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Chapter J 

Introduction 

Black consumers have become increasingly important to retailers 

in recent 'years as their incomes have improved' and merchants. have. 

realized that sales to their black market customers .have grown (Cox,. 

Stafford, & Higgihbotham, 1972), In the 1970 1s ~dv~rtisements were 

. directed toward black women (Vogue, 1975). Black models were used 

in fashion shows; and popular magazines such as Glamour (1975) used 

a black model on its cover page. Manufacturers, such as Charles of 

the Ritz (Glamour, p. 147) and Mary Quant (Vogue, p. 182) created 

cosmetics especially for the black skin. 

Oladipupo (1970) has stated that the role of income has been 

ignored in examining Blacks' buying behavior because their median 

yearly income is mu,ch lower than that of whites, including Blacks 

with the same level of education. According to Bauer; Cunningham, & 

Wortzel (1965), black women are just as fashion conscious as white 

women and, as their incomes increase, they become even more aware 

of it. 

The majority of black women are not employed in the labor fOrce 

·just for pleasure; it is a necessity for them. Jn the District of 

Columbia, 28,967.black females were employed in business in 1973 

(U.S. Equal Employment Opportunity Commission, 1975). 

1 
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Status is defined. as the place of an individual on a·scale of. 
. . : : .. 

prestig~ (Webster~ 1949, p. 2463). fr6n~verbal communicators, such as 

clothing, are often in·terpreted as indicators of.the standing of 

individuals on'thfs scale (H,orn, 1968·,.i:> . .ll2; Ryan, 1966,p. 54) •. 

As early as 1912, Vebl.en (1912) presented .his theory of conspicuous 
' . . . 

consuniptfqn, based on the idea that people choose their clbthil1g to 

suggest their status t()·others: 

But expenditure on dress has. this advantage over .most 
other methods, that our apparel is always in evidence 
and· affords an indication ·of our pecuniary standing ·. 
to all observers at the first glance.· It ;.s also -
true that admitted expenditure 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.· 
point is the sense of shabbiness so keenly fe.lt as if 
is if we fall short of t,he standard set>by social·· 
usage in th1s matter of dress (p. 119). · ·· 

. . . . . . 

Clothing has a symbolic function in which ;.it indicates the wearer's 
. . . . - . . 

status (Barber & Lobel, 1952). Some pedple feel they have ·to dress to ·· 
·- .. . . ·. . . . . 

'"keep up With the Joneses i 11 (Levy, Feldman, & Sasserath, 1970, p. 40); . . ~ . 
' . - . . . .. 

therefore, the clothes they buy must communicate a certain social 

status, even though sometimes h is di-fficul t for the purchasers to· 
pay for. them .. . ·- . . . . 

Blacks· often have been refused admission to· various status sytn- .. -
. . ~ . . . . . . 

bol s typical of American cul tu re, which may be. why they sometimes use 

compensatory devices torai~e self-esteem, aid st,atus· and conceal 
' . . . . . . . 

the. traumatic effects of a subordinate position (Frazier, 1957). 

Clothing along with hmising, furniture, and cars, may beone of the 

preferred compensatory products because it is relatively inexpensive -

.. 



. . . : . :. -· · ... · . 

. ··an~ easily shown." As Horn (1968). sa.id~· 
. . .. . . . . . 

Man's natural acquisftiv~ tehdencies:cari be.seen• in 
his penchant·fo.r the accurnulatfoh of personal property,. 
and because .ofthe''portable nature of clothing, it is , 
hi'ghly probable that .such items became one of the 
earl fest indices of ii man's we(l,lth (:p~ 15)\ ·. , 

Evans (1968} .. agreed that Blacks lised Clothing as a status symbol and· 
. . .· . . :· .· .· ·... . . 

· stated that they want ''•:the s~me brands, the same labels as they 

imagin~ the best white Americans have. n, 

Numerous studies have indic~ted: that clothing.;.bu;i~g practkes· 
' : . . . . 

of white women are relC1,ted to so~io-economtc:cl(lSS (Burns, 1964; 

Cotrone, 1967; Hicks,1970; Ku~hne & Cree~mo.re, 1971),but similar 
. . - : . 

information about black women. isi lacking. Sarne researchers (Bra-

guglia & Rosencranz, 1968; Hunter, 19~7; Kittle.s, 1961) .have compared .. 

shopping practices of black wome'n consumers with white women and 

reported that,· as s·tatus· .of the Bl a.cks Jn.creased, the value they · · . 
. " ,. .. ·. . . - . . 

attached to clothing as ~·prestige symbol •.tended tp decrease. 

Black women·be'long fo ~w() subcultures which makes them a unique 
. ~ .. · 

market segment .. They are part.of the.womeri'':s .subcultural .group. and; 

·at the same time, they are of the black race which is another sub-. . . .. . . 

cuiture. An exploratioilofthe clothing bt1yingpractices of employed. 
. ·.. ·. ·.. . . . . . . . 

single black women from' different socio~economic levels is needed to 

. understand the factors influencing their wardrobe planning, methods .· 

. of payment for clothing, types of stores patronized and factors 
. .· . 

. influencing.personal clothing .selecti9n.· 

Purpose · 

The purpose· of this research is tcr·compare the clothing buying •· · 
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practices of employed single black wornen belonging to different 

socio-economic levels. It will provide information for apparel 

·retailers, especially those who are located in metropolitan areas 

with large black populations. Ed.ucators will find this research 

helpful to increase their understandi qg of those whom they teach. 

Objective of .. Study·. 

l. To ,compare employed single black women from different socio-economic 

levels in their persoria{,clothi~g buying practices. 

A. Planning of purchases 

B. Stores patronized 

1. type of store 

2. factors influencing store selection. 

C. Methods, of payment 

D. Factors influencing personal clothing selection 

1. shopping.companions 

2. selection of name brands 

3. store image and salespeople 

4. garment characteristics 

Hypothesis 

There will be no significant differences in .selected clothing 

buying practices of employed single black women from different socio .. 

economic levels in relation to: 

· l. Planning of purchases 

2. Stores patronized 
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3. Methods of payment 

4. Factors influencing personal clothing selection 



;· -

.· Chapter 1 ! .. 

Review of· Literature· ·. 

There has been very l ittl:e re.search about.the clothing buyin.g · · 

practices of unmarried black wome,n:, Some. ~fources have reported the·· . 

ai.ithOrS I Opi tifons· .based 0i1. 'thei t· lim{teQ ObSe,rVatfonS Obtained ~hi le' .· 
- - . - ~ .·. ~ - . -. - - - -. . . ' '.:· -(~. . - ' . . . - . 

... - -

. engaged ,in othe.r inve'stigations '. . A ;few stuMes have c0mpared the 

purchasing b~hayi or of.white' and hl adk',women ·but they -appear to. be 

. ·.· primari Jy conc.erned w1th l ow-jricome People only (Bragugli a ·& Rosen-
.·-,·_· 

·cranz, 1968; Hunter, 1967; Kittles, 1961) .. 'The review.ofli'terature 

discussed in. this chapter ~J-ill in<;:lude empirtcal data related to 

.. (a) pl_anning of purchases, (b).. types of .stores patronized, tc) 

. methods of payment:for clot~ing,. and .fd) factors· influencjng personal,· . 
. ~ .-

clothing selection of·.wornen~.. . .. 
. . 

! ' 

- > • - • • - • .-

. . :.·. -.. . . . . ~ . . -.- . -

Planning· of Purchases .. 

Unplanned buying. ·.versus planned•. ~~yi ng ·.has . been an important ·· 
. ., -,\'-- . - - . . "'. - . ... 1.: _·. - . ' -· 

subjecttoresearchers (D'Ant6ni & Shenson, 1973; Pollay, l%8J: · 

Stern{l962) believed thatl:lnplanned .buying is just anothe~terffi for . 

impulse buying. He stated that when a consumer did not plan pur"'." 

chases, he or she really performed three d-i fferent 1 evel s •of ·i~pµl se .. ··. 
. - . . : 

buying which he exp fained a.s: 

·.1. 11 pure •• impi.Jlse buying'' Which oc.curs when an "escape.purchase" 

is made by the consumer in ari effort to improve personal mora 1 e 

6 
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2. 11 reminder impulse buying 11 which happens when the consumer 

remembers previous informa:ti on that brings on a purchase 

3. 11 planned impulse purchas i ng 11 which happens when the consumer 

goes to a store only because of sped al sales and low prices. 

Little research has been done concerning the planning by em-

ployed single black women, in th~ labor force, before purchasing 

clothing. Some reports, however, have investigated the plannin·g 

of purchases of non-clothing merchandise. 

The degree to which a shopper buys food on impulse was studied 

by Koll at & Willett (1967). They had an experimental group which 

did not have a shopping list; and a control group which did have. 

Women with prepared shopping l ts ts of mor.e than fifteen products had 

a lower percentage of unplanned purchases .than women with shorter 
' ' 

lists Or no lists at all. No informationi;was gjl/en about their 

marital status or racial background~ lt is still questionable as 

to whether women base their pl anriing of purchases for food items on 

the same factors as they do when buying clothing. 

Unplanned buying of clothing by 780 wOmen in two types of retail 

establishments, a discount store and a department store; was studied 

by Prasad (1975). Data showed that the percentage of unplanned buy-
.· . ' ,. . 

ing was higher for.discount store consumers than among department 

store shoppers. Unfortunately, specific items most often purchased 

or details about the women's personal characteristics were not indi-

cated. 

Lockeman (1973) studi.ed the qualities that 131 white women 
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respondents pre-planned before buying shoes .. Data indicated that they 

planned to select items based on comfort, fit, size, style, and ap-

pearance. Later, Newman and Lockeman {1975) equated survey methods,· 

both personal interview and mailed questionnaires, 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 qualities 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-central Michigan 

city. The largest proportion of the sample combined clothing buying 

with the purchasing of groceries, paying of bills, and buying of other 

household items, which suggests that these items of apparel may have 

been bought with very little pre-planning. 

A study of 380 women in four cities in the northeastern part of the 

United States (Whitlock, Ayres, & Ryan, 1959) found that one-third 

of the respondents had browsed in other stores before buying a blouse. 

This implied that these purchasers tended to do comparative shopping 

before making their selections. 

Stone and Form ( 1957), in their study of Vansburg Women from all 

socio-economic classes, found that the middle class group knew pre-

cisely what it planned to purchase when shopping for clothing. The 

upper class and the lower class groups were unsure of the clothing 

i terns they wanted to purchase. 

Some research has investigated particular factors planned prior 
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to buying children's and adolescents' clothing. It generally indi-: · 

cates that fit, style, color, andpr{te of gannerit? iS often pre'.:" 

planned {Mayer, 1957; Mead,.1957; Ryan;. 1965; Shaffer, 1965) .. Jacobi.· 

. and Walters (195BJ studied consumer dress-buying behavior and sug-: 
. . ' . . 

gested that at the time.when a woman makes.a purchase she has.already 

limited he,r ch~ices by reduc.ing the .number of acceptable items in 

terms of pri•ce an~ style. 

·The behavior of 306 women who were shoppjng in a blouse depart-
·. . 

ment was studied by Hornirl'g {1961) .. bata revealed that the 137 non-: 

purchasers inquired about· fabric·, styi e, co'lor and fiber ~ore fre-

quently than the 169 who ~c-foal ly bought a blouse. Thi"s may indicate 

; .· 

that the .wom~n whci did.not ·P~rchase a:.bl~usJ pre-pla~ned thet·factors-'·: .. ···· ··• · 
. . . . . 

· they looked for anct were not sati,sfied .with ·the choices a~ail_able . 
. Res.earch was done. by Smith ( 1974} with a· sample ·of 144 black pro-

fessional women in South ~ouisia11a .. ~ll re·spondents held either a 

Bachel.or of sden~e deg.ree, Master of Science degree or education · 

beyon_d a Master's degree. <· Evidence showed that approximately three-. .· 

. fourths of the sample ·pre-planned their pur~hases• _- .•. ·.·. 
. . . . . . . . . . . 

Ttpes of Stores Patronized . · 

There are a variety of retail ou.tlets which. serve the cJotning. . - . . . . .· . 

demands of ~any types. of consumers. ~epar~ment st_ores, sp~ci a ltY 

. stores, discount stores·, .mail o.rder and magazines or direct man ap-
. - •' . . . -··. . - ... : ·. . · .. 

· preaches are sources established to m~ef cus"t;ome.rs 1 want:s, an·d needs. 

Stanton ( 1975) and Troxell & J!Jde,11 e (l97l} agreed that to be 
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. . 

considered a department store, the store must have a mi nirnum of twenty-

five employees; clbthing and soft goods must represent 20 per cent of 

the total sales volume; a.nd furniture, appliances, household linens, 

home furnishings, and dry goods must be included in the store's mer-

chandise. A specialty store carries a limited yarietyofproducts 

such as wo.mens I sportswear, millinery, or 1T1aternity apparel. A dis-

count store (The Discount Merchandiser, 1967) is a "departmentalized 

retail establishment utilizing many self-service techniques to sell 

hard goods, health and beauty aids, apparel and other soft goods, 

and other general merchandise. 11 • Rachman and Kemp (1963) reported 

that .the discount store fascinates purchasers because of its "lower-

than-average markup, which makes it compete against other types of 

stores when it comes to price.'' 

Wel lan (1966) investigated the shopping practices of thi rty""'.five 

male ~xecut1ves and fo.und that they patronized men's specialty stores 

and department stores, exclusively. Unmarried executives shopped 
~ . . 

in specialty shops more than married executives. Married men and 

single men were compared iri Stivers {1974) study of 400 males against 

the types of stores.they patronized. Data indicated that the single 

men patronized specialty stores more than the married men. The ques-

tion remains whether females, particularly employed single black .. - - - . . . ,, 

females from different socio-economic levels would have. a similar 

purchasing behavior pattern~ 

The clothing buying practices of low-income women have been in-

vestigated by some researchers. Stender ( 1969) studied the stores 
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patronized by seventy-five white, low-income women. The retail 

sources they used were in the fol lowing descending order: depart-· 

ment stores, discount stores, and variety stores. ·. 

The shopping behavior of 652 adult consumers who Jived in a· 

college town in New York was investigated by Dardis and Sandler 

(1967). Data indicated that price was the major factor which caused 

these adults to shop in discount stores. They also did a Tot of 

comparative shopping. before making a purchase. 

Rogers Cl 970) compared the wardrobes of 2l0 females, from three 

ethnic groups., attending Texas Women's University. The groups in-

volved were the Afro-Americans, Anglo-Amerjcans and Latin-Americans. 

The department store was the most frequented fetai 1 outlet of all 

three ethni~ groups. 

It was reported in Clothes Magazi 11e (l970) that stores patronized 

by blacks are unlike the retail establishments shopped by white.s. In 

urban areas, blacks shopped fn chain and discount stores which are 

self-service resources rather than department and specialty stores. 

No specific details about the occupation· and socio-economic level of. 

these women were given. 
. .- . . 

A study by Braguglia and Rosencranz (1968) of forty white women 

and forty black women from Columbia, Missouri, indicated that both 

groups patronized department stores more tha11 any other type of re-

tailer. All eighty women respondents were from a low socio-economic 

1eve1 . 

More than half of Smith's (1974) black sample shopped in 
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. . . 

. · department and speCi al ty stores .. · ~ost of the ptofessi onai women und~r 

.--the age_ of thirty bou~ht :ready-to-wear apparel .in chain st~res /while 
. ' 

those over thirty we.nt to ··department··and speciaHy stores~·fartheir 

clothes~> · 

Two res~archers (Feldman & Star~ 1968) studied mail order· shop.:. 
. . . ! .. ·. . .. 

ping of 76.0 white and 240 non-whi~e participants. Data revealed that. 

the whites shopped; by mail or. phone t_Wi Ce as. much as the non·whi tes 0 

For .eac~ race, as income increased catalog purchasing and ordering by 

telephone appeared to increa.se. 

-·Methods of ·Payment 

cash and creditaret~(} rne~hod~us~d t~ .pay for cloth~ng .. ·.'credit 
. . ' '. ·. ,. ~ . 

'. 

· "in the fonn of a ·debt· is involved .whenever cash., goods or s_ervi ces 
. . .. · . '. .": .··· .· :···· · .. · .. · . . . . 

are provided on' a.promise t~ pay at a future date" (Wannke, Willie, 

Wilson & Eyster, 1971} .. In 19~8, the most frequentl,y. used credit in 

order of Volume of sales was:.·. (a) ind¢pendent plans of in.dividual 

retailers, (b) credit plans of dorirlnant. dep-artrne.nt stores, (c) ·credit 

card plans of g~soline co~panies, (d}:bank credit card plans, a·nd 

. (e) travel and entertainmeht credit card pi ans (Board of Governors 
. . 

. of the Federa] Reserve, 1968). ·it appears that ihe growth of· the 

credtt purchasingpower, of consumers ha.s compel i'ed most .retailers to ·· · 
. . 

make some kind of credit av~ilable to their customers .. · 

. Bank credit cards have been ~oted as an important "factor in 
. .' . ·- . . 

'America's credit. In 1970 the· two major bank credit ca:rds were . . .\ . . . . . .. . . . . . 

Master Charge and Bank Americard (O'Nei,l, 1970). · More than 6,000. 
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banks in the United States have issued these and claimed over twenty 

million cardholders. 

Hhite (1975) investigated some of the reasons that consumers in 

a large city decide to use bank credit cards. In his sample of 649 
. . . 

white and non-white adults, a 11 family units ha.d either a checking 

account or bank credit cards or both. Results indicated that race 

was all important factor a.s to whether they had bank credit cards or 

not. The non-whites used bank credit cards more than whites. Non-. 

whites tended to feeJ th.at using credit was much cheaper than paying 
. . 

with cash because they were not. expected to pay the rul l cost of i terns 

at time of. purchase; they paid small amounts at a time on their charge 

balances and did not perceive. the high costof interest rates. Data 

also suggested that non.:.whites have trouble cashing checks and, there-

fore, were more likely to use c re di t cards. 

An examination of how a consumer's socfa 1 cl ass influences his 

use of bank credit cards was done by Matthews and Slocum (1969) ~ · One 

thousand ninety;..six partidpants from the lower, middle and upper 

classes were sent mailed questionnaires. Major findingsshowed that 

the lower class part id pants used their cards for installment payments 

and theupper cl ass group used their cards for convenience purposes. · 

Installment card holders looked for stores that accepted.their. cards. 

Nopersonal information concerning race or sex was given apout the 

sample. 

The use of commercial· bank credit cards in re la ti on to the 

consumer's life style was. studied by Plummer (1971). His sample 
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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 held a pro-

fessional job. 

One study reported that credit cards were owned by more blacks 

than whites (Cox, Stafford & Higginbotham, 1972). Thus, the re-

searchers 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 that the stores' management reviewed the applicants as to their 

capability of paying in relation to income rather than race. 

Rogers' (1970) comparison of wardrobes of college girls from 

three ethnic groups found cash was the most often used method of pay-

ment for al 1 of them. The second choice of payment which they selected· 

varied: the Afro-Americans used layaway; Anglo-Americans chose check-

ing accounts; La tin-Americans preferred using charge accounts. 

In Orr's (1973) research of twenty-:five, low-income 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 Smith's 

(1974) research used both cash and store charge accounts as methods of 

payment for their personal clothing. Half of the total sample also 

used layaway plans to obtain their clothing. 
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Factors Influencing Personal Clothing Selection 

Winakor {1969) has suggested specifio factors which influence the 

rate of clothing consumption. She stated that age of the consumer, 

values, goals, equipment used for clothing upkeep, and quantity and 

qua 1 i ty of clothing tend to be important determinants. 

Socia 1 Influence · 

Burnkrant & Cousineau {1975) studied the importance of social 
.;.-~ 

influence on buying behavior nf instant coffee. The sample consisted 

of 143 undergraduate male stUdents who attended the University of 

Illinois and Illinois State University.· Data showed that the indi-

vidual's choice of products was influenced by what others thought. 

After others voiced a favorable judgment about the product, the con-

sumer's own opinion was reinforced more favorably. 

Brand Names and Garment Characteristics 

The thirty-five male executives in Wellan's (1966) study indi-:-

cated that fashion, comfort and economy were of descending importance 

in selecting their apparel which suggests that these men will keep up 

with fashion no matter what else they have to give up. Males in the 

Time/Hystron {1969) study stated the following factors influenced 

their clothing selections: magazines, family or friends, store dis-

plays, and salespeople; eighty-three per cent said that brand names 

also were important in their selection of clothing. 

Engen {1957) investigated the buying habits of fifty college 

males. Their reasons for selecting their clothing were in the 
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following descending order: general appearance of garment, becoming-

ness, suitability, serviceability, comfort, approval of friends and 

cost. 

The use of bra·nd named garments by 178 college sorority women 

was examined by Phi 11 ips · ( 1966). Data indicated that brand names 

were ranked high in ~egard to their personal clothing choices because 

this identification 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 factors such as style, color, workmanship and fabric were 

their main determinants in choosing a garment. Over half of these 

respondents also looked at garment labels 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 clothing. 

It was found in Orr's (1973) study of low-income families that 

the main reason for purchasing new clothing was to replace old, worn 

garments for both adults and children. It appears 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 (Braguglia & 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-

portance. 

Smith's (1974) ~tudy reported that more than half of the black 
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professional women said that comfort and appearance of a garment was 

more significant to them than brand name and prestige. 

Shopping Companions 

In the Northeast regional study {1959), data showed that about 
. . 

one-fourth of the 380 women respondents shopped with a companion. 

Half of the individuals stated that they frequently took the advice 

. of others when purchasing a blouse. A majority of all of. the women 

said they particularly liked the advice of a salesclerk. 

Two-fifths of the lOOmarried couples in Stone, Form and Stra-

han's (1954) study shopped for clothing with other people most of the 

time. 
i~.. . ' 

Of these two""fi fths, about one-third shopped with members of 

their family. 

The clothing buying habits of lOO women attending Oklahoma State 

University were studiedby Perry and Nprton (1970). Price, color and 

salespeople were the most influential factors in their selection of 

clothing. 

Horning 1 s comparison of purchasers and nori-,purchasers ( 1961) · 

showed that the 169 women who did buy a blouse were more inclined to 

shop with companions. The 137 respondents v,rho mad.e no purchase 

looked at more merchandise displays.than the buyers did. 
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Ghapter lI I 

Procedure 

Similarities and differences among employed single black women 

from different socio-economic levels in relation to their planning of 

purchases, types of stores patronized, methods of payment, and factors 

influencing personal clothing selection were explored in this study. 

The procedure wi 11 be categorized into four areas: se 1 ection of 

sample, the instrument, collection of data; and method of analysis of 

. data. 

S.election of Sample 

The sample for this study was 141 single, black women between 18 

and 40 yea rs of age. · A 11 of them were employed in various· types .of 

positions in Washington, D.C., including government offices and busi-

nesses. Although a convenience sample, this group was considered likely 

to indicate the apparel purchase behavior of single black women in 

general. 
. I 

The Instrument 

A self-administered questionnaire (Appendix A) was developed to 

collect the data becau.se it permitted a larger sample than would have 

been feasi b 1 e by the interview method. Part l was concerned with the 

women's clothing shopping companions, the types of stores they 

l8 
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patronized, and the type and amount of pre'.'"pl anni ng they did before 

making their selections. Questions in Part II requested personal 

information about the individuals. Part III of the instrument related 

to questions on clothtng purchases. Part IV dealt with the methods 

of payment' the women used for their persona 1 clothing. Part V was 

developed to investigate some of the socio-psychological factors in-

fluencing the respondents' behavior under certain shopping situations. 

Tozier's (1968) and Burns' (1964) questionnair~s were used as guides in 

developing the instrument. 

Pre-testing 

The instrument was pre-tested with six black females. Three of 

them were college students at Virginia Polytechnic Institute and State 

University, while the others were working women in BlaCksburg, Virginia. 

They were encouraged to make any suggestions they thought would better 

prepare the instrument for other black women to respond to it. As a 

result of their responses and comments, slight changes were made in 

the wording and organization of the questionnaire. 

Collection of Data 

Friends and working acquaintances of the researcher in Washington, 

D.C., werepersonally contacted and their help,or that of their friends, 

·was 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 complete it at 

their earliest convenience. If the women indicated they were unable'.to 

respond immediately, a second visit was made to collect their com-. 

plete~ questionnaire. 

Method of Analysis Data 

The original data for each respohdentwere coded, and then punched 

and verified on IBM cards for computer analysis according to the chi 

square test. Data were considered statistically significant at the 

.05 level in this research. 

The McGuire-White Short Form Index of Social Status (1955) was ' - ' . . . . 

adapted to establish the socio-economic level of each ind.ividual. This 

was based on each woman's occupation, major source of income and edu-

cation. 



Chapter IV 

Results and Discussion 

Results and discussion of this research were based on data col-

lected, by means of a questionnaire, during the winter of 1975. Par-

ticipants in the study were 141 unmarried, black women, who were 

employed in Washington, D.C. Their clothing buying practices were 

investigated in relation to their socio-economic level. In this 

chapter, the characteristics of the respondents Will be briefly de-

scribed, followed by an analysis of the variables ih relation to 

social class. These variables were: planning of purch~ses~ stores 

patronized, methods of payments and factors influencing personal 

clothing selection. A chi square test of independence was used to 

test these relationships. When the chi square test could not be 

used, frequency tables showing the number and percentage of respon.:. 

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

Characteristics of the Respondents 

All of the 141 single black women who participated in this re-

search were between 18 and 40 years of age (Table 1). · The biggest 

proportion of the respondents (61 .0 per cent) did not have any de-

pendents. Although a very few of the women indicated that their 

annual .incomes were $16,000 or more, the largest proportion, or 41.1 

21 
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TABLE l 

AGE, NUMBER OF DEPENDENTS, AND INCOME RANGE 

Variable 

18-20 
. 21-25. 

26-30 
31-35 
36-40 

Number of Dependents 
.0 

l 
2 
3 
4 or more 

Income Range 
$ 4,000 - 8,000 

8,000 - 12,000 
12,000 - 16,000 
16,000 - 20,000 
20,000 - 25,000 
25,000 and above 

Total 

Total 

Total 

Respondents 
No. % 

13 9.2 . 
42 29.8 
37 26.2 
28 19.9 
21 14.9 

141 100.0 

86 61.0 
23 16.3 
16 ll .3 
14 . 9.9 
2 l . 4 

141 99,9+ 

58 41. l 
42 29.8 
23 16.3 
15 10.6 

l 0.7 
2 l .4 

141 99.9+ 

+ Percentages may not total 100.0 per cent due to rounding. 
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per cent, said they had incomes in the $4,000-$8,000 range per year. 

The largest share of the women (41.1 per cent) reported that the 

highest grade of school they had completed was graduation from high 

school (Table 2). In addition, nearly 20 per cent indicated they had 

gone to college for one or two years and almost 25 per cent said they 

had gradua.ted from a four year college. 

When asked the major source of their income, 49.6 per cent of 

these working women responded that it came from salary and/or commis-

sions and/or monthly checks (Table 2). Almost as many (48.9 per cent) 

said they received most of their money from weekly checks or hourly 

wages. 

Computations of a raw score for the social class index (McGuire 

& White, 1955).:of the respondents indicated that only one woman was in 

the upper'.'"class and six were in the lower-lower; since their raw scores 

varied only slightly from the minimums or maximums established by 

McGuire & White for adjacent social levels, these women were considered 

to be similar to those in the nearest group. As a result, the 141 

women were classified about evenly among three socio-economic levels: 

upper-middle, lower-middle and upper-lower (Table 2). Throughout this 

chapter these will be referred to as "UM, 11 11 LM, 11 and "UL.'' 

Planning of Purchases 

The single black women were asked questions concerning the plan-

ning that they did before actually buying 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 

Variable 

Highest Grade Completed 
Advanced college degree 
4-year college graduate 
Less than 2 years of college 
High school gr~duate 
Non-graduate of high school 
Less than 9th Grade 

Major Source of Income 
Profits, fees from business 
Savings and investments 
Salary and/or commission$ or 

monthly checks . 
Weekly checks and hourly wages 

Socio-Economic Level 
Upper-Middle 
Lower-Middle 
Upper-Lower 

Total 

Total 

Total 

Respondents 
No. % 

13 9.2 
35 24.8 
28 19.9 
58 41.1 
4 2.8 
3 2. 1 

141 99.9+ 

0.7 
1 0.7 

70 49.6 
69 48.9 

141 99.9+ 

48 34.0 
47 . 33.3 
46 32.6 

141 99.9+ 

+ Percentages may not total 100.0 percent due to rounding 
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to be purchased, and the comparison shopping done were investigated. 

Results are reported in rel ati o~ to the respondents I socio-economic 

level . 

Financial Expenditures 

According to the chi square test, planning a certain amount of 

money for Clothes compared to social class was nut statistically sig-

nificant (Table 3). However~ slightly over six per cent of the UM 

reported that they often planned in advance the amount .they would 

spend for .their clothing, as compared to a little over 23 per cent 

of the LM and about 17 per cent of the UL. Chi square analyses of dif-

ferences in social class level were significant with pre-planning the 

price to be paid for a garment. Both the LM group (70.2 per cent) and 

UL (71.7 per cent) appeared more likely to pre-plan the price of a 

garment to b~ bought than the UM group (47.9 per cent). 

Store and Number of Garments 

Differences in respondents' socio-economic class in relation to 

pre-planning the store to be .. shopped were not statistically signifi-

cant (Table 4). The majority of all the respondents from each class 

11 sometimes 11 decided in advance the store which they would patronize. 

Chi square analysis of differences in socio-economic level with 

regard to pre-planning the number of garments to be purchased was 

statistically significant (Table 4). Nearly 23 per cent of the women 

·in the UM socio..:.economic level did plan in advance the number of 

garments they would purchase as compared to about 36 per cent of the 
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LM and 50 per cent of the UL . 1 

Garment Design and Color . 

·The largest portion of all socio-economic Classes reported that 

they pre-planned the type and color of clothes to be purchased for 

their personal wardrobes {Table 5). No statistically significant 

di.fferences among the three groups were found. 

No statistically significant differences were revealed in the 

pre-planning of color versus style of clothing ill relation to socio-

economic cl ass (Table 6). However, the 1 argest proportion of women 

from all socio-economic classes indicated they were much more likely· 

to decide in advance the/style rather than the color of garments they 

would buy. Al though differences among sodo-economi c groups were not 

significant, more than half of the women in all classifications "some-

times" pre-planned the fabric of garments. 

There were no statistically significant differences in a com-

parison of socio-economic cl ass with the respondents' advance plan-

ning. of price and brand of clothing purchases (Table 7}. However, the 

largest proportions of the UM (39.& per cent) and the UL (39.l per cent) 

appeared to pre-plan only the price of the garments to be bought; the 

greatest share of LM (38.3 per cent) said they decided both the price 

and brand of their purchases before going shopping. 

Time Length Planned for Purchases 

·The relationship of socio-economic class to the time spent in ° 
planning a $3.00 earring purchase was examined and found to be 
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statistically significant, according to the chi square test (Table 8). 

About eight per cent of the UM women took longer than a few minutes to 

. make this purchase as compared to 14.9 pei cent of the LM and 32.6 per 

cent of the UL classes. 

Differences in the socio-economic level and the time length in 

buying a $12.00 blouse or a $50.00 coa1t were not significant (Table 8). 

It seemed that all of the respondents .from each group took longer than 

a few minutes to consider either purchase. Data also suggested that as 

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 Planned for Clothing Purchases 

According to the chi square test, no statistically significant 

differences were found in a comparison of socio-economic class to paying 

more than planned for garments (Table 9). However, the LM group seemed 

more likely to spend the anticipated amount than either of the other 

classes. 

There were no stati sti ca lly s igni fi cant differences in the compari-

son of planned and paid price of last pantsuit or dress purchased in 

relation to socio-economic class (Table 10). · It was interesting to ob-

serve, however, that a larger proportiOn of the UM made no plans about 

the price they would pay than was reported by either of the other two 

lower social class groups . 

. When to Shop for Persona 1 Clothing 

The time for purchasing fall or winter clothing with regard to 
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socio-economic level was not statistically significant (Table ll). 

A majority of the women in all c·lassesstarted buying early in the 

fall and continued to buy all year. 

Chi square value of differences in the time when new clothes were 

purchased with regard to socio-economic class was not significant 

(Table 11 ),. The data appeared to support the findings of Orr (1973) 

which indicated that low-income families tend to buy clothing only 

if it is needed. 

Comparative Shopping 

There were Significant differences in socio-economic class in 

relation to the use of mail-order catalogs for comparison of garments 

before going shopping (Tab le 12). Use of these sources of informa-

tion appeared to increase as socio-economic classification decreased. 

Information was requested regarding the amount of comparison 

shopping the women did before coming .to a decision about their pur-

chases. Hypotheti ca 1 situations i nvol vi ng i terns of three different 

price levels were presented and responses indicated that there were no 

statistically significant differences in the number of stores visited 

by the three socio-economic groups when purchasing a $3.00 pair of ear-

rings or a $50.00 or more coat. A majority, of all the women purchased 

the earrings in the first store they shopped (Table 13). ·The largest 

proportion of respondents in all social classes indicated they did 

comparison shopping in three stores before buying a $50.00 or more 

expensive coat. 

There were statistically significant differences found in a 
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comparison of socio-economic level with retail establishments visited 

before purchasing a '$12.00 blouse (Table 13}. · Thirty-three and three 

te,nths per cent of the women in the UM c:iass shopped in just on.e 

store, but only 8.5 per cent and 10.9 per cent of the LM and UL 

classes, respectively, purchased this .item in the first store they 

entered. 

Stores Patronized 

Information for this research was concerned with the type of 

stores patronized by the single black women respondents. Factors 

that influenced store selection were also investigated. 

Chi square analysis of differences in social class with type of 

stores patronized was not statistically significant (Table 14). A 

majority of all the women preferred to shop at a department or dis-

count store rather than a specialty store. 

Women in the study were asked if they knew of a store where they 

would like to buy their clothes although they usually did not shop 

there (Table 14). Their responses were analyzed in relation to socio-

economic class and results werenot statisticallysignificant. How-

ever, nearly one-third of al 1 of them stated they would like to shop 

at different stores than they were currently patronizing; Saks and 

Garfinckels 1 were two which they frequently mentioned as desirable 

clothing retailers. Both of these are generally considered to carry 

some of the highe,st prices and newest apparel fashions in the city 
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where the data were collected. 

Factors. In fl uenci hg Store Usage 
. . .. .. 

There were no statistically significant differences Jn the influ~ 

ence of store thoi¢e by the neafn~s~ or reputation of stores or the 
. . . . ' . . . ~ 

attitudes of. the salesclerks compared to socio-economi.c cl ass i fi ca ti on 

(Table 15)' .. · One".'.'h!llf or slightly more of each of the groups indicated 

that a store's reputation was very influential in their selection of it 

as a place to buy apparel. 

Although no statistically sign~fJcant differences weore found, 
. . 

·variations in reactions to the display of merchandise were observed 

-among th_e socio-economic classes (Table 16) ~-- More of the LM women were 

inclined to "often" be influenced by the way in Which merchandise was· 

displayed in stores than the other two·classes. 
. . . .· 

There was.no statistically significant chi square value for dif-. 

ferences in the relationship of social class with special sales influ-
. . 

enci ng purchases.. A majority of the respondents in each group were 

occasionally affected by special sales when buying their personal 

clothing (Table 16). 

Methods of Payment . ·· 

Methods whichthe.141.single black women respondents used to pay· 

for personal clothing were investigated. Cash and credit such as· revol v-

ing accounts, regular charges and. blank credit cards were the payment 
. . . 

methods examined. The women were a lSo asked about their use of 1 ayaway 
·. . . . . 

plans. This was not considered a ITlethrid of credit purchasing because 
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the con5umer does not get possession of the merchandise until the 

total cost of it is paid. 

Payment Method Categorized 

There were no statistically signifi£ant differences in comparing 

socio-economic classification with the method of payment for clothing 

(Table 17). Data indicated that a vast majority of women in all the 

groups paid cash at the time of purchase. 

Credit Card Carriers 

The women were asked if they usually carried their credit cards 

with them (Table 18). Their responses were analyzed in relation to 

socio-economic class and results were statistically significant. Only 

34. l per cent of the UL group carried credit cards compared to 62. 5 

per cent of the UM and 63.8 per cent of the LM which may indicate 

that women in the UL class did not have personal charge accounts. 

It was interesting to observe that, even though approximately 75 

per cent of the UM and 72. 3 per cent of the LM used cash as their 

main method of paying for their personal clothing (Table 17), they 

also were inclined to ;carry fheir credit cards with them (Table 18). 

Types of Credit 

· The possession by the single black women of different types of 

credit was investigated. Differences among the three socio-economic 

groups were not significant in relation to revolving charge accounts 

or bank credit cards. However, the UL women appeared least likely 

to have either of these types of credit (Table 19). 
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There were significant differences in a comparison of socio,.. 

economic cl ass with possession of a regular charge account for 

personal clothing purchases {Table 19}. As might have been expected, 

possession of a regular charge account tended to increase as socio-

economic leve1 increased (UM, 45.8 per cent; LM, 29.8 per cent; and 

UL, 21.7 per cent). 

Use of Layaway Pl ans 

In a comparison of socio-economic level with the use of layaway· 

plans Jn building a personal wardrobe, statistically significant dif-

ferences were found (Table 20). Data indicated that almost 65 per cent 

of the UM women 11 alrnost never" used this method of obtaintng their 

personal clothing as compared to only '34 per cent of the LM and 

. nearly 35 per cent of the UL groups. 

Personal. Credit Used 

No statistically significant differences were found in comparing 

socio-economic class with. the type of personal credit most used within 

the last year (Table 21). It appeared that a regular charge account 

was used less by all respondents than other types of persona 1 credit. 

According to the chi square test, statistically significant 

differences were found in a comparison of socio-economic class with 

maximum charge limit for clothing purchases (Table 22). As might 

have been expected, 60.4 per cent of the UM class were permitted charge 

purchases fromn$400 - no limit, 11 but only 34 per cent of the LM and 

17 .4 per cent of the UL had similar privileges. 



TA
BL

E 
20

 

US
E 

OF
 L

AY
AW

AY
 

IN
 R

EL
AT

IO
N 

TO
 S

OC
IO

-E
CO

NO
M

IC
 C

LA
SS

 

Ite
m

 

Us
es

 L
ay

aw
ay

 p
la

n 

Of
 te

n 

So
m

eti
m

es
 

A
lm

os
t 

ne
ve

r 

To
ta

l 

* S
ig

ni
fi

ca
nt

 a
t 

.0
5 

le
ve

l 

U
pp

er
-M

id
dl

e 
No

. 1 16
 

.31
 

48
 

O
/ lo.
 2.
 1

 

33
.3

 

64
.6

 

10
0.

0 

So
ci

o-
Ec

on
om

ic
 L

ev
el 

Lo
w

er
-M

id
dl

e 
No

. 
%

 

6 
12

.8
 

25
 

' 
53

 .2
 

16
 

34
.0

 

47
 

10
0.

0 

U
pp

er
-L

ow
er

 
No

. 
%

 

8 
17

.4
 

22
 

47
.8

 

16
 

34
.8

 

46
 

10
0.

0 

Ch
i 

Sq
ua

re
 

14
.1

75
6 *

 
d.

f.
 =

 4 

U
1 

0 



TA
BL

E 
21

 

TY
PE

 O
F 

PE
RS

ON
AL

 C
f{E

DI
T 

MO
ST

 U
SE

D 
IN

 R
EL

AT
IO

N 
TO

 S
.O

CI
O-

EC
ON

OM
IC

 C
LA

SS
 

So
ci

o-
Ec

on
om

ic
 C

la
ss

 
UQ
l~
er
":
"M
i 

dd
l e

 
Lo

we
r-M

i.d
dl

e 
Uf

:!e
er-

Lo
we

r 
Ch

i 
Ite

m
 

No
. 

%
 

No
. 

%
 

No
. 

%
 

Sq
ua

re
 

T
x
~
e
 

of
 E

!e
rso

na
l 

cr
ed

it
 

R
eg

ul
ar

 c
ha

rg
e 

2 
5.

0 
6 

14
. 6

 
5 

11
.4

 

Re
vo

lv
in

g 
A

cc
ou

nt
 

13
 

32
.5

 
ll
 

26
.8

 
15

 
34

. l
 

U
1

 

Ba
nk

 
Cr

e,
di

t 
Ca

rd
s 

10
 

25
.0

 
11

 
26

.8
 

8 
18

.2
 

No
ne

 o
f 

th
es

e 
15

 
37

.5
 

13
 

31
. 7

 
16

 
36

.4
 

To
ta

l 
38

 
l 0

0 .
0 

41
 

l 0
0.

1+
 

44
 

l 0
0.

 l+
 

3.
24

35
 

d.
 f 

.=
6 

+P
er

ce
nt

ag
es

 m
ay

 n
ot

 t
ot

al
 1

00
.0

 d
ue

 t
o 

ro
un

di
ng

 



TA
BL

E 
22

 

MA
XIM

UM
 C

HA
RG

E 
AN

D 
OP

IN
IO

N 
OF

 
CR

ED
IT

 C
OS

TS
 I

N 
RE

LA
TI

ON
 T

O 
SO

CI
O-

EC
ON

OM
IC

 C
LA

SS
 

So
ci

o-
Ec

on
om

ic
 C

la
ss

 
U

pp
er

-M
id

dl
e 

Lo
w

er
-M

id
dl

e 
U

ee
er

-L
ow

er
 

Ch
i 

Ite
m

 
No

. 
%

 
No

. 
%

 
No

. 
%

 
Sq

ua
re

 

C
re

di
t 

Li
m

it 

Up
 t

o 
$4

00
.0

0 
5 

10
.4

 
19

 
40

.4
 

23
 

50
.0

 
$4

00
 -

No
 l

im
it

 
29

 
60

.4
 

16
 

34
.0

 
8 

17
.4

 
D

on
't 

ha
ve

 c
ha

rg
e 

ac
co

un
ts

 
14

 
29

.2
 

12
 

25
.5

 
15

 
32

 .. 6
 

(.
)1

 
N

 
+ 

* 
To

ta
l 

48
 

10
0.

0 
47

 
99

.9
 

46
 

10
0.

0 
24

.3
09

5 
d.

f .
=4

 

O
pi

ni
on

 a
bo

U
t 

co
st

 o
f 

cr
ed

it
 

Ab
ou

t 
th

e 
sa

m
e 

12
 

25
.0

 
9 

19
. l

 
18

 
39

.l
 

M
or

e 
28

 
58

.3
 

26
 

55
.3

 
19

 
41

 .3
 

Le
ss

, 
or

 d
on

't 
kn

ow
 

8 
16

.7
 

12
 

25
.5

 
9 

19
.6

 

To
t-a

 1 
48

 
10

0.
0 

47
. 

99
.9

+ 
46

 
10

0.
0 

5.
96

94
 

d.
f.

=4
 

* 
+ 

. 
. 

Si
gn

if
ic

an
t 

at
 .

05
 l

ev
el

 
Pe

rc
en

ta
ge

 m
ay

 n
ot

 t
ot

al
 1

00
.0

 d
ue

 t
o 

ro
un

di
ng

 



\ 

. . . . : . 

The women were asked how they thougM; the cost of buying their 

-· .. clothing on credit compared to paying.bash, (Table 22).- According to 
-· .• . 

the chi square value' this response i·rf. reiat:fon 'to soci o~economi c 
. -

cl as~ was not sig~ificant. · Howeve~, only 58.3 ~er centof the UM; 
. . ' . 

55 .3pe_r cent of the -LM; and 41 .3: per cent irlthe UL kne~ that it 

usually costs mo~e to use credit tha,nto pay cash. -
.~ .. . . . . . . 

- Factors Jnfluendng Personal ·-clothing Behavior 

·rhe single black women were asked questions: regarding the people 

accompanying them at the time of purchases and whose ~pi ni ems affected 

their choice of clothing. The .influence of brarid names~ fmportance 

.- . of comfort, individuality,. and price virsus 'clothes t_hat fit one's 
.· . . . .. 

personality were investigated. Their Hersonai h~JiefS.as to what 
'·. . . . . :." ' · .. 

clothing may communicate were also ex~rntned. 

.. . .· .. 

Shopping Compan1ons 

- A compar_i son of socio~ecailomi c c1a.:s~ with ·shopping companions_ _ 

-indicated that difference~ were statis_ti caJly signHi cant (Tab le 23) . 

. . Although the .largest proportion of the .women from all socio-economic. 
. . . ' 

levels reported th-at they W~·re _much more likely~to sh~p alone than 

with a relative orfriend, .a-larger proportion of the UL (28.3)_ 

p~r cent) said they preferred to shopwitha relative.or boy fri~nd 
than was indicated by th~ UM (12 .. 5 per cent). ·or• LM (19. l per cent). 

· Opinion of Friends and Sales Clerks. 

Statistically Sig~ificant differences were found when comparing 
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socio-economic class with reaction if a girl friend did not 1 i ke a . 

dress worn by respondents (Table 24). A larger proportion of the UL 

(43.5 per 2ent) said they were concerned ~hen a woman did not like 

their clothing than was reported by either of the other groups (UM, 

27.7 per cent; UM, 10.4 per cent) .. The respondents' reactions if a 

boy friend was not satisfied with a dress they wore were not stati s- · 

tically significant. 

Respondents were asked if they ever questioned the opinions of 

·sales clerks about how clothes looked on them (Table 24). This, too, 

was not statistically significant but the women in the LM class. 

seemed more inclined to ask the opinions of the sales ~lerks about 

their clothing than the other two groups. 

Influence of Brand Names 

In a comparison of socio-economic class with the reasbn brand 

name garments were purchased; no statistically significant differences 

were found (Table 25). However, the _largest proportion of the UM 

and the UL reported. that they bought them because they believed these 

garments were better quality. The highestpercentage of the LM said 

they preferred brand name garments because of their superior fitting 

qua 1 ities. 

In an effort to compare the importance of brand names with price, 

the women were asked their reactions if they were buying a dress to 

wear to a Christmas party. Responses, _in relation to socio-economic 

level, were not statistically significant (Table 26). The largest 
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proportion of 'a-ll the groups said. they._would not buy. the desired brand 

of party>dr~ss if .the prti:ewas more than they had planned to pay. 

Comfort and Individual jty-
. . . ' : . . . . 

Data indicated that only 19.1 per cent of the LM class women 

"almost never11 felt uncomfortable about their clothing, while 43.8 
. . - . . . . 

per cent of the UM and 32.6 per cent of the UL had this reaction. 
. . 

These differences were statistically sign.ifkant in comparing socio-
. . . 

economic class .with feelings about clothing {table 27}. 

Even-though there were no statistically sig'nificant differences . .· . •· t 
. . 

in a comparison of socio-economic classwith feeling dist"inguished 
. . . . . ' . 

·versus comfortable, the majority of black females in each group pre-

ferred comfortable clothes rather than distinguished looking garments 
' ·.· 

(Table 28). A majority of each of the gr:oup·s also indicated that 

they favored wearing clothes that would mak~ them stand out in a . . 

-·_ group rather than garments simi 1 ar to tho-se of other people~ 

According to the chi square test, there wete no statistically 

si gni fi cant differences in socio-economic cl ass when the black re-

spondents were- asked what they would do if they went shopping with a . 

friend and both of them wanted to· buy the same dress (Table 29}. The· 
. \ . . . 

UL cl ass, however, seemed to be the most co~cerited that they were 

duplicating a friend's g:arment. 

Importance of Price versus C 1 othes that flt Personality 

No statistically significant differences were found in comparing 

socio-economic class with factors that were considered important when 
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purchasing clothing (Table 3()) .. A majority of the women in all classes 

reported that obtafoing apparel to suit their personal,ities was more 

important than price. 

Personal Beliefs Related toClothing 

There were no statisd~ally significant differences in the re la- · 

tionship of so~io-e,conomic class with the feeling that clOthing helps ·· 
. ~ . . . . . ' 

one 11 get ahead in the .world 11 (Table.31). However, approximately 52 
. . . . ,· 

per cent.of the UM and 54 per cent of .the UL said that they did not 

think clothing had high value for this purpose; sli.ghtlyover 53 per. 

cent of the LM believed it did help them get ahead in the world.· 
\ . -

Statistically significant differences w.ere fo.und iri the relation-

ship of soc,io-economi c cl ass compared to self-assurance given an 

individual by her clothes (Table 31) •. Almost 63 per cent of UM and 
. . . . . 

about l7 per cent of the LM groups felt that clothing was important 
. -

in giving the wearer se] f-assurance; only a 1 i ttle over 41 pe.r cent 

- of the UL women agreed. 

There were statistically significant differences in the socio-
. -

economic groups 1 feelings about clothing and soclal status. (Table 32). -

The LM class (53.2 per cent) seemed most inclined to think clothing 

indicated social sta-tus compared toabout 48 per ·cent of the UM and 

.35 per cent of the UL. 

Acceptance and Refection of Hypothesis· 

The acceptance or rejection of the hypothesis for this study is 

based upon an investigation of some of the differences in selected 



TA
BL

E 
30

 

IM
PO

RT
AN

CE
 O

F 
PR

IC
E 

VE
RS

US
 C

LO
TH

ES
 T

HA
T 

FI
T 

PE
RS

ON
AL

ITY
 I

N 
RE

LA
TIO

N 
TO

 S
OC

IQ
;..E

CO
NO

MI
C 

CL
AS

S 

U
pp

er
-M

id
dl

e 
Ite

m
 

No
. 

%
 

Pr
ic

e 
11

 
22

.9
 

C
lo

th
es

 t
ha

t 
fi

t 
pe

rs
on

al
ity

 
36

 
75

.0
 

O
th

er
 

l 
2.

 l 

To
ta

l 
48

 
l 0

0 
.0

 

S
o
c
i
o
~
E
c
o
n
o
m
i
c
 

C
la

ss
 

Lo
w

er
-M

id
dl

e 
U

pp
er

-L
ow

er
 

. N
o. 

%
 

No
. 

%
 

11
 

23
.4

 
16

 .
 

34
.8

 

32
 

68
. l

 
30

 
65

.2
 

4 
8.

5 
0 

0.
0 

47
 

lo
o~
 o 

46
 

10
0.

0 

Ch
i 

Sq
ua

re
 

l.
66

87
 

d.
 L

=
4 

O
"I 

.i::
:. 



TA
BL

E 
31

 

FE
EL

 C
LO

TH
IN

G 
HE

LP
S 

ON
E 

GE
T 

AH
EA

D 
AN

D 
GI

VE
S 

SE
LF

-A
SS

UR
AN

CE
 I

N 
RE

LA
TIO

N 
TO

 S
OC

IO
-E

CO
NO

M
IC

 C
LA

SS
 

So
ci

o-
Ec

on
om

ic
 C

la
ss

 
U

pp
er

-M
id

dl
e 

Lo
w

er
-M

id
dl

e 
U1

21
2e

r.,.
Lo

we
r 

Ch
i 

Ite
m

 
No

. 
%

 
No

. 
%

 
No

. 
%

 
·S

qu
ar

e 

He
l12

s 
on

e 
ge

t 
ah

ea
d 

in
 w

or
ld

 

Ye
s 

17
 

35
.4

 
25

 
53

 .2
 

16
 

34
.8

 
No

 
25

 
52

.l 
18

 
·3

3_
3 

25
 

54
.3

 
D

on
't.K

no
w

 
6 

12
.5

 
4 

8.
5 

5 
10

.9
 

0
)
 

U
1 

To
ta

l 
48

 
l0

0.
0 

47
 

99
.9

+ 
46

 
lO

O.
O 

4.
31

85
 

. d
. f

 .=
4 

G
iv

es
 s

el
f-

as
su

ra
nc

e 

Ye
s 

·3
0 

62
.5

 
36

 
76

.6
 

19
 

4l
.3

 
No

 o
r 

do
n1

t 
kn

ow
 

18
 

37
 .5

 
l1

 
23

.4
 

27
 

. 5
8.

 7
 

To
ta

l 
·4

8 
10

0.
 0

 
47

 
10

0.
 0

 
46

 
10

0.
0 

* 
13

.6
49

7 
d.

 f
. =

2 

* 
+P

er
ce

nt
ag

es
 m

ay
 n

ot
 t

ot
al

 T
OO

. 0
 d

ue
 t

o 
ro

un
di

ng
 

Si
gn

if
ic

an
t 

at
 .

05
 l

ev
el

 



TA
BL

E 
32

 

FE
EL

 C
LO

TH
IN

G 
IN

DI
CA

TE
S 

SO
CI

AL
 S

TA
TU

S 
IN

 R
EL

AT
IO

N 
TO

 S
OC

IO
-E

CO
NO

M
IC

 C
LA

SS
 

So
ci

o-
Ec

on
om

ic
 C

la
ss

 
Up

pe
r"'.

"M
i d

dl
 e

 
Lo

w
er

-M
id

dl
e 

U
pp

er
-L

ow
er

 
Ite

m
 

No
. 

%
 

No
. 

%
 

No
. 

%
 

Ye
s 

23
 

47
.9

 
25

 
53

.2
 

16
 

34
.8

 

No
, 

or
 d

6n
1
t 

kn
ow

 
25

 
52

 .1
 

22
 

46
.8

 
30

 
65

.2
 

To
ta

l 
48

 
10

0.
0 

47
 

10
0 .

0 
46

 
10

0.
0 

* S
ig

ni
fi

ca
nt

 a
t 

.0
5 

le
ve

l 

Ch
i 

Sq
ua

re
 

. 9
 .1

77
5 

d.
f.

=2
 

O
'I 

O
'I 

* 



67 

clothing buying practices of single black women employed in Washington, 

D.C. in relation to their socio-economic level. A chi square test 

·of independence was used to test these relationships. Differences were 

usually fn the proportion of a socio-economic group who followed cer- · 

tai n buying practices and were not considered great enough to reject 

any section unless the chi square value was equal to or larger than 

the .05 level. 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 lower-'middle, and 32.6 per cent as upper-lower. 

Acceptance 

Data support the acceptance of each section of the null hypothesis 

as fo 11 ows: 

A. · Planning of purchases 

There were no s i gni fi cant differences with 'socio-economic level 

in relation to pre-planning a certain amount of money for clothing; 

the store where shopping would be done; the design, color, fabric, 

price, and brand of garments; or the time in the season when cloth-

ing purchasing would be carried on. 

B. Stores pat~6nized 

There were no significant differences with socio-economic class 

in relation to type of store where purchases were usually made; desire 

to shop in a different store than generally patronized; factors in-

fluencing retailer selection such as neatness and reputation of the 

store, attitude of sales clerks, or special merchandise displays and 

sales. 
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C. Methods of payment 

There were no significant differences with socio-economic class 

and the utilization of cash versus credit; the use of revolving or 

bank credit accounts; or the respondents' opinions about the com~ 

parative cost of credit versus cash in buying clothing. 

D. Factors influencing personal clothing selection 

There were no significant differences with socio-economic class 

and the reactions to a boy friend's disapproval of personal apparel; 

desire for sales clerks' opinions abouJ potential purchases; reasons 

for purchasing brand· name garments and the comparative importance 

of price versus brand; desire to wear distinguished looking versus 

comfortable clothing; and behavior followed in acquiring individual-

ized apparel which suited the wearers' personalities. 

Rejection 

Data support the rejection of part of each section of the null 

hypothesis as follows: 

A. Planning of purchases 

There was a significant difference with socio-economic classifi-

cation and planning price and number of garments to be purchased; the 

time spent in planning a $3.00 earring purchase; the use of catalogs 

for contrasting garments before going shopping; and comparison 

shopping in stores before purchasing a $12.00 blquse. 

C. Methods of payment 

There was a significant difference with socio-economic level and 
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the carrying of credit cards; the availability of regular charge ac-

counts; the use of layaway plans; and the amount respondents were 

permitted to charge. 

D. Factors influencing personal clothing selection 

There was a significant difference with socio...;economic group and 

preferred ·shopping companion; reaction if a girl friend did not like 

a dress worn by respondents; feeling uncomfortable about the appear"-

ance of personal clothing; the amount of self-assurance given an 

individual by apparel; anp attitude about the ability of clothing to· 

communicate social status. 



Chapter V 

Summary 

The purpose of this research was to compare the clothing buying 

practices ·of sing.le black women from three different .socio;..economic 

levels who w~re employed in Washington, D.C. Spedfic objectives of 

this study were to compare the clothing buying practices of black 

. women from the upper-mi.ddle, lower-middle and upper-lo~er socio-
. . 

economic levels in .relation to: their pre-planning of purchases; 

the stores they patronized; the me.thods of payment they used; and 

the faritors influencing their personal clothing ~election. 

A questionnaire was designed to collect empirical data about 

their methods of acquiring personal wardrobes. It was pre-tested 

in Blacksburg, Virginia, with three female college students and three 

women in the labor force, a 11 of whom were Black. 

Subjects for this research wefe 141 single black .women between 

18 and 40 years of age. All of them were employed in Washington, 
. . . ! . 

D.C. The largest proportion of them said they had annual .incomes 

of $4,000-$8,000, had high· school or higher educations, and no -

dependents. · 

McGuire-White Short Form Index of Social Status (1955) was 

· adapted to establish the socio-economic 1eve1 of each respondent. 

This was based on each woman's occupat_ioh, major source of income 

and educ.ation. The sample was divided about evenly amo.ng the 

70 
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upper-middle, lower-middle~ and upper-lower 5ocfo:..economic classes. 

The chi square test for independence was used to test for s i g_-

ni fi cant differences among socio-economic groups, 

Major Findings 

l. As the socio-:economic level of the women decreas13d, the 

pre-planning of the number of garments to be purchasedlncreased. 

2. Upper-middle·class women wereleast·li.kely to pre.:..plan 

the price they would pay for apparel • 

~· As the socio-economic level of the females decreased, the. 

proportion of th~ respondents who took more than a few minutes for 

pre-planning the buying of a $3.00 pair of earrings increased. 

4. The use of catalogs for comparison shopping appeared to 

increase as social class decreased. 

5. The upper-middle class was more inclined to shop only one· 

store before buying a $12.00 blouse, than either of the other two 

classes. 

6. The upper-middle and lower-middle groups were more inclined 

to carry credit cards with them than the upper-1 ower clas.s women 

when shopping for personal clothing. 

7. Possession of a regular charge account tended to decrease as 

socio-economic level becam~ lower. 

8. Upper-middle class women seemed least inclined to use lay-

. away plans as a way of obta.ining their personal clothing. 

9. A larger percentage. o'f the upper-middle class women did not 
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have a limit to their charge accounts. Also, as the social class 

became lower the proportion of black women who were permitted to 

charge from 11 $400 - no limit'' decreased. 

10. Upper- lower women were more inclined to prefer a relative 

or ma le friend as shopping companion. 

11. A larger proportion of the upper-lower class seemed to 

value their girl friend's opinion about their personal apparel than 

was observed in the upper-middle or lower-middle class women. 

12. A larger proportion of the lower-middle class felt uncom-

fortable about the clothing they wore than either of the upper-middle 

and upper-lower groups. 

13. A majority of females in the upper-middle and lower-middle 

socio-economic levels felt clothing was im.portant in giving the 

wearer self-assurance. Only a sma 11 proportion of the upper- 1 ower 

group agreed. 

14. A smaller proportion of the .upper-lower class women indi-

cated a belief that clothing indicates social status than was ob-

served in either of the other groups. 

Suggestions for Further Research 

Some suggestions for further research were observed during the 

present study. A comparison of the personal.clothing buying prac-

tices of married and single black women from both rural and urban 

·areas wou1d increase information about the influence of their em-

ployment, marital status and environment on wardrobe management. It 
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could increase understanding a.bout the effect of the number of 

earners or dependents upon the total clothing consumption pattern 

of black families. Research about black men's personal purchas-

ing practices could add further knowledge about the interrelation-

ship of personal clothing buying and cultural background. 

Investigations about clothing sel~ction and planning practices 

of other ethnic groups in the United States are needed to improve 

understanding of human behavior. 

If the questionnaire used in the present study was refined 

and used by other researchers more helpful data would be provided 

in subsequent investigations. Better methods of establishing rap-

port between researchers and consumers are needed to improve under-

standing of shoppers' motivations and satisfactions. 

Clothing buying behavior of individuals are important to re-

tailers and educators. Retailers need to know 11 how and why 11 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 psychological and sociological implications 

for a clearer understanding of their clothing needs and desires. 
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. FASHION PLANNING AND BUYING 

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

Your experien,es in buyingrclothing and managing your clothing 
money are important not only to retailers, but they can also help 
others. P·lease answ.er every question. Remember, there are no right 
and wrong ar:iswers. This is not a test. Please do not sign your name. 

----------------~----------~------------------------------------~------

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

l. When you go.clothe~ shopRing do you usually? 

a. Go alone 
b. Go with your mother 
c. Gb with your father 
d. Go with your relative (describe) 
e. Go with husband or boyfriend 
f. Go with girlfriend 
g. 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 importance do you place on a store's reputation before you 
0 shop in it? 

a. Much 
b. Little 
c. None at all 

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

a. Often 
b. Sometimes 
c. Almost Never 
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5. Before you go shopping for your clothing, do you usually pla~ to 
buy at a particular store? · 

. a~ Often 
b. Sometimes 
~. Almost Never 

6. Do you use mail-order catalogs to compare garments before going 
shopping? 

a. Often 
b. Sometimes 
c. Almost Never 

7. Does the attitude of the salesclerks influence your going to a. 
store to shop? 

a. Often 
b. Sometimes 
c. Almost Never 

8. Does the display of merchandise at a store influence your shop-
ping there? 

--
--. 

a. 
b. 
c. 

Often 
Sometimes 
Almost Never 

9. Does a .store's special sale cause you to shop in it? 

a. Often. 
b. Sometimes 
c. Almost Never 

10. Do you plan a specific proportion of' your income (by the pay 
period or the year) which you plan to spend for your clothes? 

--·a. 
b. 
:c. 

Of ten 
Sometimes 
Almost Never 

11. Do you know of. a store where you would 1 i ke to buy most of your 
cfothes but you do not usually purchase the~e? 

a. Yes (name and location, please) 
b. No 



82 

12-15. Which of the following do you plan before you buy your ward-
robe? 

Yes No 
Number of garments 
Kind of qarments 
Color of the garments 
Price of the garments I 

16. Before you go shopping for clothing, which of the following do 
you consider? (One answer, please) 

a. Price 
b. Brand 
c. Neither 
d. Both 

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

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

18. Before you go shopping for a garment are you 1 ikely to decide 
on its fabric? 

a. Often 
b. Sometimes 
c. Almost Never 

19-21 Before you go shopping, how long in advance do you usuall~ plan 
to buy these items? (Check appropriate columns) 

$ 3 .. 00 $ 12.00 50. $ 0 0 or More 
Ear:,rings 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 ~ill not sign 

. your name, your identity wi 11 not be known. In questions 22-26lJlease 
fill in the blanks. Place a check-(/) in front of the one best answer 
that fits you for questions 27-29. 

22. What is your age? 
~------------------~ 
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23. What is your present marital status? Single .. 
~--

Married --
24. Number of dependents? (Do not include yourself) 

25. What is your occupation? 
~~~~~~~~~~~~~~~~~~ 

26. Give a brief description of your job responsibilities. 

· 27. What was the highest grade you completed in school? (One answer) 

--

a. 
b. 
c. 
d. 

e. 
f. 

Less than 9th grade 
Finished 9th grade 
Attended high school but did not graduate 
HigW school graduate, and/or post high school training 
or trade school 
Less than 2 years of college or junior college graduate 
Graduate of a 4-year college 

__ g. Advanced college degree (Examples are M.S., M.A., L.L.B., 
Ph.D., M.D., D.D.S.) 

28. What is your major source of income? (Choose one answer) 

a. Inherited savings and investments 
b. Profits, fee from business or profession 
c. Savings and investments 

. d. Salary and/or commissions, and/or monthly check 
e. Weekly checks and hourly wages 
f. Odd jobs, seasona 1 work 

__ g. Public re.lief or assistance 

29. Check (/) the range that'your income falls in: 

a. $ 4,000 - 8,000 
b. 8,000 - 12,000 
c. 12,000 - 16,000 
d. 16,000 - 20,000 
e. 20,000 - 25,000 
f. 25,000 ~ and above 

----------------~------------------~-----~----~-----------------~------
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PART III. Directions: Check{/) the answer that best describes how 
you eurchase clothing. Remember, there are no right or wrong answers. 
Retailers just need to know your opinions and experiences. 

30. How often have you paid more for an outfit than you originally 
planned? 

a. Often 
b. Sometimes· 
c. Almost Never 

31. When ~ou bought your last 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 originally 
~. You did not have any plans about price 

32. When did you buy your ney.r cl.othes for this Fall or Winter? 

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

~~~~~~~~~~~~~~~~~~ 

33. Which of the following is usually more important to you wh·en you 
are bu_y.ing a garment for yourself? 

a. Pr,i ce of the garment 
b. Clothes thp.t fit your personality 
c .. Other (Explain) 

34. When you go shopping, do you ever ask the salesclerks for their 
opinions on how clothes look on you? 

a. Yes 
-·- 8. No 

35. If you went shopping with a friend and both of you wanted to buy 
the same dress and it was available in sizes to fit both of you, 
would you? 

a. Buy it even though your friend also bought it 
b. Choose another style of dress 
c. Ask your friend to buy another style different from yours 
d. Other {describe · 

~~~~~~~~~~~~~~~~~~ 
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36. When are you most 1 i kely to buy new clothes? (One answer) 

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

b. As you need them 
c. As you have some extra money 
~. When you see something and like it 
e. When your friends are buying 
f. Other (describe) 

~~~~~~~~~~~~~~~~~~ 

37-39. In how many stores do you usually compare items before buying? 
(Place a check (I) in each column that fits you) 

One Two Three Four or More 
Store Stores Stores Stores 

$3.00 
Earrings 
$12.00 
Blouse 
$50.00 or 
More Coat 

PART IV. Directions; There are many ways in which a person 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?· 

42. 

a.. Yes 
b. No 
c. Store does not give one 

What is 
on your 

a. 
b. 
c. 
d. 
e. 
f. 

__ g. 

the maximum amount stores generally permit you to charge 
charge accounts? 
$50.00 
$100 - 200 
$200 - 400 
$400 - 600 
$600 - 800 
No Limit 
Do not have store charge accounts 
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. . '· 

43. Do you think the cost of buying your clothing on credit .in com-
parison to paying cash is?·· 

a. About the same 
-.-·- b. More · 

c. Less 
· --· d. Do not know 

44 .. Do you use layawa.y when buying your clothing? 

.· a. Often 
b. Sometimes . 
c. Almost Never 

45-46. ·How do you pay for your clothing when buying gannents whtch 
. cost less than $25.00? .. 

Often Sometimes .. Almost Never 
Cash 
CredH 

47-48. How do you pay for your clothes which cost more than $25.00? · 
Often Sometimes Almost Never 

Cash . 

Credit 

49. Do you .have a regular charge account?· (No interest or extra 
charges, no down payment; a-re.you expected to pay total amount 

50. 

due in one payment) · 

a. Yes 
--.b. No 

Do you have a revolving charge account? (Store sets maximum limit 
you can charge and-you pa}i a fixed arn-o·unt every month; as you pay 
and reduce the. balance, you can make more charges) 

a. Yes 
b. No 

· 51. Do you have bank credit cards? (Master Charge, Bankamericard, 
Central Charge) 

··--a. ·Yes 
b; ·. No · 

52. If you have any other kind of credit account not mentioned above 
(questions 49.5l) name the type' and describe_-_______ _ 
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53. Which kind of credit have you use(! most often in the last year? 
(One answer, please) 

a .. · Regular c~arge -- b. Revolving account 
c. Bank credit cards 
e. Used all about the same ·-- these e·. None of 

-·- f. Other (describe) 

---~------~-----------------------~--------~~-----~-------------------~ 

PART V ~ ·. Directi ans: Please check(/) the one choice that best de.:. .·· 
scribes what you would do under the foll owfng siluati ans . 

. 54 .. If you we.re buying a dress to .wear to a Christmas party, which 
would be more important to you? · 

--·: 

a. Buy a special brand even·though you knew you were paying 
for the name · · 

b. Buy .another brand which costs less. 
c .. Other (describe) 

55 .. If you.see a very beautiful dress to wear to work that has a well 
known brand name but costs more than you had planned to· spend for 
it, do you usu~lly? .. · · 

a. Disregard the price and buy it anyway 
b. Not buy it because it costs more than you had planned 

to spend .. . . 
c. Other {de~cribe) 

56. Which one of the situations .below seem to make you most aware of 
the appearance bf your clothing? {One answer, please). 

a. At home 
b. At work 

:-- c. At meetings . 
d. At a party 
e. Leading a group 

_. -·- f. Meeting new people 
When shopping for clothes . g. 

-h. Other (describe ----'----------:----~--

···"<. 
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57. What would you do if you knew your best girlfriend did not like 
one of your dresses? 

a. Feel ho ~oncern 
b. Discontinue wearing the dress at certain times 
c. Continue wearing the dress, but enjoy it less 
d. Worry about making good selections in the fature 

58. What would you do if you knew your best man friend or husband · 
di~ not like one of your dresses? 

a .. Feel no concern. 
b. Disconti.nue wearing the dress at certain times 

__ c. Continue wearing the dress, but enjoy it less 
d. Worry about making good selections in the future 

59. Would you rather buy clothes that? 

. a.· Are in the same price range as your friends 
b. Are more expensive than your frtends 
c. You do not have an opinion on this 

60. Would you rather wear .clothes that? (One answer) . 

a. Make you look distinguished in a group even if the 
gannent is not comfortable 

__ b. Are very comfortable but you do not look distinguished. 

61. If you were buying a dress to wear to work, how do you prefer 
to care for it? 

a. Handwash 
b. Machine wash 
c. Dry Clean 
d. Other 

~~---,-~~~~~~~~~~---...,~~~~~~~~ 

62. Would you rather wear clothes that? 

a. Make you stand out in a group. Why? 
~~---,-~---,-~~---,-~ 

'b. Are similar to those others are wearing. Why? 

63. Do you think that keeping up with new fashions is? 
.a. Too expensive for your income 

..,.___-~-

b. Expensive but you w.ill do it and give up other ways of 
spending money 

c. Other 
~-'-~~...,-.~~~~~~~~~~~~~~~~-
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64. Do you buy brand name garments because you think that they? 

a. Give you a feeling of prestige 
b. Fit your body measurements better 
c. A 11 your friends buy them 
d. · Better quality 
e. Don't buy brand name garments 

. 65. · Whose opinion about your clothing do you valu.e most? (One answer) 

a. Mother 
b. Father 
c. Other.Relative (describe) 
d. Husband or boyfriend -----------~-

e. 
f. 
g. 

--h. 

Girlfriend 
Co-Worker 
Boss 
Other (describe) 

--------------~-..,...___ 

66. Do you feel that clothing is important in helping you "get ahead 
in the world"? 

a. Yes 
b. No 
c. Don't Know 

67. Do you feel that clothing is important in giving you self-assur-
ance? 

a. Yes 
b. No 
c. Don't know 

68. As far as clothing is concerned, do you feel that it can be a way 
of indicating your so~ial ~tatus? 

a. Yes 
b. No 
c. Don't know 

69. Do you ever feel uncomfortable about the appearance of your cloth-
ing? 

a. Often 
b. Sometimes 
c. Almost Nev~r 

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 

by 

Doris Yvette Harps 

(ABSTRACT) 

Purpose of this research was to investigate clothing buying 

practices of single black women from different socio-economic levels. 

Data were provided in a self-admini.stered questionnaire by 141 

single black women, 18-40 years old, employed in Washington, D.C. 

The sample was classified approximately evenly into upper-middle, 

lower..;middle, and upper-lower socio-economic categories according 

to McGuire-White Short Form Index of Social Status. Chi square test 

for independence was used to test for significant differences among 

groups in relation to: their pre-planning of purchases; stores they 

patronized; methods of payment they used; and factors influencing 

their personal clothing selection. 

Major findings ~ere: (1) upper-middle class women were least 

likely to pre-plan price to be paid for garments, have a charge 

account limit, but more inclined to shop only one store before 

buying a $12.00 item and have a regular charge account; (2) the 

lower-middle class women were most likely to feel uncomfortable 

about their clothing; and (3) upper-lower women were most likely 



to pre.,.plan number of garments to buy, spending for $3.00 items, use 

catalogs for comparison shopping and to prefer a relative or male 

.friend shopping companion and value gfrl friends' opinion about 

apparel. They were least inclined to believe clothing indicates 

social status or gives the wearer self-assurance and to have regular 

charge accounts or carry credit cards when shopping. 
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