buy most of your clothes?

‘a. Department store (Ex: Woodies, Hechts, Garfinckels,
‘ Korvettes) -
b. Discount Store (Ex: Woolco, Zayres, Memco)
c. Specialty Store (Ex: Casual Corners, L. Franks, Joseph
, Harris, Phillipsborn)
~d. Other (name and location, please)

3. what 1mportance do you place on a store's reputat1on before you
« shop in it?

-a. Much
b. Little
c. None at all

|

4. Do you cons1der the neatness of a store before you buy in it?

a. Often,
b. Sometimes
c. Almost Never



10.

11.

81

Before you go shopp1ng for ‘your c]oth1ng, do you usua]]y p]an toy

buy at a particular store?
a. Often

b. Sometimes _

C. A1most Never

Do you use mail- order cata]ogs to compare garments before go1ngv'

shopping?

,a;' Often
b. Sometimes
c. A]most Never

Does the att1tude of the salesclerks influence your go1ng to a
store to shop’ .

a. Often
b. Sometimes
c. A1most.Never

Does the display of merchandise at a store 1nf1uence your shop-'
p1ng there?

a. Often
b. Sometimes
c. Almost Never

N

Does a store's special sale cause you to shop in it?
p ( Yy ,

a. Often.
b. Sometimes
c. Almost Never

Do you plan a specific proportion bffyour income (by'theipay
period or the year) which you plan to spend for yQur"c]othes?

a. Often
b. Sometimes

c. Almost Never

Do you know of a store where you would 1ike to buy most of your
cTothes but you do not usua]]y purchase there?

a. Yes (name and 1ocat1on p]ease)
b. No :
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12-15. Which of the fol10w1ng do -you p]an before you buy your ward-
' robe?

Yes No

Number of garments
Kind of garments.
Color of the garments
Price of the garments

16. Before you go shopping for c]oth1ng, wh1ch of the f0110w1ng do
you cons1der? (One answer, p]ease) :

Pr]ce
Brand
Neither
Both

e

o0 To

17. Before you go shopping which of these are you most likely to
p]an about your clothing purchases?

a. Color of the garment
b. Style of the garment
c. Neither

18. Before you go shopping for a garment are you Tikely to decide
on its fabric? :

a. Often
b. Sometimes
c. Almost Never

A

19-21 Before you go shopp1ng, how 1ong in_advance do you usually p]an
to buy these jtems? (Check appropriate columns)

$3..00 $12.00 $50.00 or More
Earrings _ Blouse - Coat

A few minutes

Less than one week
One week

-One month

Two or three months
One year

PART II. Directions: A little information about you is needed to ana-
lyze the data. Remember this is not a test. Because you will not sign
. your name, your identity will not be known. In questions 22-26 please
fill in the blanks. Place a check (V) in front of the one best answer
that fits you for questions 27-29.

22. What is your age?




23, MWhat is yourfpfeSent marital status? Single . Married

24. Numbér of'dependents? (Do not 1nc1ude yourse]f)

25, What is your occupat1on?

26. Give a brief description_of your job résponsibilitiés.’

. 27. MWhat was the highest grade you completed in school? (Qggfanswék)7

a. Less than 9th grade

b. Finished 9th grade '

c. Attended high school but did not graduate

d. High school graduate, and/or post high schoo] tra1n1ng
or trade school :

e. Less than 2 years of. co]]ege or Jun1or co11ege graduate :

f.  Graduate of a 4-year college - .

g. Advanced college degree (Examp1es are M S.» M A. L L.B.,
Ph.D., M. D D D.S.) v o

28. MWhat is your magor source of 1ncome7 (Chooseuonegan5wer)1

a. Inherited sav1ngs and 1nvestments

b. Profits, fee from business or profess1on

c. Savings and investments

d. Salary and/or commissions, and/or month]y check
e. Weekly checks and hourly wages

f. 0dd.jobs, seasonal work

g. Public relief or assistance

29. Check (¥) the rdnge thatiyour income falls ini-v

a. $ 4,000 - 8,000
b 8,000 - 12,000
c. 12,000 - 16,000
d. 16,000 - 20,000
e

f

20,000'- 25,000 -
25,000 ~ and above



PART III. Directions: Check (V) the answer that best describes how

you purchase clothing. Remember, there are no r]ght Or Wrong answers.

Reta1]ers just need to know your op1n1ons and experiences.

30.

31.

32.

33,

.34,

35.

How often have you paid more for an outfit than- you or1g1na]1y

~planned?

a. Often
b. Sometimes
c. Almost Never

AL

When you bought your 1ast pantsuit or dress, ‘was the price that
you paid? _

a. Less than you planned originally
b. + More than you planned originally

c. The same price you had planned or1glna11y
d. You did not have any plans about pr1ce

1 -;1

When‘did‘you buy your new}c]othes for.this Fa11 or Winter?

a. Within one month
b. Started buying in the Fall and st111 buy1ng
c. Other (descr1be

‘Which of the following is sua]]x more 1mportant to you when you ‘

are buying a garment for yourself?

a. Pr1ce of the garment
b. Clothes that fit your personality

Other (Exp1a1n)

when you go shopp1ng, do you ever ask the sa]esc]erks for thelr
- opinions on how clothes 1ook on you? :

a. Yes
~b. No _
If you went shopping with a friend ahd both of you wanted to buy
the same dress and 1t was ava11ab]e in sizes to f1t both of you,
would you? v

Buy it even though your friend . also boUght it
Choose another style of dress .
Ask your friend to buy another style d1fferent from yours -

o0 oo

i

Other (describe
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36, When are you most likely to buy new clothes? (One answer)

a. At the beginning of each season (Fall, Winter, Spring,
. Summer) R .

b. - As you need them ‘

c. As you have some extra money

d. When you see something and Tike it

e. When your friends are buying

f. Other (descr1be)

37-39. In how many stores do you usually compare items before buy1ng?
' (Place a check (V) in each co]umn that fits you)

One C Two Three | Four or More
Store Stores . Stores _ Stores -

PART IV. Directions: There are many ways in which a pefSon can spend
her income. Select the one best answer that describes your method for
paying for your clothing. . Remember, there are no right or wrong answers.

40. How do you purchase most of your clothing?

‘a. Cash
b. Credit

41. Do you usually carry your credit cards with you?.
a. Yes

b. No
c. Store does not give one

-

42. What is the maximum amount stores genera]]y permit you to charge
on your charge accounts? .

a. $50.00

b. $100 - 200

c. $200 - 400

d. $400 - 600

e. $600 - 800

f. No Limit

g. Do not have store charge accounts



43,

- 44,

49,

50.

51.

52,

l N

86

Do you think the cost of buy1ng your c1oth1ng on cred1t in com-
‘parison to pay1ng cash is? ’ v :

____a. About the same
__b. More
c. Less ,
' d. Do not know

_‘Do,you_use TayaWay whenAbuying your c]othing?‘ .

a. Often
b. Sometimes =
c. Almost Never

- 45-46. “How do you pay for yonr c]oth1ng when buying gannents wh1ch

cost less than $25 00?

- Often Sometimes »,-Almost Never'

47-48. How'dolyOu‘pay for your clothes which cost more than‘$25.002

Often | Sometimes Almost Never

Do you have a regu]ar charge account7 (No‘1ntere$t or extra

charges, no down payment; are. you expected to pay tota] amount
due in one payment) , _ v -

a, Yes
“b. No

Do you have a revo1v1ng charge account? (Store sets maximum Timit

you can charge and-you pay a fixed afmount every month; as you pay
and reduce the balance, you can make more charges)

a. Yes -
b. No

Do you have bank credit cards? - (Master Charge, Bankamericahd;
Central Charge) K v o

a. Yes
b. NO

If you have any other kind of cred1t account not. ment1oned above

(quest1ons 49- 51) name the type and describe
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53. Which kind of cred1t have "you used most often 1n the 1ast year7
~ (One answer, p]ease)‘

a Regu]ar charge
b. Revolving account -

c. Bank credit cards

d. Used all about the same
e. None of these

f. Other (describe)

PART V. Directions: Please check (V) the one cho1ce that best de-
scribes. what you. wou]d do under the fo]]ow1ng s1tuat1ons

54, If you were buy1ng a dress to wear to a Chr1stmas party, wh1ch
would be more 1mportant to you? : : v

a.. Buy a spec1a1 brand even though you knew you were pay1ng
~for the name :

b.  Buy another brand wh1ch costs 1ess

c. Other (descr1be) x

| l»

55. If you see a very beaut1fu1 dress to wear to work that has a well
- known brand name but costs more than you had p]anned to spend for

- it, do you sua]]x?

a. Disregard the pr1ce and buy it anyway

b. Not buy it because it costs more than you had p]anned
. to spend

c. Other (descr1be)

R

'56.v Which one of the situations be]ow seem to make you most aware of
the appearance of your c]oth1ng? (One ‘answer, p]ease)

. At home
At work
At meetings
At a party
Leading ‘a group
Meeting new people »
When shopping for clothes

LU;,’-J;UJ;,

Other (describe
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58.

59,

60.

61.

62.

63,

| ‘!

H i'z

o0 oo
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What wou]d you do if you knew your best g1r]fr1end d1d not 11kef
one of your dresses? . :

Feel no concern o '

.D1scont1nue wear1ng the dress at certa1n t1mes

. Continue wearing the dress, but enJoy it less
.’«WOrry about mak1ng good se1ect1ons in the future o

:{ | .lf

Qo oo

What would you do if you knew your best man fr1end or husband
did not 1ike one of your dresses7 : : :

a. Fee] no concern ‘

b. Discontinue wear1ng the dress at certa1n t1mes

c. Continue wearing the dress, but enJoy it less

d. WOrry about mak1ng good selections in the future

H‘ H

'Wou]d 'you rather buy c]othes that?

Are in the same" pr1ce range as your fr1ends
_b. Are more expensive than your friends
c. You do not have an opinion on this

Would you rather wear C1othes that? (One'énéwer)‘

- a. Make you 1ook distinguished in a group even if the
~_ garment is not comfortable
‘b. Are. very comfortab]e but you do not ]ook d1st1ngu1shed.

If you were buy1ng a dress to wear to work how do you prefer

to care for it?

Handwash
Machine wash
Dry Clean
Other

WOu]d you rather wear c]othes that7

a. Make:you stand-out 1n aogroup} 'Why? N

|

b. Are Similaf'to thoSe'otherS‘are,Wééringu 'Why?‘ -

.Do‘you thihk that'kéeping up WTth‘new fashiohs is?

a. Too expens1ve for your income ' ‘
b. Expensive but you w111 do it and g1ve up other ways ‘of
spending money ’

c.» Other

|




64.

65,

66.

67.

68.

69.

89

Dobyou buy brand name garménts because'ybu think that they?',

Give you a feeling of prestige
Fit your body measurements better
. A1l your friends buy them

Better quality

Don't buy brand name garments

Do oo

I'H..H

Whose op1n1on about your c]oth1ng do you value most? (One answer)

Mother
Father
Other Relative (describe)

Husband or boyfriend
Girlfriend
Co-Worker

Boss :

Other (deSCribe)

W ]

SQ -0 oo T

Do you fee] that c]oth1ng is 1mportant in helping you "get ahead
in the world"?

3 a. Yes
.b. No _
T " Don't Know

Do you fee] that clothing is 1mportant in ng1ng you self-assur-
ance?

'a; Yes
b. No
‘»c. Don't know

e

As far as clothing is concerned, do you feel that it can be a way
of indicating your social status? .

“b. No
..c. Don't know

a. Yes

Do you ever feel uncomfortab]e about the appearance of your cloth-
1ng7

aa Often
~b. Sometimes

“c. Almost Never -~

© THANK YOU. YOUR EXPERIENCES’WILL BE TOLD TO RETAILERS!!!
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 CLOTHING BUYING PRACTICES OF EMPLOYED SINGLE BLACK WOMEN
| FROM THREE SOCIAL CLASSES” f
byf

Doris Yvette'Harps'
(ABSTRACT)

Purpose of this»researth was to investigate c]ofhihg buying
practices df sing]evb1ack WOmén from'different sdcio-économic Tevels.
Data were prov1ded in a se]f adm1n1stered quest1onna1re by 141
s1ng]e b]ack women, 18 40 years old, emp]oyed in Wash1ngton, D.C.

The sample was classified approximately even]y into upper—m1dd]e,v
lower-middle, and Qpper—]ower socio-economic categories according

to McGuire-white Short Form Index of Social‘Status. Chi square test
for 1ndependen¢e_was used to test fbr significant differences among
groups -in relation to: their pre-planning of purchases; stores they |
patronized; methods of payment they used; and factors inf]uencing
their peréonai clothing selection. |

Major fihdings were: - (1) upper-middle class women were least
,11ke]y to pre- p]an price to be pa1d for garments, have a charge |
‘account. 1imit, but more inclined to shop on]y one store before
buying a $12.00 1tem'and have a regu]ar charge account; (2) the
Tower-middle claés.women were most 1iké1y to feel uﬁcomfoftable

about their.e]othing;_and (3) upper-1oWer women were most likely



~to pre-plan number of‘garments to buy, spending for $3.00 items, use
catalogs for comparison shopbingvand to prefer a relative or male
friend shopping chpanion.énd value girl friendS"opinibn about
apparel. They were least inclined to believe clothing indicates
social sfatus or giVés the wearer self-assurance and to have>regu1ar

charge accounts or carry credit cards when shopping.
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