














friends and colleagues for the informational influence and to use male supervisors for
normative influences for dress. Career women, who were found to accept these influences
when they felt clothing was important to them, were characterized as being anxious in their
careers and felt that an expectant dress code was used in their work place. They were also
new to their careers and less confident in dressing professionally.

In summary, empirical evidence has shown the influence from reference group to
relate significantly to clothing buying behavior patterns. Further, McNeal (1987) found the
influence from reference group provides information on the types of stores to patronized
and the time the items should be bought. No detailed information was provided on the
types of store patronage nor time/frequency clothing is purchased. Lastly, Black

consumers: Black college students were underrepresented in this literature.

Social Participation

Social participation has been defined as club membership, participation in sports
and social activities (Francis, 1992). The socially involved consumer is one who ranks
opinion leadership and information seeking high (Assael, 1985)." Peer group acceptance
and approval are important to teenagers seeking group involvement" (Francis, 1992, p.
29). According to Summers, Belleau, and Wozniak (1992), “social interaction influences
the acceptance and adoption of any given fashion” (p.83). Clothing provides a visual
means through which teenagers can communicate their membership to certain groups
(Eicher & Clum, 1972).

Empirical evidence shows that a significant relationship exists between social
participation and clothing buying behavior. Hendricks, Kelly, and Eicher (1968)
investigated the relationship between cohesion and the opinions of twelfth grade girls about
clothing, appearance, and social acceptance. The sample included 138 girls, and the

findings indicated that the girls agreed that clothing influenced their popularity at their
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school which encouraged them to participate in many social activities. The subjects
perceived a relationship between clothing, popularity and social acceptance. Many girls
who were named most popular were also named Best Dressed. Further, group members
concluded that a teenager's preoccupation with her clothing and appearance is not
superficial to a teen who is concerned about peer group acceptance. Francis (1992)
investigated the effect of perceived clothing deprivation on social participation of
adolescents. The sample was comprised of 338 high school students enrolled in ninth
through twelfth grades. Results showed that students who perceived that they did not have
the appropriate clothing for group membership were less likely to be socially active. No
information regarding race was provided for this study.

Ford and Drake (1979) concluded that, at a southern high school, Black students
accepted other Black students socially and Whites accepted other Whites socially, which
suggested that the students were socially active in activities where their race dominants the
group. In addition, the study showed that the Black males participated more in organized
activities (e.g., sports) than did the White males and that the White females participated in
more organized activities than Black females. Another finding by Ford and Drake (1979),
showed that Black students who felt deprived in terms of their clothing were less accepted
by the Blacks students. Results also showed that Whites found the statement, "Dressing
for others" more important than did Blacks. Kelley, Diagle, La Fleur, and Wilson (1974)
found that in a southern high school, 18% of the Black female subjects versus 41% of the
Black male subjects joined additional clubs if they had the appropriate clothing for
membership. In summary, these studies show that for adolescents, social participation
related significantly to clothing. This findings also show the difference in social activities
between two races.

Two studies have shown significant but conflicting findings on Black consumers

and social participation. Portis (1966) found that the Black sample who reported high
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fashion involvement also reported high social participation in community, social, or sport
activities; however, Hirschman (1980) supported the hypothesis that Blacks exhibited a
lower degree of involvement in formal groups and social activities than Whites. No
significant relationship found between clothing buying behavior and social participation.
The Black sample used in the Hirschman study (1980) had much lower social economic
status than the white sample, which could effect the Black sample’s ability to afford to
become members of organizations.

Empirical evidence has shown that social participation related significantly to
clothing buying behavior patterns. More specifically, the higher the level of social
participation the stronger the relationship to the clothing buying behavior patterns (i.e., type
of store patronage and time/frequency clothing is purchased). Studies on Black consumers
either contained data from middle-class Black or Blacks with lower socio-economic levels.
Findings have been generalized to all Black consumers with failure to recognized the

possibility of different findings for segments within the market.

Fashion Involvement

Definition. Fashion involvement is defined as the extent to which consumers are
concerned with fashion and consider it important to them (Kaiser, 1990). Associated
activities include reading fashion magazines, shopping for clothing, experimenting with
appearance, and investing in up-to-date clothing (Kaiser, 1990). " The involvement in a
product category is widely recognized as a major variable influencing consumer behavior”
(Thomas, Cassill, & Forsythe, 1991, p.45). Howard-Sheth (1969) theorized that the
involvement construct influenced consumer decision processing. The following studies
provide evidence on some of the characteristics of fashion involvement. Horridge and
Richards (1986) investigated the social implications of clothing and clothing behavioral

variables of 3,036 members of the American Home Economics Association. Results
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showed positive relationships between fashion awareness and the awareness of social
mmplications of clothing. Based on the given subcatagories (i.e., fashion interest,
individuality, and opinion leadership), findings indicated that social awareness was most
frequently associated with fashion interest and individuality, which are characteristics of
fashion involvement (Horridge & Richards, 1986). Tigert, King, and Ring (1980)
observed major differences in fashion involvement across four cultures. Results showed
that 33% of the U.S. subjects fell into two categories which described the respondents as
having slightly lower fashion interest than their foreign counterparts. No information
regarding race of the U.S. subjects were reported. Summer, Belleau, and Wozniak (1992)
examined female consumers to determine if perceptions of fashion and perceptions of
apparel shopping were related. Five fashion involvement factors were studied: shopping
involvement, importance of clothing image, fashion commitment, quality consciousness,
and fashion aversion. Results showed that the younger subjects, ages 18 to 35, showed
significant relationship between shopping involvement and fashion commitment. These
studies provided no demographic information regarding the race of the sample.

Thomas, Cassill, and Forsythe (1991) examined whether fashion involvement was
associated with other influences. The researchers distributed questionnaires to 540 female
shoppers in three metropolitan malls. One apparel factor, Dress as a Signaling Device, was
significantly related to a combination of personal sources (e.g., sales associates, family,
friends, and reference groups). The Dress as a Signaling Device factor was significantly
related to non-marketer dominated sources (i.e., friends and fashion involvement). A
second factor, Dress to Express Personality, was defined as purchasing clothing to serve as
a signaling device or means of communication. Findings indicated that the Dress to
Express Personality factor had no significant relationship to the clothing purchasing
behavior. Age and education were significant demographic factors; however, race was not

reported.
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Gutman and Mills (1982) examined levels of fashion involvement (i.e., attitudes,
interest, opinion regarding fashion and shopping) in addition to lifestyles and
demographics. The fashion involvement segments were Leaders, Followers,
Independents, Neutrals, Uninvolved, Negatives, and Rejecters. Based on the data
collected from 6,261 respondents, results showed significant differences between the
fashion involvement segments with respect to the stores at which the subjects reported
buying most often. Furthermore, this study reported that the Leaders having high fashion
involvement shopped at specialty stores and were between the ages of 18 and 31. Race was
not indicated among the female sample. Summers, Belleau, and Wozniak (1992)
segmented the rural and nonrural respondents into five fashion involvement groups (i.e.,
importance of clothing image, fashion commitment, quality conscious, and fashion
aversion). The largest group of the sample was the fashion commitment group, who were
characterized as buying the latest fashion, having confidence in recognizing fashion trends,
being seen as a fashion leader and needing a variety of clothing. Fashion commitment is
equated with fashion involvement, because the characteristics described are associated with
fashion involvement activities. The sample consisted of slightly below two-thirds White
respondents and slightly over-one third non-White (e.g., Black, American Indian, Asian,
Hispanic). The researchers compared the differences between two groups, White and non-
Whites (i.e., Blacks , American Indian, Asian, and Hispanics). Results concluded that the
non-White sample were likely to be younger, unemployed with high or low incomes and
expressed the most fashion commitment (i.e., fashion involvement).

Fashion Involvement and Clothing Buying Behavior Patterns. Research has
shown more specifically that fashion involvement is related significantly to clothing buying
behavior patterns (i.e., the type of store patronage and the time/frequency clothing is
purchased) for some consumers. For instance, Kopp, Eng, and Tigert (1989) provided a

market segmentation analysis of female apparel shoppers. Significant findings showed
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that the younger subjects, 18 to 24, were characterized as being unmarried and employed.
This segment tended to value price over quality, and the group favored fashion specialty
stores such as the Gap, the Limited, and Casual Corner.

Gutman and Mills (1982) examined the relationship between lifestyle, self-concept,
demographics, shopping orientation, and overall fashion sense as these variables relate to
store patronage. Findings indicated that the fashion involved consumer responded that they
shopped most often at department stores while specialty stores ranked second. Those
respondents who were less involved in fashion tended to shop most often at Sears and
Kmart. No information regarding race was reported.

Summers, Belleau, and Wozniak (1992) examined relationships between rural and
urban female consumers and store patronage. Results indicated that of the 518
respondents, 331 responded that they shopped at department stores more than discount
stores or boutiques. This finding suggested that the higher the level of fashion involvement
the more likely the individual would patronize department stores rather than discount stores
or boutiques. Tatzel (1982) identified three types of consumers based on their skills and
motivations in shopping for clothing. The largest group, Fashion Conscious, were most
likely to shop at department stores.

The relationship between time/frequency when clothing is purchased and fashion
involvement was found significant in a study by Han, Morgan, Kotsiopulos, and Kang-
Park (1991). This study compared three samples of female consumers on four impulse
buying dimensions and planned buying. The sample consisted of clothing and textiles
majors, non-clothing, and textiles majors and older non-student consumers. Findings
indicated that, in a comparison between non-clothing and textiles majors and clothing and
textiles majors, those students who ranked highest on fashion interest also scored highest
on overall impulsiveness. Tatzel (1982) also found that the fashion conscious group was

more likely to purchase clothing items impulsively.
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Flynn and Goldsmith (1993) used a 10-item Personal Involvement Inventory to
obtain data from 135 adult women on the topic of fashionable clothing. The sample
consisted of 84% White subjects, and the remaining were African-American, Hispanic, and
other. Findings from the inventory showed that frequency of shopping was significantly
related to fashion involvement. The researchers suggested that women who scored high on
this instrument spent more on clothing and shopped more often. No comparisons between
the races were conducted in this study.

Fashion Involvement and The Black Consumer. Miller (1993) studied women’s
buying patterns of three ethnic groups in southern California: Blacks, Asians, and
Hispanics. Results showed that Blacks scored higher on fashion involvement. Stith and
Goldsmith (1989) examined the gender and ethnic differences in fashion involvement
among 568 middle-class consumers (279 Whites and 189 Blacks). Evidence supported the
hypothesis that middle-class Blacks were more fashion involved than non-blacks.
Findings also indicated that the middle-class Black subjects were more involved with new
fashions and tended to spend more for new fashions than did White subjects.

Researchers have also found that Blacks shop more frequently at department stores
than at discount stores or chain stores (Hirschman, 1980; Edmonds, 1979). Further, Black
consumers were less likely to plan purchases than their White counterparts. Research on
Black consumers has shown that the fashion involved, who have lower incomes than
White consumers, were less price sensitive than White consumers (Portis, 1966;
Hirschman, 1980; Edmonds, 1979). In fact, Hirschman (1980) found that the Black
women in her study were reported to be very fashion involved and placed more emphasis
on store attributes such as variety of selection or display. Consequently, Black consumers
were willing to accept higher prices for clothing and receive fewer sale savings.

Based on the cited literature, fashion involvement related significantly to clothing

buying behavior patterns. Empirical evidence showed, for women 18 to 35, the higher the
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level of fashion involvement the more likely individuals were to patronize department stores
and specialty stores more than discount stores. In addition, fashion involvement related
significantly to impulsive buying. Further, the findings were similar for studies which
contained Black samples; however, these findings were generalized to all Black consumers
although the samples were primarily Black middle-class and not age specific.
Clothing Benefits Sought

Benefits sought refer to the kinds of benefits consumers seek in products (e.g.,
social status, prestige, role identification) (Schiffman & Kanuk, 1983). Benefits can be
derived from commonly occurring situations (e.g., person-based or situational-based
approaches). Individuals may buy clothing to help achieve a certain role or prestige (i.e.,
situation-approach) or a person may buy clothing that reflects their personality (i.e.,
person-approach) (Shim & Bickle, 1994). For instance, a individual may purchase clothing
which expresses femininity which is known as the person-based approach, or an individual
may purchase business clothing for a new job which is the situational-approach. The
Cassill and Drake (1987) study investigated the relationship of lifestyle and evaluative
criteria for apparel. The subjects were grouped based on their lifestyle factors. One
significant factor among the sample was “Other people directed”. This criteria, as used by
the shoppers, was that they evaluated apparel for its fashionability, prestige, and sexiness.

Shim and Bickle (1994) segmented the female apparel market based on
"descriptive” clothing benefits sought by female consumers, and they developed a profile
of the market segments. Of the 610 usable questionnaires, the majority of the respondents
were White (93%). The researchers used cluster analysis on " benefits sought" factors,
and identified three groups labeled as (a) symbolic instrumental users of clothing, (b)
conservative users, and (c) apathetic users. To develop the profile of the segments. the
researchers added additional variables such as information, media habits, and annual

apparel expenditure and preferred clothing decisions. Results indicated relationships
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existed in terms of the characteristics of benefits sought, psychographics, shopping
orientations, and demographics. Race was not compared between the sample.

Ford and Drake (1982) using a sample of 164 White and 68 Black college females
found significant differences on three variables: money, use of sexually attractive clothing,
and self-esteem. Data were obtained from a Black sample from one university having a
ratio of nine Blacks to one White and the White sample from another university having a
ratio of one Black to nine Whites. Results showed that the Black females scored higher
than White females on the use of sexually attractive clothing (i.e., personal based benefit
sought), especially when at leisure but also when attending class or going out on a casual
date. Researchers have stated continuously that Blacks use clothing as a means to express
prestige and status(Alexis, 1962; Portis, 1966; Hirschman, 1980).

Additional research has shown that clothing benefits sought related significantly to
clothing buying behavior patterns (i.e., type of store patronage and time/frequency clothing
is purchased). Shim and Bickle (1994) analyzed patronage behavior and demographics to
determine if the groups investigated differed. Group 1, the largest group, was
characterized by actively using clothing as a means to enhance self-esteem, career
advancement, reputation, social status or prestige, femininity, sex appeal, fashion image,
role and appearance. This group tended to shop more at specialty and better department
stores.

Shim and Kotsiopulos (1992) investigated the relationship between patronage
behavior and personal characteristics, including benefits sought. The respondents were
asked to indicate where they purchased most of their work and social clothes. Options
included discount stores, specialty stores, department stores, and catalog shopping. Those
who shopped at specialty stores were likely to place an importance on clothing quality or

variety of style, be concerned with brand names or new fashion that stores carry, and be
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fashion conscious. Those who patronized department stores were likely to be mall
shoppers and under the age of 35.

The cited literature provided evidence on the relationship between clothing benefits
sought and clothing buying behavior patterns. Specifically, clothing benefits sought related
significantly to patronage of specialty stores and department stores more than discount
stores and buying impulsively. Many studies reviewed showed an under representation of
Blacks. A few studies on Black consumers contained adult middle-class shoppers. Only

one study examined Black college females but not Black college males.

Social Environment

Social environment is represented by social influences such as reference group,
culture, and social class. Environmental influences, subcultures and individual differences,
such as personality, interact in determining a consumer's decision process (Lee & Burns,
1993; Engel, Kollat, & Blackwell, 1968).

Lee and Burns (1993) examined relationships between criteria that individuals use
in the purchase of clothing for two cultural groups (i.e., social environment). Findings
concluded that, the Asian group was most likely to use brand name as a clothing criteria
when making clothing purchases. The EKB (Engel, Kollat, and Blackwell) model was
used as a framework for investigating the interaction between clothing criteria and cultural
group for the importance of brand name as clothing purchase criterion. Kwon (1988)
examined the daily clothing selection process from the perspective of the consumer
decision. The researcher selected three different female populations. The groups consisted
of 385 college women, 62 professional women, and 65 suburban/non-working women.
Results showed that the situational exogenous factors and clothing orientation factors had
the most affect with the student group for the selection of daily clothing. This study did not

report the racial mix of the samples.
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The results from these study show the relationship between the social
environmental influence on the clothing buying behavior. Specifically, research findings
have shown relationships between the social environment and the types of stores
patronage. The Tatzel (1982) study identified types of consumers based on their skills and
motivations in shopping for clothing. One type of consumer in this study were the
“fashion conscious” consumers. In general, this group was oriented to the social
environment, active participants in society, attention seeking and self confident. These
socially oriented consumers were impulsive buyers and department store patrons.

Research findings have shown a significant relationship between the social
environment and time/frequency clothing is purchased. Horridge and Richards (1986)
found that in their sample, the majority of the socially active respondents indicated that they
carefully watched their clothing expenditures and frequently purchased clothing at sales
prices. The respondents, who rated social awareness low, showed greater risk behavior
(e.g., more expensive purchases) and impulsive orientations toward buying clothing.
Tatzel’s (1982) findings differed from that of Horridge and Richards (1986) in that the
fashion conscious, who were also influenced by the social environment tended to shop
impulsively.

The cited literature shows that the social environment has an influence on clothing
buying behavior for some consumers. More specifically, the influence of the social
environment related significantly to department store patronage and impulsive buying.

Black consumers were underrepresented in the studies about social environment.
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Social Adjustment Issues Of Black College Students

Although a minimal amount of research exists on the clothing buying behavior of
Black students attending Black and White colleges, numerous studies have examined the
social adjustment issues faced by these students. Allen's (1987) study explored the
differences between 1,600 Black students at eight White and eight Black universities.
Results showed that the Black student subjects on White campuses had difficulty adjusting
to a culturally different and socially alienating environment. The Black student subjects on
Black campuses were more engaged in campus life and were well adjusted to their social
environment (Allen, 1987). Chalmer and Fretz’s (1991) findings were similar to Allen
(1987) and concluded that Black students attending predominantly Black universities were
more involved in social activities and rated their overall college experience very high.
Fleming (1988) conducted a four-year research project on Black college students attending
southern universities, both predominantly Black and predominantly White. She concludes
that "even with a few academic resources, Black students in Black schools showed more
academic progress than their counterparts in White colleges” (Fleming, 1988, p.161).
Hemmons (1982) conducted a study which pertained to the social and nonacademic life of
Black students on a college campus. Findings showed that 83% of Black subjects on
White campuses agreed that most social activities are not really geared to satisfy the needs
of Black students in general (Hemmons, 1982). On the other hand, less than half of the
Black subjects attending predominantly Black campuses agreed with the statement. In
contrast to these findings, both groups scored relatively high in response to the statement,
"I am a member of at least two campus organizations whose membership is mostly or
exclusively Black™.

Empirical evidence has shown that Black students on predominantly White

universities face many social adjustment issues that may have a negative affect on their
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college experience. Black students attending predominantly Black campuses have been
portrayed in the literature as being well adjusted to the social environment of the university.
These findings suggest that their are two subcultures among Black college students. One
subculture is the Black student attending a predominantly Black campus and One subculture
attending a predominantly White university both are face with social adjustments issues.
Research has not examined these issues as possible influences on clothing buying

behavior, more specifically, clothing buying behavior patterns.

Summary

Buying behavior, as a component of consumer behavior, is influenced by many
internal and external factors (Howard & Sheth, 1969). According to Howard and Sheth
(1969), buying behavior becomes a part of learning, and a major source is from the buyer's
social environment. Edmonds (1979) suggested that clothing as a consumer product is
important because of the large amount of consumer spending on clothing; therefore,
clothing buying behavior patterns are important aspects of buying behavior. The literature
reviewed has shown that each of the selected social factors (i.e., reference group, social
participation, fashion involvement, clothing benefits sought, social environment) have a
significant relationship to the clothing buying behavior of some consumers. Studies of a
broad range of female consumers were reviewed which showed significant relationships
between the selected social factors and clothing buying behavior patterns (i.e., type of store
patronage and time/frequency clothing is purchased).The majority of the studies have
generalized their findings to include all consumers when, in fact, many of them have used
minimal numbers of racial samples and in many cases have failed to specify the race of the
samples. Further, many studies have obtained data from adolescents (i.e., high school

students) or middle-class consumers.
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Significant evidence suggests that Blacks are very active consumers (Legette, 1993;
Stith & Goldsmith, 1989; Miller, 1993; Soberon & Wagner, 1990). Information is needed
on the specific buying behavior of the potential market. Studies must also include
factors which are important or unique about this group of consumers. Based on the
literature presented, there are serious social adjustment issues that Black students face when
attending predominantly Black and predominantly White universities. Additional research
such as this study is needed to expand the limited literature on Black consumers. This
study focused on social factors that influence one segment of Black consumers, Black
college students. Baseline data provided by this study should encourage researchers to

view Black consumers as consisting of more than a single undifferentiated Black Market.

26



CHAPTER IIL

Statement Of The Problem

Purpose

The purpose of this research was to examine the relationship between selected
social factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought, and social environment) and the clothing buying behavior patterns of
Black students attending a predominantly Black university and Black students attending a

predominantly White university.

Objectives

The two objectives of this study were: (a) to determine if the selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits sought,
and social environment) are significantly related to the clothing buying behavior patterns of
Black college students, (b) to determine whether the clothing buying behavior patterns of
Black students attending a predominantly Black university are differentially atfected by the
aforementioned social factors compared to Black students attending a predominantly White
university.

Conceptual Definitions

Reference Group is an actual or imaginary individual or group conceived of having
significant influence upon an individual's evaluations, aspirations, or behavior (Soloman,
1994). The reference group must consist of two or more members to be considered valid

by an individual. The reference group provides three types of influence for the individual:
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normative, comparative, and informational (Soloman, 1994). Normative influence
involves influence on one's general values or beliefs (by family or close friends.
Comparative influence refers to benchmarks for specific or narrowly defined attitudes or
behavior. Informational influence is based on the need of resources of informational which
may include direct and indirect individual or group influence.

Social Participation is the extent to which one is involved in Club membership,
participate in sports and social activities (Francis, 1992). Those individuals exhibiting a
high level of social participation are active and belong to activities such as, sports,
organizations and social activities.

Fashion Involvement is the extent to which consumers are concerned with fashion
and consider it important to them. Associated activities may include reading fashion
magazines, shopping for clothing, experimenting with appearance and investing in up-to-
date clothing (Kaiser, 1990).

Clothing Benefits Sought are the needs or motivations sought by consumers (e.g.,
personal based approaches and/or situational based approaches) (Shim & Bickle, 1994).
For example, an individual may purchase clothing that expresses their femininity which is
a person-based approach.

Social Environment is represented by social influences such as culture and social
class (Engel, Kollat, & Blackwell, 1968). These environmental influences, which makeup
the social setting, interact in determining a consumer's decisions process (Engel, Kollat, &
Blackwell, 1968).

Clothing Buying Behavior Patterns are a composite of clothing buying activities
sich as shopping frequency/time, clothing acquisition (i.e., how clothing is obtained) store
type and location, store loyalty/patronage, and personal clothing selection (Edmonds,

1979).
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Predominantly White University is a university in which the majority of the student
body enrolled is White.

Predominantly Black University is a university in which the majority of the student
body enrolled is Black.

African-American are individuals who are Black Americans who prefer to
acknowledge their African decent/ancestry.

Blacks are individuals who are Black, who may or may not have African ancestry
and who may or may not be permanent residents of the U.S. (e.g., Blacks who are from
another country besides Africa). More specifically, individuals who may or may not be
permanent residents of the U.S. may prefer referring to themselves as Blacks and may not

identify themselves as African Americans.

Theoretical Background

To better understand how a consumer is influenced, it is first necessary to
understand the social psychological aspect of the influence. The culture provides
information which influences consumer values and beliefs. This influence of beliets and
values is referred to as the social influence. Specifically, social influence 1is the process by
which an individual's attitudes, beliefs, or behaviors are modified by the presence or
actions of others (Saks & Krupat, 1988).

To better understand the rationale for the reference group hypothesis, it is first
necessary to understand the theoretical framework associated with reference group
influence. According to social psychology theory, social influence has two main factors
which are used as influence agents to the reference group. The first agent is the process of
the individual accepting the influence through identification. Kelman (1961) The second
agent is the group's ability to administer the power to influence. Kelman (1961) further

suggested that changing behaviors is strongly dependent upon the relationship between the
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influencee and the influencer. Kelman (1961) describes this influence as, "accepting
influence 1in order to be like or to feel like ", to identify with a person or group. The
influence becomes more important to college students when they tend to identify with and
model their behavior after other students, celebrities, and public figures (Saks & Krupat,
1988). The second influencing agent is social power, and the reference group has been
identified as holding referent power. This type of power is most active when the target of
influence wants to be like the reference group. Further, this power is exerted because the
individual continuously looks to the group as a "frame of reference”, and the group
becomes the standard to which the individual evaluated his or her own behavior.

Reference group influence can be further analyzed through reference group
influence on product distinction. This analysis determines which products have
specifications and determines the nature of the specifications (Engel, Kollat, & Blackwell,
1968). Their model indicates that products and brands can be identified under four areas,
public necessity, public luxury, private necessity or private necessity. It is suggested that
conspicuousness of a product is perhaps the most general attribute bearing on its
susceptibility to reference group influence. These products are identified as having strong
reference group influence and are therefore considered a public luxury.

Other social psychological theory can likewise explain social participation and its
influence on the individual. According to social influence theory, there are two factors
which act as influencing agents on the individual. The first influencing agent is known as
compliance which involves acceptance of another to receive a social or material reward.
People who comply get a favorable reaction, which is approval by someone else. The
second influencing agent is the social power of reward. In social participation, the club or
organization has the power to offer reward of acceptance in which the group. The group

can provide individual's with something they want in exchange for acting in a desired way
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(Saks & Krupat, 1988). On the college campus, the reward provided by the group will be
acceptance and in many cases group membership.

The influence of fashion involvement can be explained through the social
psychological theory of self monitoring. According to Synder (1974), some people are
more in tune than others to monitor their social surroundings and people's reactions
towards them. Further, high self-monitors are more in touch with their surroundings and
with what people in various situation expect of them. Fashion involvement can be
associated with self-monitoring, because the person who is highly fashion involved
constantly seeks people's reaction to them and what they are wearing. This person may fit
the profile of the fashion innovation/leader in the fashion acceptance theory (Kaiser, 1990).
Further, it is important to them to continue to receive reaction from others. This then
develops a pattern in which the fashion involved person must take action to maintain the
state of acceptance by others. They may be constantly acquiring new up-to-date clothing.

Influence from clothing benefits sought can be explained through the social
psychological theory of impression management. This concept focuses on the aspect of the
presentation of oneself to others (Saks & Krupat, 1988). Itinvolves the manipulations of
verbal and nonverbal information with the intent of affecting the impression or image that
others have of an individual. With clothing benefits sought, the individual uses clothing as
nonverbal information to develop their desired image. On a college campus, portraying an
image becomes important for college students (Kaiser, 1990).

Social environment can be better understood through the social psychological
theory of symbolic interaction. According to social psychologist, social encounters have
meaning and value (Shaver, 1981). Within the environment, physical items are considered
important because of their social meaning. The social environment can be seen as the arena
in which clothing (physical) is considered to have meaning and value. Further, the

meaning and value of clothing may be expressed through communication in which the
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meanings are learned and values are exchanged. In relation to this study, symbolic
interaction takes place on the college campus. Through clothing values are communicated
to others students on campus.

Hypotheses
Hypothesis 1- Selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment) will be related significantly to
clothing buying behavior patterns (i.e., type of store patronage ) among Black college

students.

Hla- The influence provided by the Reference group will be related significantly to the
clqthing buying behavior patterns (i.e., type of store patronage) among Black college
students. Specifically, Black college students who are significantly influenced by the
reference group will tend to patronize department stores and specialty stores more than
discount stores. Conversely, individuals less influenced by the reference group will tend
to patronize discount stores more than department stores and discount stores.

According to McNeal (1987), one of the few studies on adolescents, reference
group as it relates to peer influence was shown to provide information on the types of
stores to patronage. No information is provided about specific type of store patronage.
Based on the social influence theory it is assumed that the individual accepts influence from
the group in which they identify. This reference group has the referent power and becomes
a frame of reference for which the individual uses as a standard for evaluating themselves.
In addition, based on the conclusion drawn from the model on reference group influence on
product decisions, it is implied the clothing is a public good because of its conspicousness
as it is seen by others; brand selection decisions, according to the model, is strongly
influenced by reference groups. It is assumed, based on the reference group influence

model, that clothing brand is identified as having strong reference group influence;
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therefore, brand name clothing is usually carried by department stores and specialty stores;
therfore, reference group influence is likely to be strongest in patronage of department and
specialty stores. Based on the above reasoning, it is hypothesized that among Black
college students, those who are influenced by the reference group are more likely to

patronize department stores and specialty stores more than discount stores.

H1b- Social participation will be related significantly to the clothing buying behavior
patterns (i.e., type of store patronage) among Black college students. Specifically, Black
college students exhibiting higher level of social participation are likely to patronize
department stores and specialty stores more often than those who do not exhibit a high level
of social participation. Conversely, those who do not exhibit a high level of social
participation are likely to patronize discount and second-hand clothing stores more than
those who exhibit a high level of social participation.

Social Influence theory can be applied to clothing in situations which an individual
complies to the values of the group in which they are seeking membership. In terms of
being accepted, the individual wears the appropriate clothing as identified by the group.
Through wearing this clothing, the individual is seeking the reward of being accepted. The
group then accepts and rewards the individual, because they have met the norms of the
group. Empirical evidence on clothing buying behavior patterns states that there is a
relationship between high social participation and department store and specialty store
patronage (Tatzel, 1982; Hirschman, 1980; Portis, 1966). As the individual is
continuously rewarded by the group, the individual develops a pattern of having the
appropriate clothing continuing to be accepted, receiving praise and becoming credible.
Appropriate clothing may be identified as up-to-date clothing (e.g., styles and brands)
which 1s highly visible to identify group membership. This type of clothing is most likely

to be purchased at specialty or department stores; therefore, it is hypothesized that the more
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socially involved the student, the more likely they are to patronized department stores or
specialty stores to receive the reward of acceptance from wearing the clothing of the

social group.

H1c- Fashion involvement will be related significantly to clothing buying behavior patterns
(i.e., type of store patronage) among Black college students. Specifically, Black college
students who are fashion involved are likely to patronize department stores and specialty
stores more often than those who are not fashion involved. Conversely, those who are not
involved in fashion are likely to patronize discount and second-hand clothing stores more
of than those who are fashion involved. The influence of fashion involvement can be
explained through the social psychological theory of self monitoring. According to Synder
(1974), some people are more in tune than others to monitor their social surroundings and
people’s reactions towards them. Fashion involvement can be associated with self-
monitoring, because the person who is highly fashion involved constantly seeks people's
reaction to them and what they are wearing. Findings have indicated that young unmarried
consumers tended to shop at specialty stores such as the Gap, Limited, and Casual Corner
(Kopp, Eng, & Tigert, 1989). Consumers with higher fashion involvement were also
found to shop more often at department stores while the less fashion involved consumers
reported shopping at Sears and Kmart (Gutman & Mills, 1982). More specifically, Black
consumers who were fashion involved were found to shop more often at department stores
(Portis, 1966; Hirschman, 1980; Edmonds, 1979); however, these researchers did not use
Black college students as subjects. Based on the theory of self monitoring (i.e., fashion
involvement) and clothing buying behavior patterns, it is hypothesized that for the fashion
involved to maintain reaction from others, it important for them to have up-to-date clothing.
Further, they are more likely to patronize specialty stores and department stores to obtain

the up-to-date clothing.
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H1d- Clothing benefits sought will be related significantly to the clothing buying behavior
patterns (i.e., types of stores patronized) among Black college students. Specifically,
Black college students who exhibit a high level of clothing benefits sought are likely to
patronize department stores and specialty stores more often than those who do not exhibit a
high level of clothing benefits sought. Conversely, those who exhibit less clothing benefits
sought are likely to patronize discount and second-hand clothing stores more of than those
who exhibit more clothing benefits sought.

Influence from clothing benefits sought can be explained through the social
psychological theory of impression management. This concept focuses on the aspect of the
presentation of oneself to others (Saks & Krupat, 1988). It involves the manipulations of
verbal and nonverbal information with the intent of affecting the impression or image that
others have of an individual. In relation to clothing buying behavior patterns, the literature
reviewed showed a significant relationship between the clothing benefits sought and the
types of stores patronized for some consumers. In fact, those consumers who were
characterized as actively using clothing as a means to enhance self-esteem, femininity, sex
appeal, fashion image, role, and appearance were found to shop most at specialty and better
department stores (Shim & Bickle, 1994). Black consumers who purchase clothing as a
means to express prestige and status were found to shop at department stores (Portis,
1966).

Based on the theory of impression management (i.e., clothing benefits sought), it is
hypothesized that the individual may tend to patronize stores in which carries the clothing
in which they can portray their self-image. It is assumed that those with higher levels of
clothing benefits sought will be more likely to shop at specialty stores and department

stores than at discount or second-hand clothing stores.
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Hle-Social environment will be related significantly to the clothing buying behavior
patterns (i.e., type of store patronage) among Black college students. Specifically, Black
college students who had a positive perception of the social environment were likely to
patronize department stores and specialty stores more than discount stores and second-hand
clothing stores.

Social environment can be better understood through the social psychological
theory of symbolic interaction. According to social psychologist, social encounters have
meaning and value (Shaver, 1981). Within the environment, physical items are considered
important because of their social meaning. The social environment can bee seen as the
encounter in which clothing (physical) is considered as having meaning and value. The
relationship between the social environment and the type of store patronage is supported by
the findings by Tatzel's (1982) study which indicated a relationship between people
oriented to the social environment and their patronage of department stores and specialty
stores. Based on the ideas of symbolic interaction (i.e., social environment) and its
relationships to type of store patronage, it assumed that once the interaction has taken
placed, type of clothing which is important and type store patronage communicate
important information. Further, through symbolic interaction, once clothing has been
identified, the individual receives more information on the type of stores to patronize to

receive the specific type of clothing.

Hypothesis 2- The selected social factors will be significantly related to the clothing buying
behavior patterns (i.e., time/frequency clothing is purchased) among the Black college

students.

H2a- The influence provided by the reference group will be related significantly to the

time/frequency clothing is purchased (i.e., clothing buying behavior patterns) among Black

36



college students. Specifically, Black students with a greater influence provided by the
reference group are likely to purchase items impulsively than those who are less influenced
provided by the reference group. Conversely, those with less influence provided by the
reference group are likely to make purchases on clearance and as needed more than those
who have greater influence provided by the reference group.

Based on these two ideas of social influence (reference group) and time/frequency
clothing is purchased, it is hypothesized that the reference group as the frame of reference
may provide the information on the type of clothing to be worn in order for the individual
to evaluate themselves. McNeal's (1987) study supports this hypothesis by stating that
those individuals aspire to belong to a group tend to purchase items immediately once being
exposed to the items. Further, it is assumed than once the individual identifies the clothing
worn by the group and identifies where to purchase these clothes, the purchases are likely
to be impulsive or at the beginning of season more than as needed or on clearance. This
behavior can be explained simply. Once the individual has access to purchasing the
clothing it is important for the purchase to be made immediately, so that they can begin to

look and feel like individuals they aspire to be like.

H2b-Social participation will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing is purchased) among Black college students.
Specifically, Black students exhibiting higher levels of social participation are likely to
make purchases impulsively and at the beginning of the season more than those exhibiting
lower levels of social participation. Conversely, those exhibiting lower levels of social
participation are likely to make purchases on clearance and as needed than those exhibiting
a higher level of social participation.

The ideas of social influence (social participation) theory can be applied to clothing

in when an individual complies to the values of the group in which they are seeking
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membership. In terms of being accepted, the individual wears the appropriate clothing as
identified by the group. Through wearing this clothing the individual is seeking the reward
of being accepted. The group then accepts and rewards the individual because they have
met the norms of the group.

Time/frequency of the purchase becomes important in relation to social
participation because, the sooner the individual obtains the appropriate clothing the more
likely 1t is for them to receive acceptance and praise. Empirical evidence on clothing buying
behavior patterns states that there is a significant relationship between social participation

and time/frequency clothing is purchased.

H2c-Fashion involvement will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing is purchased) among Black college students.
Specifically, Black students exhibiting higher levels of fashion involvement are likely to
make purchases impulsively and at the beginning of the season , more than clearance or as
needed than exhibiting lower levels of fashion involvement. Conversely, those exhibiting
lower levels of fashion involvement are likely to make purchases on clearance, or as needed
and as needed than those exhibiting a higher level of fashion involvement.

The influence of fashion involvement can be explained through the social
psychological theory of social monitoring. According to Synder (1974), some people are
more in tune than others to monitor their social surroundings and people's reactions
towards them. Fashion involvement can be associated with self-monitoring, because the
person who is highly fashion involved constantly seeks people's reaction to them and what
they are wearing. Based on the findings of Han, Morgan, Kotsiopulos, and Kang-Park's
(1991) study, a significant relationship exists between fashion involvement and
time/frequency clothing is purchased among college students. More specifically, the more

fashion involvement shown by the student the more likely the student to make impulsive

38



purchases. The fashion involved Black consumer was found to not be price sensitive when
it comes to purchasing clothing (Portis, 1966; Hirschman, 1980; Edmonds, 1979).

Based on the two ideas of self monitoring (fashion involvement) and
time/frequency clothing is purchased, it is hypothesized that for the fashion involved to
maintain reaction from others it is likely that they will purchase clothing at the beginning of
season or impulsively. It is assumed that the fashion involved (self monitor) who expects
people to react to them, would find it important to have up-to-date clothing and be one of
the first people to wear a particular fashion in order to get some reaction from others. This

idea gives a prediction of the time/frequency their clothing is purchased.

H2d-Clothing benefits sought will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing is purchased) among Black college students.
Clothing benefits sought will be significantly related to the clothing buying behavior
patterns (i.e., time/frequency clothing is purchased) among Black college students.
Specifically, Black students exhibiting higher levels of clothing benefits sought are likely to
make purchases impulsively and at the beginning of the season, more than clearance or as
needed than those exhibiting lower levels of clothing benefits sought. Conversely, those
Black students exhibiting lower levels of clothing benefits sought are likely to make
purchases on clearance or as needed than those exhibiting a higher level of clothing benefits
sought. Clothing benefits sought can influence can be better understood through the social
psychological theory, impression management. Through clothing benefits sought the
individual uses clothing as nonverbal information on their image they wish to portray. On
acollege campus this becomes important for college students.

Influence from clothing benefits sought can be explained through the social
psychological theory of impression management. This concept focuses on the aspect of the

presentation of oneself to others (Saks & Krupat, 1988). It involves the manipulations of
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verbal and nonverbal information with the intent of affecting the impression or image that
others have of an individual. This hypothesis is supported by the result drawn from Portis’
(1966) study on Black consumers which states that Blacks use clothing as a means to
establish prestige or status are likely to make impulsive purchases. Based on the two ideas,
it is assumed, that those scoring high on clothing benefits sought (impression management)
are likely to purchase items immediately after being exposed (impulsive) to them and at the
beginning of the season more than on clearance and as needed in order to constantly display
the self image to others. Further, it is important for this individual to develop this type of
clothing buying behavior pattern (time/trequency clothing is purchased) to help maintain

their self image

H2e- Social environment will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing are purchased) among Black college students.
Specifically, Black students with a positive perception of the social environment are likely
to make impulsive purchases more than those who do not have a positive perception of the
social environment.

Based on social psychological theory symbolic interaction, it is assumed that once
the meaning and value have been placed on an item (clothing) and the individual sees the
item in a store, the purchase is likely to be impulsive or beginning of season, than as
needed or on clearance. It is assumed that once the meanings and values associated with
clothing have been communicated, the individual who is adjusted to the social environment
will find it necessary to obtain the appropriate clothing to continue to be an active part of the
social environment. The findings from the Tatzel (1982) study supported the hypothesis
that those consumers who are oriented to the social environment are impulsive buyers.
More specifically, it seems logical that the individual involved in the social environment

(college campus), who has learned the meanings and has placed value on clothing will tend
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to acquire clothing items as quickly as possible, make purchases impulsively or at the

beginning of the season.

The third and fourth hypotheses compared the difference between the black students
attending the predominantly Black university and the Black students attending the
predominantly White university for the relationship between the clothing buying behavior
patterns (i.e., types of store patronage and time/frequency clothing is purchased) and
selected social factors (i.e., reference group, social participation, fashion involvement,
clothing benefits sought, social environment). Based on the literature on the social
adjustment issues of Black college students, empirical evidence suggests that Blacks on
predominately Black campuses are more socially adjusted than Blacks on predominantly
White campuses Further, the studies showed that these socially adjusted students were
also socially active. With higher activity, Blacks on predominantly Black campuses will
receive greater influences from social factors. When applying the social theories pertaining
to the relationships outlined in hypotheses 1 and 2, it is assumed that Blacks on
predominantly Black campuses with their higher social activity levels will have more

influence from the selected social factors.

H3- A significant difference exists between Black students attending a predominantly Black
university and those attending a predominantly White university in the relationship
between selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment) and the clothing buying patterns

(i.e., types of store patronage).
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H3a- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a greater influenced

from reference group than Black students attending a predominantly White university.

H3b- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a higher level of social

participation than Black students attending a predominantly White university.

H3c- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a higher level of

clothing benefits sought than Black students attending a predominantly White university.

H3d- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a higher level of

clothing benefits sought than Black students attending a predominantly White university.

H3e- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a positive perception

of the social environment than Black students attending a predominantly White university.

H4- A significant difference exists between Black students attending a predominantly Black
university and those attending a predominantly White university for the relationship
between selected social factors and the clothing buying patterns (i.e., time/frequency

clothing is purchased).
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H4a- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will have a greater
influenced from reference group than Black students attending a predominantly White
university.

H4b-When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will a higher level of

social participation than Black students attending a predominantly White university.

H4c- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will have a higher
level of fashion involvement than Black students attending a predominantly White

university.

H4d-When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will a higher level of

clothing benefits sought than Black students attending a predominantly White university.

H4e- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will have a more
positive perception of the social environment than Black students attending a predominantly

White university.

Assumptions

Certain assumptions relating to the clothing buying behavior and the Black college

student are inherent to this research:
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1. The selected social factors are important influences on the clothing buying behavior in

general.

2. The students acquire their clothing from the purchases they have made themselves.

3. The students are actively involved in and aware of their buying behavior patterns.
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CHAPTER IV.

Research And Design Methods

The research design and methods used in the study are presented in this chapter. A
synopsis of the study and null hypotheses are presented in the first section. The second
section provides operational definitions. The third section discusses the research design
including the selection of measures, pilot test, sample selection and sample size. The next
section discusses data collection and the analytical methods used for this study. Lastly, a

summary of the chapter is provided.

Synopsis

The Clothing Buying Behavior questionnaire was designed by selected various
portions of well established scales to measure each of the variables. The survey was
administered by the researcher to undergraduate students on predominately White and
predominantly Black universities (i.e., Black, African American, White, Other). Surveys
which indicated race as other than Black or African American were removed before
statistical analysis was conducted. Data were analyzed using the statistical methods of
Factor Analysis, Analysis of Variance (ANOVA), Newman-Keuls technique, and two-
tailed t-test. Conclusions and interpretations were made based on the results of the
statistical analyses.

Sample Selection

The sample consisted of Black students attending Virginia Tech and Norfolk State
University. The goal of this study was to use 300 subjects from a convenience sample

(1.e., 150 from each university).
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Criteria For Student Selection Ve

Students who were asked to participate in this study were required to be enrolled as
an undergraduate in the pre-selected courses at the selected universities or hold membership
in the Black undergraduate organizations. The students were required to complete a
consent form before completing the questionnaire. To reduce bias, the researcher asked

students of all racial background were asked to participate.

Criteria For School Selection

The criteria used for the selection of universities was that the participating
universities had to have an imbalance in the racial mix, meaning that of the student body
must consist of more than 50% of one race.

As of Fall 1993, Virginia Tech student enrollment consisted of 85% White
students, and Norfolk State student enrollment consisted of 89% Black students
(Peterson’s Guide, 1994). On campus student enrollment (i.e., students attending Virginia
Tech’s Blacksburg campus) for Virginia Tech in Fall 1993 consisted of 23,865 students, of
which, 19,115 were undergraduates and 984 were Black undergraduates (Institutional
Research, 1993). Student enrollment for Norfolk State in Fall 1993 consisted of 8,624
students and 7,728 were undergraduates. These two schools were selected because the fit

the criteria and they were convenience.

Criteria For Class Selection

The criteria used for the selection of courses was that the should be a required core
course, the researcher used this method to obtain data from subjects who may have diverse
interest (e.g., different majors, have different hometowns, etc.). The Critical Thinking

course at Norfolk State is a required core course, the student enrollment consisted of a
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variety of majors and classifications as well as students from different geographical
regions.

The Introduction to Black Studies, African American History and Black Aesthetics
courses at Virginia Tech were selected because they are possible electives under a core of
requirements and because the courses contained a large enrollments of the Black
undergraduates on the campus. In fact, in many sections of the courses, Blacks made up
over one-half of the student enrollment. In addition, Black undergraduate organizations

were asked to participate.

Variables
The following are the independent variables and dependent variables used in this
study. Selected social factors (i.e., reference group, social participation, clothing benefits
sought, social environment) are the independent and the dependent variables are the
clothing buying behavior patterns (i.e., types of store patronage and time/frequency

clothing is purchased) (See Table 1)

Table 1
Variables
Independent Dependent
Social Factors Clothing Buying Behavior Patterns
Reference Group Types of Stores Patronized
Social Participation Time/ Frequency of clothing purchase
Social Involvement For items costing less than $50
Social Gathering For items costing between $50-
$150
Fashion Involvement For items costing more than $150

Clothing Benefits Sought

Social Environment
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Operational Definitions

Reference Group. Statements were selected to measure the type of influence that the
subjects experience in making their clothing buying decision. The three types of influences
measured are normative (i.e., friends), informational (i.e., magazines, T.V., social
setting), and comparative (i.e., aspiring group). Items were measured on a 5-point Likert
scale of level of agreement. Items for this variable were selected from The Conformity
Factor (factor III) in the Gurel and Gurel (1979) Clothing Interest Scale. All items selected
were statements which referred to the three types of reference group influence. An example
statement is "When I buy a new article of clothing, I try to buy something similar to what
my friends are wearing".

Social Participation. Two measures were selected to measure social participation.
The first, social involvement, contained statements which were selected to determine the
extent to which the respondents are involved in campus affiliated activities. Activities
consisted of traditional community service organizations (e.g., sororities, fraternities),
campus organizations, sports, and social events. The respondents were to answer “Yes” or
“No” to the activities or organizations given on the questionnaire. These statements were
measured on a nominal scale. The second measure, social gathering, were 3-point Likert
type statements which were selected by the researcher from the Andrews and Francis social
participation scale (1989). These items were selected because they referred to situations
that the researcher thought were important to the social life of adolescents. These items
were measured on an ordinal scale. An example statement includes "How many social
events (such as, parties, dances, sports, events, get-togethers with friends) do you go to in
a normal week".

Fashion Involvement. This social factor is an indication of how concerned

consumers are with fashion, and if they considered fashion important to them. Activities
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type patronage, (c) store loyalty, and (d) personal clothing selection. These patterns are a
composite of clothing purchase activities (i.e., type of store purchases and time/frequency
clothing is purchased). These statements were measured on nominal scales. The
statements referred to activities associated with clothing buying behavior patterns. One
statement which was used to measure type store patronage and responses included
department store, discount store, specialty store and second-hand clothing store. Three
statements were selected to measure time/frequency clothing is purchased. The responses
for each of the statements included buying at the beginning of season, clearance, as needed,
and impulse.

The statements evaluated the time/frequency (i.e., beginning of season, clearance,
as need, impulsively) for the buying patterns of items costing various prices (i.e., less than
$50, $50-$150, more than $150), each statement measure a separate cost. According to
Edmonds (1979), clothing buying behavior patterns differed when the cost of an item is
taken into consideration. The costs for items were increased for this study to better relate to
the costs of today Further, impulsive buying is associated with time/trequency on the
Edmonds (1979) scale and is continued for this study.

Demographics. This section contains questions that characterized the sample. Items
include questions pertaining to the respondents race (i.e., Black/African American, Black,
and specification of other), student classification, age, geographical region of hometown,
amount spent on clothing last semester, and torm of payment for clothing.

Predominantly White University. A predominantly White university is a university
in which more than 50% of its student body is White. This definition is based on the ratios
of student enrollments.

Predominantly Black University. A predominantly Black university is a university
in which more than 50% of its student body 1s Black. This definition is based primarily on

the ratios of student enrollments.
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Instrument Selection

The researcher identified portions of scales from the cited literature to measure the
selected social factors, clothing buying patterns, and demographics and to develop the
Clothing Buying Behavior Questionnaire for this research. The variables include selected
social factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought, social environment), clothing buying patterns (i.e., type of store patronage
and time/frequency clothing is purchased), and demographics (See Appendix A).

Reference Group influence on clothing buying behavior patterns was measured by
using a section of the Gurel and Gurel (1979) Clothing Interest Scale. The section used
from the scale is the Conformity factor which measures, according to Gurel and Gurel
(1979), the reference group members’ influence on the individual’s clothing buying
behavior (See Appendix A-Items 1, 2, 7, 8, 9, 10, 17, 20, 23, 26) .

Social Participation was measured by using the three items from the Andrews and
Francis (1989) social participation scale (See Appendix A-Items 43-45). These three items
were the social participation subscale and referred to activities that are of interest to
adolescent social life. Although the statements were designed for adolescents, the activities
are also associated with college life. The researcher developed a listing of activities and
organizations to which the respondents were to answer “yes” or “no” to being members.
This listing was developed by viewing listings in student handbooks at both universities of
organizations and activities at both of the universities and then developed a compiled listing
(See Appendix A-Items 34-42).

Fashion Involvement was measured using a section of the Gurel and Gurel (1979)
Clothing Interest Scale, the Concern With Clothing Factor. The items selected were
designed by Gurel and Gurel (1979) to measure the extent to which one is involved with

fashion. Statements referied to activities associated with fashion involvement, such as
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shopping for up-to-date clothing and reading fashion magazines. One of the items were
modified to include social icons of today (i.e., I watch music videos to find out what’s new
in fashion) (See Appendix A-Items 3, 6, 11, 12, 13, 14, 15, 16, 18, 19, 21, 22) .

Clothing Benefits Sought was measured using items selected from the Shim and
Bickle (1994) study which segmented consumers based on their clothing benefits sought.
The statements were selected because they measured the motives of clothing benefits
sought. Statements reflected one’s situational-based benefit to reflect one’s situational
characteristics or personal-based benefit to reflect one’s personal characteristics (i.e.,
dressing to identify role (situational) or clothing to reflect feminity (person). For example,
an individual purchasing clothing that identifies their role in the business community is one
who makes clothing purchases based on the benefits of their situation. This statement was
changed to refer to the campus situation and not the business community. (See Appendix
A- Items 2, 24, 25, 27, 28).

Social Environment was measure using three items that were selected from the
college experience scale Fleming (1988). According to Fleming (1988) these three items
were designed for students to rate the nature of their feelings toward the campus social life.
The other items of the scale were not selected, because the statements referred to the nature
of the students feelings regarding administration, faculty, and class instruction and are not a
focus of this study (See Appendix A-Items 46-48) .

Clothing Buying Behavior Patterns store patronage factor contains one statement
which was used to measured the type of store patronage (i.e., department store, discount,
specialty, secondhand). Examples of types of stores were changed to identify stores within
this region (See Appendix A) (item 30). Three statements measured the Time/ Frequency
factor. The statements evaluated the time/frequency (i.e., beginning of season, clearance,

as need, impulsively) for the buying patterns of items costing various prices (i.e., less than
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$50, $50-$150, more than $150), each statement measured a separate cost (See Appendix
A-Items 31, 32, 33)

Demographic statements from Cassill’s (1986) study were used as a guide for the
types of questions that were important in characterizing this sample. The researcher also
developed statements that were related to college life such as major, classification. race,
hometown location, and amount spent on clothing last semester (See Appendix A-Items 49-
56).

Ordering of items on Questionnaire. The ordering items on the Clothing Buying
Behavior Patterns questionnaire, which contained scales which measured selected social
factors (i.e., reference group, social participation, fashion involvement, clothing benefits
sought, social environment) , clothing buying behavior patterns and demographics were
arrange systematically. The scales which measured reference group, clothing benefits
sought, and fashion involvement were separated in a systematic arrangement and placed on
the front of the questionnaire (See Appendix A-Items 1-28) . The researcher selected this
method because some of the statements upon first glance read the same and this method
was to insure that the respondents answered what first came to mind. Next, items 30-33,
were the clothing buying behavior patterns (i.e., type of store patronage and time/frequency
clothing is purchased) statements. Items 34-45 were the social participation statements.
Items 34-42 was the social involvement scale and items 43-45 was the social gathering
scale. Items 43-48 was the social environment scale and the demographic scale were items

49-56. For more details see Appendix A.

Instrument Validity

Face validity was conducted to test the instrument's validity. This method was
conducted by the researcher to insure that the instrument was measuring what it was

designed to measure and that the researcher obtained accurate data from the sample. These
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1tems were chosen from scales identified in the literature as measuring the desired social
factors. Portions of the instrument were analyze with the Cronbach Alphas for the factors
and with Pearson correlation coefficients as a further evaluation of internal validity (see
detailed information under variable development)

Content validity was also conducted to insure instrument validity. To establish
content validity the researcher asked four faculty members at Virginia Tech to review the
Clothing Buying Behavior Questionnaire and evaluate the questionnaire based on its
content. The faculty members were selected based on their expertise in the area of clothing

and textiles and/or their expertise in conducting research.

Variable Development

Reference Group. Fashion Involvement, Clothing Benefits Sought Factors

The first step in variable development was to conduct a Factor Analysis with a
Varimax rotation. The Factor Analysis was run on items 1-28 on the questionnaire to
evaluate internal reliability and to form factors based on items which clustered together.
This analysis was iinportant to insure that items selected from scales were measuring what
they were designed to measure and also to insure that items were not overlapping with
other items from other scales. A Scree Plot test was conducted to determine the possible
factors within the items and six factors were identified based on the results of the test.
Items 30-56 were not included in the Factor Analysis because the statements clearly
specified the variables being measured. Specifically, these statements clearly adhere to the
operational definitions.

Criteria For Factor Loading. According to Nunnaly (1978), the criteria for factor
loading is that for items to load, the items must receive a minimum score of .50. According
to Kerlinger (1973) "There is no generally accepted standard error of factor loading. Some

factor analysts in studies do not bother with loadings less than .30 or even .40, while
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others do." (Kerlinger, 1973, p. 616). The researcher set the criteria for factor loading in
this study at .40, because the study is exploratory. Another criteria for selecting items for
loading was that the items meeting the criteria must be mutually exclusive from other

factors.

Reference Group. Fashion Involvement, Clothing Benefit Sought : Reliability

Cronbach alpha coefficients were computed to test internal reliability of the scales
(See Table 2). According to Schuessler (1971) a scale can be considered to have good
reliability if the scale has an alpha value greater than .60. The table shows the items which
clustered together for the factors. The last three factors, Concerned With Clothing,
Clothing Consciousness, Extreme Fashion Interest were not used in this study. These
factors were formed as a result of factor analysis and were not factors being examined in
this study. These three factors were named according to the associated activities stated in
the items.

Pearson Correlations for the fashion involvement, clothing benefits sought and
reference group scales were conducted as a further evaluation of internal reliability.
According to Huck, Cormier, and Bounds (1974), the closer the coefficient is to either
+1.00 or -1.00, the higher and stronger the correlation is. In this study, all of the matrices
analyzed received scores between +.05 to +.87 which according to Huck, Cormier and

Bounds (1974) were high negative to high positive relationships (See Appendix C).
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intercorrelations of a list of items (e.g., fashion involvement- Q10, Q12, Q16, Q19, Q20,
Q21, Q23). Specifically, the matrix presented the strength of the relationships among the
items. In this study, all of the independent variables on the Clothing Buying Behavior
Questionnaire were analyzed with the exception of the social participation (social
involvement) scale. The social participation scale (i.e. involvement) (1.€., items 34-42)
were excluded from this analysis because the scale contained a list of clubs, organizations,
sports that were not related. According to Huck, Cormier, and Bounds (1974), the closer
the coefficient is to either +1.00 or -1.00, the higher and stronger the correlation is. In this
study, all of the matrices analyzed received scores between +.05 to +.87 which according
to Huck, Cormier and Bounds (1974) were low positive to high positive relationships.

(See Appendix C).

Pilot Test

The questionnaire was administered to 15 subjects who agreed to participate in the
pilot testing of the survey. The sample consisted of eight Black undergraduates, three
Black graduate students. The purpose of pilot testing the questionnaire was to establish: (a)
clarity and readability of instructions and questions, (b) modifications needed in the format,
scales and other areas that may hinder completion of the questionnaire, (c) the time
necessary to complete the questionnaire and (d) content validity of the questionnaire.
During the pilot test they were asked to focus on the content of the questionnaire. This
method evaluated content validity for this study. After completion of the questionnaire,
respondents were asked to complete an evaluation of the questionnaire. The final
questionnaire was revised based on recommendations from the subjects. Revisions
included the layout of the questions on the Opscan form, changes to the directions, some

guide to insure students begin recording responses with number 1. Editorial revisions
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were recommended as well as general feedback regarding the content of the questionnaire

and discussion in relationship to the study.

Data Collection
Data were collected from students enrolled in the Introduction To Black Studies,
Black Aesthetics, and African American History courses at Virginia Tech and a Critical
Thinking course at Norfolk State.

The researcher received written permission by the Institutional Research Board at
both universities to administer the survey to the students enrolled in the selected courses.
The researcher also received permission written from Department Heads and instructors of
the courses. More importantly, the researcher received written consent from the subjects
who were willing to participate (See Appendix B).

Department Heads and Instructors were asked to participate in this study by
allowing the researcher into their classrooms to obtain responses from subjects. On data
collection day, the researcher delivered a brief introduction of herself and then asked all
students to participate in this study, those not agreeing were excused from class. Those
who were willing to participate were asked to read and sign the consent form.

After completion of the consent form, the researcher administered the questionnaire.
The students were given an Opscan form which contained the questions and the students
coded their responses by filling in the bubbles with a #2 pencil.

Upon completion of the questionnaire, the subjects handed the researcher the

questionnairc and were excused from class.

Statistical Analysis
This study was a quantitative study, and the data were analyzed using descriptive

and inferential statistics. This quantitative study tested the relationship between selected
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social factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought, social environment) and the clothing buying behavior patterns (i.e.. types
of stores patronized and time/frequency clothing is purchased) of Black college students.
Data analysis for this study was a multi-step process which consisted of (a) factor analysis,
(b) descriptive statistics, and (c) one-way and two-way Analysis of Variance (ANOVA),
(d) Newman Keuls post hoc test comparisons , and (e) two-tailed t-tests.

Based on specific criteria for the statistical analysis, social participation was divided
into two factors. Social involvement, consisted of items 34-42 which referred to
involvement in activities and organizations was measured on a nominal scale. Social
gathering, consisted of items 43-45 which referred to students getting together with
friends. These statements were measured on a ordinal scale. The secondhand clothing
store option was removed from the types of store patronage because there were only 2
responses, and this low response rate would provide no significance in the analysis. The
clothing buying behavior patterns (i.e., time/frequency) was examined by analyzing three
different questions separately. The analysis was examined based on the cost of an item
(i.e., less than $50, $50-$150, and more than $150). The researcher used this method of
analysis to best examine the clothing buying behavior patterns. This method is consistent
to that of Edmonds (1979), who suggested that buying behavior patterns may differ

depending on cost of an item.

Hypotheses Testing

Hypotheses 1 and 2 were tested using the Analysis of Variance (ANOVA) method.
One-way ANOV As were used to examine relationships between each of the selected social
tactors (i.e., reference group, social participation, fashion involvement, clothing benefits
sought, social environment) and the clothing buying behavior patterns (i.e., type of store

patronage and time/frequency clothing is purchased) among Black college students. The
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Newman-Keuls technique was used to locate the significant differences between the means.
The procedure was applied by using multiple post hoc comparisons.

Hypothesis 3 was tested using between-subjects two-way ANOVAs to compare the
differences between Black students attending the predominantly Black and Black students
attending the predominantly White university for the relationship between selected social
factors (i.e., reference group, social participation, clothing benefits sought, fashion
involvement, social environment) when stratified by the clothing buying behavior patterns
(i.e., type of store patronage). T-tests were used to determine the significant difference
between the scores of the selected social factors of the Black students attending the
predominantly Black university and the Black students attending the Predominantly when
stratified by the cléthing buying behavior patterns (i.e., type of store patronage).

Hypothesis 4 was tested using between-subjects two-way ANOV As to compare the
differences between Black students attending the predominantly Black and Black students
attending the predominantly White university for the relationship between selected social
factors (i.e., reference group, social participation, clothing benefits sought, fashion
involvement, social environment) when stratified by the clothing buying behavior patterns
(i.e., time/frequency). T-test's were used to determine the significant difference between
the scores of the selected social factors of the Black students attending the predominantly
Black university and the Black students attending the Predominantly when stratified by the

clothing buying behavior patterns (i.e., time/frequency clothing is purchased).
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CHAPTER V.
Results and Discussion

The purpose of this study was to determine if selected social factors (i.e., reference
group, social participation, fashion involvement, clothing benefits sought, social
environment) are significantly related to the clothing buying behavior patterns (i.e., type of
stores patronage and time/frequency clothing is purchased) of Black college students
attending a predominantly Black university and Black students attending a predominantly
White university. This chapter presents the description of the sample and results of the
hypothesis testing. Comparisons of the findings from this study with related studies are
also discussed in this chapter. The statistical analyses conducted in this study were Factor
Analysis, one-way ANOVAs, and two-way ANOVAs. Factor Analysis was conducted to
reduce scales. Cronbach alpha coefficients and Peafsons Correlation Coetficients were
used to evaluate internal reliability of variables and the instrument. One-way ANOV As
were used to examine the relationships between each of the selected social factors (i.e.,
reference group, social participation, fashion involvement, clothing benefits sought, social
environment) and the clothing buying behavior patterns (i.e., type of store patronage and
time/frequency clothing is purchased). The Newman-Keuls post hoc comparison was
selected as a further analysis of significant ANOVAs. The Newman-Keuls technique was
used to test the significance of the difference between the means of each variables and
assigned different letters to significantly different items (i.e., A and B are significantly
different). This technique was applied using the multiple post hoc comparison. Two-way
ANOVAs were used to compare the difference between the Black students attending a

predominantly Black university and the Black students attending the predominantly White
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university for the relationship between selected social factors (i.e., reference group, social
participation, fashion involvement, clothing benefits sought, social environment) and the
clothing buying behavior patterns (i.e., types of stores patronized and time/frequency
clothing is purchased). For these analyses, t-tests were used to determine the difference
between the universities scores on selected social factors when stratified by the clothing
buying behavior patterns (i.e., type of store patronage and time/frequency clothing is
purchased).
Sample

The final sample used in this study consisted of 333 subjects (200 at the
predominantly Black university and 133 at the predominantly White university). Data were
collected during September, 1994. A convenience sample was used for this study.

The Black Studies courses were selected at Virginia Tech because of there
popularity among the Black undergraduates. The courses are open to all classifications and
majors at the university, and therefore, has provided this study with responses from
diverse students (i.e., students from different geographical regions, several majors) . The
survey was also administered to members of Delta Sigma Theta Sorority, Alpha Kappa
Alpha Sorority, and the NAACP chapters at Virginia Tech.

The Critical Thinking course at Norfolk State was selected because 1t is a required
core course for all majors at this university, which has provided the study with subjects
from diverse backgrounds (i.e., students from different areas, different majors, different
interest).

Demographics of the respondents are presented in Table 5. The sample was
composed of a majority of subjects between the ages of 17-20, and over one-half were
female. On the predominately Black campus, over one-half of the subjects were classified
as sophomores and on the predominately White campus 36% were freshman. The majority

of the subjects on both campuses were from the Southern Virginia, North and South
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Carolina, and Georgia region. Lastly, on the predominantly Black campus the majority of
the subjects were enrolled in majors in the School of Social Sciences and on the
predominately White campus the majority of the subjects were enrolled in the College of
Arts and Letters (See Table 5).

Table 5

Description of Respondents

Variables Predominantly Predominantly
Black White
n=200 n=133
F % F %
Age
17-18 8 4 52 39
19-20 91 46 40 30
21-22 47 24 41 31
23-24 34 17 0 0
Over 24 20 10 0 0
Sex
Male 75 38 53 40
Female 126 63 80 60
Classification
Freshman 9 4 50 36
Sophomore 105 53 33 25
Junior 73 37 27 20
Senior 13 7 23 17
Hometown
NY/CONN/MASS 28 14 8 6
DC/MD/N.VA 36 18 40 30
S.VA/NC/SC/GA 93 47 74 56
OTHER STATE 38 19 11 8
OUTSIDE U.S. 4 2 0 0
Major
Not Listed 6 3 Not Listed 1 0
Business 3 1 Business 18 14
Education 35 18 Education 7 5
Social Sci. 70 35 Social Sci. 9 6
Arts/Let. 24 12 Art/Let. 58 44
Technology 12 6 Ag/Lif. 13 9
Health/Rehab Sci 25 13 Arch/U.S. 12 9
General Ed. 21 11 Art/Sci. 14 11
Social Work 4 2
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The following table represents the means of the variables analyzed in the study.
This table is presented by means received from the analyses of the independent variable and
the dependent variables for each university (i.e., predominantly Black university and
predominantly White university) (See Table 6).

Table 6

Means of Variables

Variables PB.U. a P.W.U.
Reference group
Type Of Store Patronage
Department Store 1.44 1.58
Discount Store 1.52 1.56
Specialty 1.49 1.52
Time/Frequency
<$50
Beg. Sea. 1.56 1.80
Clearance 1.59 1.66
Asneeded 1.43 1.46
Impulse 1.46 1.48
$50-$150
Beg Sea. 1.59 1.58
Clearance 1.47 1.51
Asneeded 1.46 1.56
Impulse 1.37 1.53
>$150
Beg Of Sea 1.56 1.51
Clearance 1.52 1.55
Asneeded 1.45 1.56
Impulse 1.39 1.51
Social Participation
Social Involvement b
Type Of Store Patronage
Department Store 16.44 15.44
Discount Store 16.00 15.79
Specialty 16.78 15.36
Time/Frequency
<$50
Beg Of Sea. 15.52 15.66
Clearance 16.40 15.46
Asneeded 16.45 15.35
Impulsive 16.83 16.00
$50-$150
Beg Of Sea. 16.97 16.25
Clearance 16.02 15.00
Asneeded 16.29 15.50
Impulsive 16.96 15.62
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Table 6

Means of Variables
Variables P.B.U. a P.W.U.
>$150
Beg Of Sea. 16.23 15.45
Clearance 16.68 15.34
Asneeded 16.02 15.32
Impulsive 16.84 15.01
Social Gathering
Type Of Store Patronage
Department Store 6.48 7.67
Discount Store 6.42 6.95
Specialty 6.85 7.63
Time/Frequency
<$50
Beg Of Sea. 6.47 8.66
Clearance 6.57 7.15
As needed 6.53 7.37
Impulsive 6.75 7.86
$50-$150
Beg Of Sea. 6.91 7.90
Clearance 592 7.52
As needed 6.68 7.37
Impulsive 6.80 7.75
>$150
Beg Of Sea. 6.92 6.34
Clearance 5.53 6.22
Asneeded 6.68 6.21
Impulsive 6.71 6.14
Fashion Invelvement
Type Of Store Patronage
Department Store 2.24 2.26
Discount Store 2.25 2.23
Specialty Store 2.42 2.33
Time/Frequency
<$50
Beg Of Sea. 2.30 2.43
Clearance 2.46 2.37
As needed 2.22 2.21
Impulsive 2.40 2.33
$50-%$150
Beg Of Sea. 2.54 2.4
Clearance 2.33 2.26
Asmneeded 2.19 2.17
Impulsive 2.45 2.59
>$150
Beg Of Sea. 2.52 2.56
Clearance 2.40 2.40
Asneeded 2.24 2.24
Impulsive 2.18 2.18
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Table 6

Means of Variables

Variables PB.U. a P.W.U.
Clothing Benefits Sought
Type Of Store Patronage
Department Store 1.87 1.92
Discount Store 1.82 1.88
Specialty Store 1.98 1.96
Time/Frequency
<$50
Beg Of Sea 2.06 2.15
Clearance 1.91 2.02
Asneeded 1.83 1.81
Impulsive 1.94 2.00
$50-$150
Beg. Seas 2.08 2.01
Clearance 1.81 1.79
As needed 1.83 1.90
Impulsive 2.01 2.19
>$150
Beg. Sea. 2.09 1.98
Clearance 1.86 1.96
As needed 1.88 1.83
Impulsive 1.83 2.20
Social Environment
Type Of Store Patronage
Department Store 143 1.52
Discount Store 1.46 1.41
Specialty Store 1.39 1.49
Time/Frequency
<$50
Beg Of Sea. 2.36 244
Clearance 2.40 2.34
Asneeded 2.36 244
Impulsive 2.36 2.30
$50-3150
Beg Of Sea. 1.50 1.35
Clearance 142 1.51
Asneeded 1.44 1.49
Impulsive 1.26 1.56
>$150
Beg Of Sea. 1.46 1.35
Clearance 1.23 1.51
As needed 1.24 1.58
Impulsive 1.33 1.57

Note. (a) (1) P.B.U.= predominantly Black university (2) P.W.U.= predominantly White university. (b)
means are inversely scored.

68



Hvpotheses Results

Hypothesis 1- Selected social factors (i.e., reference group, social participation [social
gathering and social environment], fashion involvement, clothing benefits sought, social
environment) will be related significantly to clothing buying behavior patterns (i.e., type of
store patronage ) among Black college students. The measures for the following analysis
were the scales which measured selected social factors and type of store patronage

statement. For more details see ANOV A summaries in Appendix (C).

H1a- The influence provided by the Reference group will be related significantly to the
clothing buying behavior patterns (i.e., type of store patronage) among Black college
students. Specifically, Black college students who are significantly influenced by the
reference group will tend to patronize stores that reference group members patronize.

There was no significant relationship between the influence of reference group and
the types of store patronage of Black college students (F[5,314]=.66 , p = .65). This result
differs from the literature which according to McNeal (1987), one of the few studies in this
area, reference group as ;t relates to peer influence was shown to provide information on
the types of stores to patronage. No information states the specific type of store patronage

the influence from reference group provides.

H1b- Social participation will be related significantly to the clothing buying behavior
patterns (i.e., type of store patronage) among Black college students. Specifically, Black
college students exhibiting higher level of social participation are likely to patronize
department stores and specialty stores more often than those who do not exhibit a higher

level of social participation. Conversely, those who do not exhibit a high level of social
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participation are likely to patronize discount and second-hand clothing stores more than
those who exhibit a high level of social participation.

There was, no significant relationship between social participation (i.e., social
involvement) and type of store patronage (E [5,314]=2.39, p =.51).

There was however, a significant relationship between social participation (i.e..
gathering) and types of stores patronage (E [ 5,314]=5.05, p=.0001). Social participation
(social gatherings) was significantly related to patronage at specialty stores.

The post hoc comparison specifically showed that the greater the social participation
(i.e., gathering) the higher the patronage of specialty and department stores more so than
discount stores (See Table 7). This finding differed from Tatzel (1982) who found those

who were socially active to shopped department stores.

Table 7

Social Participation (Social gathering) and Type of Store Patronage

Post Hoc (a) Mean N Type of Store Patronage (b)
A 7.22 118 Specialty
A 6.93 128 Department
B 6.59 74 Discount

Note: (a) post hoc comparison- A and B are significantly different

This hypothesis is supported by social influence theory which suggested that
clothing can be applied to situations which an individual complies to the values of the group
in which they are seeking membership. In terms of being accepted, the individual wears
the appropriate clothing as identified by the group. Through wearing this clothing, the
individual is seeking the reward of being accepted. The group then accepts and rewards the
individual, because they have met the norms of the group. In addition, this hypothesis is
supported by literature which states that there is a relationship between high social
participation, department store and specialty store patronage (Tatzel, 1982; Hirschman,

1980; Portis, 1966).
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H1c- Fashion involvement will be related significantly to clothing buying behavior
patterns (i.e., types of stores patronized) among Black college students. Specifically,
Black college students who are fashion involved are likely to patronize department stores
and specialty stores more often than those who are not fashion involved. Conversely,
those who are not involved in fashion are likely to patronize discount and second-hand
clothing stores more often than those who are fashion involved.

There was no significant relationship between fashion involvement and types of
stores patronage of Black college students (E [5,314]= .88, p = .49). This finding differs
from Kopp, Eng, and Tigert (1989) who found that fashion involvement was related to
shopping at specialty stores and the findings that suggest that fashion involvement was
related to shopping at department store (Gutman & Mills, 1982; Portis, 1966; Hirschman,
1980; Edmonds, 1979). Although in this study specialty and department store patronage
were the two highest stores patronized in relation to fashion involvement, they were not

statistically significant.

H1d- Clothing benefits sought will be related significantly to the clothing buying behavior
patterns (i.e., types of stores patronized) among Black college students. Specifically,
Black college students exhibit a high level of clothing benefits sought are likely to patronize
department stores and specialty stores more often than those who do not exhibit a high level
of clothing benefits sought. Conversely, those who exhibit less clothing benefits sought
are likely to patronize discount and second-hand clothing stores more often than those who
exhibit more clothing benefits sought .

There was no significant relationship between clothing benefit sought and type of
store patronage of Black college students (E [5,314]= .52,p = .75). This result differed

from the literature reviewed which showed a significant relationship between the clothing
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benefits sought and the types of stores patronized. In fact, those consumers who were
characterized as actively using clothing as a means to enhance self-esteem, femininity, sex
appeal, fashion image, role, and appearance were found to shop most at specialty and better
department stores (Shim & Bickle, 1994). Black consumers who purchase clothing as a
means to express prestige and status were found to shop at department stores (Portis,

1966).

Hle- Social environment will be related significantly to the clothing buying behavior
patterns (i.e., type of store patronage) among Black college students. Specifically, Black
college students who had a positive perception of the social environment were likely to
patronize department stores and specialty stores more that than discount stores and second-
hand clothing stores.

There was no significant relationship between social environment and the types of
store patronage of Black college students (E [ 5,314] =.52, p = .89). These findings
differed from that of Tatzel (1982) who found those oriented to the social environment
were likely to shop at department stores and specialty stores.

In summary, there was a significant relationship between social participation (i.e.,
social gathering) and the clothing buying behavior pattern (i.e., type of store patronage);
therefore, the null hypothesis was rejected. Specifically, the higher the social participation
(social gathering) score the more likely Black students patronized specialty and department
stores than discount stores. There was no significant relationship between the other selected
social factors (i.e., reference group, fashion involvement, clothing benefits sought, social

environment) and the clothing buying behavior pattern (i.e., type of store patronage).

Hypothesis 2- There will be a significant relationship between selected social factors

(1.e., reference group, social participation, fashion involvement, clothing benefits sought
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and social environment ) and the clothing buying behavior pattern (i.e., time/frequency
clothing is purchased) of Black college students. More specifically it was hypothesized that
the higher level of the social factor the Black college students would more likely buy
impulsively than at the beginning of season, on clearance, or as needed. Measures used for
these analyses were the selected social factor scores and the items which measured the
time/frequency clothing is purchased. The time/frequency was measured by three separate
statements which referred to the time /frequency clothing is purchased for the items of
different costs (i.e., less than $50, $50-$150, and more than $150). For more details

ANOV A summaries are located in the Appendix (C).

H2a- The influence provided by the reference group will be related significantly to the
time/frequency clothing is purchased (i.e., clothing buying behavior patterns) among Black
college students. Specifically, Black students with a greater influence provided by the
reference group are likely to purchase items impulsively than those who are less influenced
provided by the reference group. Conversely, those with less influence provided by the
reference group are likely to make purchases on clearance and as needed more than those
who have greater influence provided by the reference group.

There was no significant relationship between the influence of reference group and
the time/frequency clothing is purchased. For items costing less than $50 (E [3,327]=.40,
p =.01), items costing $50-$150 (F_[7,323]=2.79, p =.56), and for items costing more
than $150 (E[7,322]=.68, p = .68).

This finding differed from that of McNeal (1982) who suggested that peers had
influence on adolescent consumers purchasing items immediately after being exposed to the
product (i.e., impulsive). This result differed from McNeal's (1987) study which stated
that those who aspire to belong to a group tend to purchase items immediately once being

exposed to the items.
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H2b-Social participation (i.e., social involvement, social gathering) will be related
significantly to the clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) among Black college students. Specifically, Black students exhibiting higher
levels of social participation are likely to make purchases impulsively and at the beginning
of the season more often than those exhibiting lower levels of social participation.
Conversely, those exhibiting lower levels of social participation are likely to make
purchases on clearance and as needed than those exhibiting a higher level of social
participation.

Social Involvement. There was a significant relationship for items costing less than
$50 between social participation (i.e., social involvement) and the time/frequency clothing
is purchased (E [3,324]=4.01, p =.0003). The Newman-Keuls post hoc comparison
showed social participation to be related significantly to buying clearance or buying at the
beginning of the season more than impulsive buying and buying as needed for items
costing less than $50 (See Table 8). These findings were similar to that of Horridge and
Richards (1986) who found that socially active consumers frequently purchased clothing at

sales prices.

Table 8
Social Participation (i.e.. involvement) and Time/frequency (Less than $50)
Post (a)
Hoc Mean (b) N Time/Frequency
A 16.52 75 Impulsive
A 16.02 158 As needed
B 15.95 67 Clearance
B 15.96 28 Beginning of Season

Note: (a) post hoc comparison- A and B are significantly different.(b) The analysis of
social participation (i.e., involvement ) was conducted using the means of the sum scores
for items 34-42 (i.e., 1 yes and 2 no); therefore, the lower the mean the higher the social
participation .
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For items costing between $50-$150, there was a significant relationship between
social participation (i.e., social involvement ) and time/frequency clothing is purchased
(F [7.,324]=4.92, p = .0001). The Newman-Keuls post hoc comparison showed social
participation (i.e., social involvement) to be related significantly to buying as needed and

on clearance more than at the beginning of the season or impulsively (See Table 9).

Table 9

Post Hoc (a) Mean (b) N Time/Frequency
A 16.71 56 Beginning of Season
A 16.45 42 Impulsive
A 15.99 158 As Needed
B 15.54 76 Clearance

Note:(a) post hoc comparison- A and B are significantly different.(b) The analysis of social
participation (i.e., involvement ) was conducted using the means of the sum scores for
items 34-42 (1.e., 1 yes and 2 no); therefore, the lower the mean the higher the social
participation.

Social Gathering. For items costing more than $150, there was no significant
relationship between social participation (i.e., social involvement) and the time/frequency
clothing is purchased (F [7,323]=.50, p =.68).

For items costing less than $50 there was no significant relationship between the
social participation (i.e., social gatherings) and time/frequency clothing is purchased
(E_[7,324], p = .17). For items costing between $50-$150, there was no significant
relationship between social participation (i.e., social gatherings) and time/frequency
clothing is purchased (E [7,324]= 4.18, p =.0063). For items costing more than $150,

there was no significant relationship between social participation (i.e., social gathering) and

the time/frequency clothing is purchased (E [7,323]=.59, p = .61).
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The hypothesis is supported by the ideas of social influence (social participation)
theory which is applied to clothing. This occurs when an individual complies to the values
of the group in which they are seeking membership. In terms of being accepted, the
individual wears the appropriate clothing as identified by the group. Through wearing this
clothing the individual is seeking the reward of being accepted. The group then accepts and
rewards the individual because they have met the norms of the group.

These results differed from the literature reviewed which found that socially active
professional women carefully watched their clothing expenditures and frequently purchased

clothing at sales prices (Horridge & Richards, 1986).

H2c-Fashion involvement will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing is purchased) among Black college students.
Specifically, Black students exhibiting higher levels of fashion involvement are likely to
make purchases impulsively and at the beginning of the season, more than clearance or as
needed than exhibiting lower levels of fashion involvement. Conversely, those exhibiting
lower levels of fashion involvement are likely to make purchases on clearance, or as needed
and as needed than those exhibiting a higher level of fashion involvement.

For items costing less than $50 there was no significant relationship between
fashion involvement and time/frequency clothing is purchased for items costing less than
$50 (E[3.327]=2.21, p =.08).

For items costing between $50-$150, there was a significant relationship between
fashion involvement and time/frequency (E [7,323]=2.79, p =.0078). The Newman-Keuls
post hoc comparison for items costing between $50-$150 showed fashion involvement to
be related significantly to buying impulsively and buying at the beginning of the season

than buying as need or on clearance (See Table 10).

76



Table 10
Fashion involvement and time/frequency clothing is purchased ($50-$150)

Post Hoc (a) Mean N Time/Frequency
A 2.64 42 Impulsive
A 2.59 56 Beginning of Season
B 2.40 76 Clearance
B 2.28 157 As Needed

Note. (a) post hoc comparison- A and B are significantly different.

For items cost more than $150 there was a significant relationship between fashion
involvement and time/frequency (E [7,322]= .53, p =.0068). The Newman-Keuls post
hoc comparison showed fashion involvement to be more significantly related to buying at
the beginning of season and on clearance than impulsive and buying as needed (See Table

11).

Table 11
Fashion involvement and time/frequency clothing is purchased (more than $150)

Post Hoc (a) Mean N Time/Frequency
A 2.64 40 Beginning of Season
A 2.48 94 Clearance
B 2.33 37 Impulsive
B 2.32 159 As Needed

Note. (a) post hoc comparison- A and B are significantly different

This hypothesis supports the idea of Synder (1974), who suggested that some
people are more in tune than others to monitor their social surroundings and people's
reactions towards them. Further these findings confirm those of Han, Morgan,
Kotsiopulos, and Kang-Parks (1991) who found that college students with high fashion

involvement were likely to make impulsive purchases of clothing. Specifically, the more
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fashion involvement shown by the student, the more likely the student was to make
impulsive purchases.

In addition to finding that fashion involvement was related to impulsive buying,
this study found that the more expensive the item, the more likely the purchase to be made
at the beginning of the season. The fashion involved Black consumer was found to not be
price sensitive when it comes to purchasing clothing (Portis, 1966; Hirschman, 1980;
Edmonds, 1979). This finding may be explained by previous research on Black

consumers.

H2d-Clothing benefits sought will be related significantly to the time/frequency clothing is
purchased (i.e., clothing buying behavior patterns) among Black college students. Fashion
involvement will be significantly related to the clothing buying behavior patterns (i.e.,
time/frequency clothing is purchased) among Black college students. Specifically, Black
students exhibiting higher levels of clothing benefits sought are likely to make purchases
impulsively and at the beginning of the season, more than on clearance or as needed than
those exhibiting lower levels of clothing benefits sought. Conversely, those exhibiting
lower levels of clothing benefits sought are likely to make purchases on clearance, or as
needed and as needed than those exhibiting a higher level of clothing benefits sought.

For items costing less than $50, there was no significant relationship between
clothing benefit sought and the time/frequency clothing is purchased (F [3,327]=2.44, p
=.06).

There was a significant relationship between clothing benefits sought and
time/frequency clothing is purchased for items costing between $50-$150 (E[7,323]=3.85,
p=-009). The Newman-Keuls post hoc comparison showed clothing benefits sought to be
related significantly to impulsive buying and buying at the beginning of the season rather

than buying as needed and buying on clearance (See Table 12). For items costing more
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than $150, there was no significant relationship between clothing benefits sought and
time/frequency clothing is purchased (E [ 7,322]=1.19, p =.3064).

For items costing between $50-$150, the findings confirm that of Portis (1966)
who suggested that Blacks were more likely impulsive purchases because they are less
price sensitive. This hypothesis supports the idea that clothing benefits sought can
influence can be better understood through the social psychological theory, impression
management. Through clothing benefits sought the individual uses clothing as nonverbal
information on their image they wish to portray. On a college campus this becomes
important for college students. In addition, this hypothesis is supported by Portis (1966)
which stated that Black consumers use clothing as a means to establish prestige or status;
therefore, being fashion leaders and being the first to own something would be important.

This position would necessitate purchasing at the beginning of season.

Table 12
Clothing Benefit Sought and Time/frequency clothing is purchased ($50-$150)

Post Hoc (a) Mean N Time/Frequency
A 2.08 42 Impulsive
A 2.06 56 Beginning of Season
B 1.86 157 As Needed
B 1.80 76 Clearance

Note. (a) post hoc comparison- A and B are significantly different.

H2e- Social environment will be related significantly to the clothing buying behavior
patterns (i.e., time/frequency clothing are purchased) among Black college students.

Specifically, Black students with a positive perception of the social environment are likely
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to make impulsive purchases more than those who do not have a positive perception of the
social environment.

There was no significant relationship between the social environment and the
time/frequency clothing is purchased, for items costing less than $50 (E [3,323]=1.54, p
=2.05), for items costing between $50-$150 (E [3,323]=1.08, p=.36), and for items
costing more than $150 (F [3,322]=2.20, p =.08). These findings differ from that of
Tatzel (1982) which suggest that socially oriented consumers are impulsive buyers.

In summary, there was a significant relationship between the selected social factors
of social participation, fashion involvement, clothing benefits sought and the clothing
buying behavior pattern (i.e., time/frequency clothing is purchased).The null hypotheses
was rejected. Specifically, for items costing less than $50, the higher the social
participation (i.e., social involvement) score purchases were made impulsively and as
needed more than at the beginning of season or on clearance. For items costing between
$50-$150, the higher the social participation (i.e., social involvement) score, purchases
were made on clearance more than as needed, impulsive, or beginning of season. For
items costing between $50-$150, the higher the fashion involvement score purchases were
made as needed or impulsively more than beginning of season. For items costing more
than $150, the higher the fashion involvement score purchases were made at the beginning
of season and on clearance more than impulsive or as needed. For items costing between
$50-$150, the higher the clothing benefits score items were bought on impulsive or
beginning or season more than as needed or on clearance.

There was no significant relationship between selected social factors of reference
group and social environment and the time/frequency clothing is purchased (i.e., clothing

buying behavior pattern) of Black college students.
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Hypothesis 3- A significant difference exists between Black students attending a
predominantly Black university and those attending a predominantly White university in the
relationship between selected social factors (i.e., reference group, social participation,
fashion involvement, clothing benefits sought, social environment) and the clothing buying
patterns (i.e., types of store patronage). Measures used were the scales for the selected
social factors and the type of store patronage statement. Responses were separated by

university. For more details, ANOVA summaries are located in Appendix C

H3a- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a greater influence
from reference group than Black students attending a predominantly White university.
There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university in the relationship between the influence of reference group and clothing buying

behavior patterns (i.e., type of store patronage) of Black students (F [2,314]=.49, p =.61).

H3b- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a higher level of social
participation than Black students attending a predominantly White university.

There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university in the relationship between social participation (i.e., social involvement) and the
clothing buying behavior patterns (i.e., type of store patronage) (F [2,314]=2.12, p =.12).

There was a significant difference between Black students attending the
predominantly Black university and Black students attending the predominantly White

university in the relationship between social participation (i.e., social gathering) and the
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type of store patronage (E [2,314]=.84, p=.043). A post hoc two-tailed t-test showed that
among department store and specialty store shoppers, Black students attending the
predominantly White university had higher (i.e., social gathering) (See Table 13).

Table 13

Difference between students at two universities for the social participation (gatherin
scores when stratified for type of store patronage

Predominantly Predominantly
Black White t(a)
Types of Stores N Mean SD N Mean _SD
Department 79 6.48 1.96 49 7.67 1.57 5.17*
Discount 50 6.42 1.81 24 696 192 1.63
Specialty 61 6.85 1.60 57 7.63 1.59 3.45%

Note: (a) * significant difference at the .05 level

H3c- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a higher level of
fashion involvement than Black students attending a predominantly White university.

There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university in the relationship between fashion involvement and the clothing buying

behavior patterns (i.e., type of store patronage) (E [2,314]= .27, p=.76).

H3d- When stratified by clothing buying behavior patterns (i.e., type of store patronage)

Black students attending a predominantly Black university will have a higher level of

fashion involvement than Black students attending a predominantly White university.
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There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university in the relationship between clothing benefits sought and the type of store

patronage (E [2,314]=.13, p =. 88).

H3e- When stratified by clothing buying behavior patterns (i.e., type of store patronage)
Black students attending a predominantly Black university will have a more positive
perception of the social environment than Black students attending a predominantly White
university.

There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university in the relationship between social environment and the types of store patronage
(E [2,313])=.34, p=.71).

In summary, there was a significant difference between the social participation (i.e.,
social gathering) scores of Black students attending a predominantly Black university and
those attending a predominantly White university when stratified by the clothing buying
behavior patterns (i.e., type of store patronage). The null hypothesis is rejected
Specifically, among department store and specialty store shoppers Black attending the
predominantly White university scored higher on social participation (social gathering) than
Black students attending the predominantly White university. There was no significant
difference between the Black students attending the predominantly Black university and the
Black students attending the predominantly White university for scores of selected social
factors (i.e., reference group, fashion involvement, clothing benefits sought, and social
environment) when stratified by the clothing buying behavior patterns (i.e., type of store

patronage).
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Hypothesis 4- A significant difference exists between Black students attending a
predominantly Black university and those attending a predominantly White university for
the relationship between selected social factors and the clothing buying patterns (i.e.,
time/frequency clothing is purchased). Measures used for these analyses were the selected
social factors scales and the items which measured the time/frequency clothing is

purchased. For more details ANOV A summaries are located in Appendix C.

Hd4a- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will have a greater
influence from reference group than Black students attending a predominantly White
university.

There was no significant difference between the Black students attending the
predominantly Black university and the Black students attending the predominantly White
university influence of reference group scores when stratified by the clothing buying
behavior patterns (i.e., time/frequency clothing is purchased), for items costing less than
$50 (E [3,323]=40, p =.75 ), for items costing between $50-$150 (F [3,323]=.34, p =.79)
and for items costing more than $150 (F [3,322]=1.44, p =.23).

H4b-When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will a higher level of
social participation than Black students attending a predominantly White university.

Social Involvement . There was a significant difference between the Black students
attending the predominantly Black university and the Black students attending the
predominantly White university. Social participation (i.e., social involvement) scores when

stratified by clothing buying behavior pattern (i.e., time/frequency clothing is purchased)
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were higher for Black students on predominantly White university (E [3,324]=.79, p
=.003).

For items costing less than $50, a two-tailed t-test was conducted. Among all
time/frequency shoppers (i.e., Beginning of season, clearance, as needed, impulsive),
Black students attending the predominantly White universities had higher social
participation (i.e., social involvement) scores (see Table 14).

Table 14
For items costing less than $50. difference between students at two universities for the

Social Participation (involvement) when stratified for Time/frequenc

Predominantly Predominantly

Black White
Time/frequency N __ Meanb SD N Mean SD ta
Beg. Seas. 36 16.97 1.52 20 16.25 1.29 2.18%
Clearance 40 16. 02 1.80 36 15.00 3.24 2.91*
As Need 97 16.29 1.47 61 15.50 1.82 3.95%
Impulsive 26 16.96 1.31 16 15.62 2.09 3.35%

Note: * Items are significant at .05 (b) inversely scored

For items costing between $50-$150, there was no significant relationship between
social participation (i.e., social involvement) and time/frequency clothing is purchased (E
[3,324]=.29, p =.83). For items costing more than $150, there were no significant
relationship between social participation scores (social involvement) when stratified by
clothing buying behavior patterns (i.e., time/frequency clothing is purchased (E
[3,323]=.65, p =.59).

Social gathering. For items costing less than $50, there was no significant
difference between social participation (social gathering) scores when stratified by the
clothing buying behavior pattern (i.e., time/frequency clothing is purchased

(E[3,324]=1.36, p =.25). Foritems costing between $50-$150, there was no significant
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difference between social participation (i.e., social gathering) scores when stratified by the
clothing buying behavior patterns (i.e., time/frequency clothing is purchased (E
[3,324]=1.13, p =.33). For items costing more than $150 between, there were no
significant differences social participation (i.e., gathering) scores when stratified clothing
buying behavior patterns (i.e., time/frequency clothing is purchased) (E [3,232]=.67,
p=.57).

H4c- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will a higher level of
fashion involvement than Black students attending a predominantly White university.

There were no significant differences between the fashion involvement scores when
stratified by clothing buying behavior patterns (i.e., time/frequency clothing is purchased)
for items costing less than $50 (F [3,323]=.24, p =.87), for items costing between $50-
$150 (F[3,323]=.39, p =.76), and for items costing more than $150 (E [3,322]=.32, p
=.81).

H4d-When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) Black students attending a predominantly Black university will a higher level of
fashion involvement than Black students attending a predominantly White university.

There was no significant differences between clothing benefits sought scores when
stratified by the clothing buying behavior patterns (i.e., time/frequency clothing is
purchased), for items costing less than $50 (E[ 3,323)=.23, p=.88), for items costing
between $50-$150 (F[3,323]=.48, p =.69), and for items costing more than $150 (F
[3.322]=1.44, p =.23).

Hd4e- When stratified by clothing buying behavior patterns (i.e., time/frequency clothing is

purchased) Black students attending a predominantly Black university will a more positive
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perception of the social environment than Black students attending a predominantly White
university.

There was no significant differences between the perception of social environment
scores when stratified by the clothing buying behavior patterns (i.e., time/frequency
clothing is purchased for items costing less than $50 (F [2,313]=1.13, p =.20), for items
costing between $50-$150 (E [3,313]=1.18,_p =.35), and for items costing more than
$150 (E [4,318]=2.06, p=.08).

In summary, there were significant differences for items costing less than $50,
between social participation (i.e., social Involvement) score for Black students attending
the predominantly Black university and the Black students attending the predominantly
White university when stratified by the clothing buying behavior pattern (i.e.,
time/frequency clothing is purchased). More specifically, among all shoppers (i.e.,
beginning of season, clearance, as needed, impulsive) Black students attending
predominantly White university showed higher scores on social participation (social
involvement). The null hypothesis was rejected. There were no significant difference
between the other selected social factors (i.e., reference group, fashion involvement,
clothing benefits sought, and social environment) scores of Black students attending the
predominantly Black university and the Black students attending the predominantly White
university when stratified by clothing buying behavior patterns (i.e., time/frequency
clothing is purchased) and the clothing buying behavior patterns time/frequency of (i.e.,
time/frequency). The results of the test for Hypothesis 1 showed that social participation
(social gathering) was significantly related to the clothing buying behavior pattern (i.e.,
type of store patronage) others were not. Specifically, the higher the score of social
participation (i.e., social gathering) the more often the respondent patronage specialty

stores and departments stores more than discount.
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The results from the test Hypothesis 2 showed that social factors (i.e., social
participation [social involvement], fashion involvement, and clothing benefits sought were
significantly related the clothing buying behavior pattern (i.e., time/frequency) buying
behavior patterns (i.e., time/frequency clothing is purchased). Specifically, for items
costing less than $50, the higher the social participation (social involvement) score
purchases were made impulsively and as needed more than beginning of season or on
clearance. For items costing between $50-$150, the higher the social participation (social
involvement) score purchases were made on clearance more than as needed, impulsive, or
beginning of season. For items costing between $50-$150, the higher the fashion
involvement score purchases were made as needed or impulsively more than beginning of
season. For items costing more than $150, the higher the fashion involvement score
purchases were made at the beginning of season and on clearance more than impulsive or
as needed. For items costing between $50-$150, the higher the clothing benefits score
items were bought on impulsive or beginning or season more than as needed or on
clearance. There was no significant relationship for reference group and social environment
and the clothing buying behavior pattern (i.e., time/frequency clothing is purchased).

The results of the tests for Hypotheses 3 and 4 showed differences in social
participation (i.e., social gathering and involvement) scores between the students attending
the predominantly Black university and those attending the predominantly White university
when stratified by the clothing buying behavior patterns (i.e., type of store patronage and
time/frequency clothing is purchased). More specifically, for the social participation (i.e.,
social gathering) scores when stratified by the clothing buying behavior (i.e., type of store
patronage) showed that among department store and specialty store shoppers Black
attending the predominantly White university scored higher on social participation (i.e.,
social gathering) than Black students attending the predominantly White university. For

items costing less than $50, among all types of shoppers (i.e., beginning of season,
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clearance, as needed, impulsive) Black students attending the predominantly White
university score higher on social participation (social involvement) than Black students

attending the predominantly Black university.
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CHAPTER VI
Summary and Conclusion

This study investigated the relationship between the selected social factors (i.e.,
reference group(s), social participation, fashion involvement, clothing benefits sought,
social environment) and clothing buying behavior patterns (i.e., types of stores patronage
and time/frequency) of Black college students. A questionnaire was designed to collect
data from the sample of 333 Black college students (200 at the predominantly Black
university and 133 at the predominantly White university). The majority of the respondents
were between the ages of 17 and 20 and were classified as freshman or sophomores. The
majority of the students indicated their hometown as being in the areas of Southern
Virginia, Carolinas or Georgia.

An instrument was developed through selection of items from various scales for
data collection. A portion of the Gurel and Gurel (1979) Clothing Interest Scale was use to
measure the influence of reference groups on clothing buying behavior patterns. The
portion selected was the conformity factor scale which measured the influence and
importance of group members feedback on clothing purchasing. A portion of the Gurel
and Gurel (1979) Clothing Interest Scale was also selected to measure fashion
involvement. Items designed by Gurel and Gurel (1979) were to measure the extent to
which one is involved with fashion. Social participation was measured using items
selected from the Andrew and Francis scale (1989) social participation scale. This scale
was selected because it was designed to measure the views of adolescent's social life.
Clothing benefits sought was measured using items selected from Shim and Bickle (1994).
Statements were designed by Shim and Bickle (1994) to examine one’s situational-based

benefit or one’s personal-based benefit. Social environment was measured using a portion
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of a social adjustment scale developed by Fleming (1988). This scale was selected because
the statements were designed to measure the college student’s perception of their social
environment at a predominantly Black university and at a predominantly White university.
Some 1tems measured the students' perception of the social environment (the campus) in
regards to faculty an administration. These items were not selected because the researcher
only wanted to measure the perception of the social setting. Clothing buying behavior
patterns were measured using a section of Edmonds’ (1979) questionnaire. Statements
referred to the types of stores patronized and time/frequency clothing is purchased. The
fashion involvement, reference group and clothing benefits sought scales showed good
reliability with Cronbach alpha coefficient testing. Pearson Correlation Coetficents showed
good internal reliability of the instrument.

ANOVAs were used to test hypotheses for this study. Newman-Keuls technique
was used for multiple post-hoc comparisons of one-way and two-way Anovas. One-way
ANOVAs were used to examine the relationships between scores on selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits sought.
social environment) and clothing buying behavior patterns (i.e., types of store patronage
and time/frequency clothing is purchased) of Black college students. Two-way between
subjects Anova’s were conducted to examine the differences between the selected social
factors (i.e., reference group, social participation, fashion involvement, clothing benefits
sought, social environment) for levels of clothing buying behavior patterns (i.e., types of
store patronage and time/frequency clothing is purchased) between Black students attending
the predominantly Black university and those attending the predominantly White university.

In testing the hypothesis for the relationship between the selected social factors
(1.e., reference group, social participation, fashion involvement, clothing benefits sought,
social environment) and clothing buying behavior patterns (i.e., types of store patronage)

of Black college students, the results showed that social participation (i.e., gathering) was
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significantly related to types of store patronage. More specifically, social participation
(i.e., gathering) related significantly to patronizing specialty stores and department stores
more so than discount stores. This finding was similar to that of Kopp, Eng, and Tigert
(1991) who concluded that those who were socially involved were likely to shop at
specialty stores. This null hypothesis was rejected.

In testing the hypothesis for the relationship between the selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits sought,
social environment) and clothing buying behavior patterns (i.e., time/frequency clothing is
purchased) of Black college students, results showed a positive relationship between social
participation (i.e., social involvement) and the time/frequency clothing is purchased. For
items costing less than $50, social participation was significantly related to buying
impulsively and as needed more than clearance or buying at the beginning of the season .
For items costing between $50-$150, there was a significant relationship between social
participation and purchases being made at clearance rather than beginning of the season,
impulsively, or as needed.

Results also showed a signitficant relationship between fashion involvement and
time/frequency clothing is purchased. For items costing between $50-$150 there was a
significant relationship was between fashion involvement, and impulsive buying and
buying at the beginning of season more than buying as need or on clearance. For items
costing more than $150, a significant relationship was shown between fashion involvement
and purchases made at the beginning of the season and clearance more so than impulsive or
buying as need. For items costing between $50-$150, results also showed a significant
relationship between the clothing benefits sought, and impulsive buying and buying at the
beginning of the season more than buying as need and on clearance.. The null hypothesis

was rejected.
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In testing the hypothesis about the differences between Black students attending the
predominantly Black university and those attending the predominantly White university, for
the selected social factors (i.e., reference group, social participation, fashion involvement,
clothing benefits sought, social environment) scores when stratified by clothing buying
behavior patterns (i.e., time/frequency clothing is purchased), results showed a significant
relationship between social participation (i.e., gathering) and the types of stores patronized.
For the social participation (i.e., social gathering) scores when stratified by the clothing
buying behavior (i.e., type of store patronage), the results showed that among department
store and specialty store shoppers Blacks attending the predominantly White university
scored higher on social participation (i.e., social gathering) than Black students attending
the predominantly White university. For items costing less than $50, among all types of
shoppers (i.e., beginning of season, clearance, as needed, impulsive) Black students
attending the predominantly White university score higher of social participation (social

involvement) than Black students attending the predominantly Black university.

Conclusion

To better understand how a consumer is influenced, it is first necessary to
understand the social psychological aspect of the influence. The culture provides
information to form the consumer's values and beliefs. This forming of beliefs and values
1s referred to as the social influence. Specifically, social influence is the process by which
an individual's attitudes, beliefs, or behaviors are modified by the presence or actions of
others (Saks & Krupat, 1988). From the social psychological theories, it is assumed that
among Black college students, social influence is a important means of learning and placing
values on items. Clothing is a product in which meaning and value has been placed for

Black college students.
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The results of this study imply that among the Black college students studied,;
selecte&“src;trzirarl"féctdrs (i.e., reference group, social participation, fashion involvement,
clothing benefits sought, social environment) were partly related to the time/frequency
clothing is purchased and the type of store patronage. Social participation may have been
significant because the student's involvement with others in a group in which information
(1.e., social inputs) is constantly given to aid the clothing purchase decision. The other
variables such as clothing benefits sought and fashion involvement approached significance
in clothing buying behavior patterns and close enough to give some indication that these
variables too may provide information regarding the clothing buying decision. The social
influences on clothing buying behavior patterns developed of this study, Howard-Sheth
(1969) suggest that information the culture provides is essential at the consumer decision
process. The findings of significant relationships between some of the social factors and
some of the close relationships should not be overlooked as social inputs that Black college
consumers use to aid their buying decision. In addition, §gg1t:‘4h§‘9§;s‘jl_g§i‘ﬁcant findings
should be an indication that there may be some other more relevant social influences need to

~ be identified for the Black consumer.

Implications
The findings of significant relationships between the selected social factors of social
participation [social involvement and social gathering], fashion involvement, clothing
benefits sought and the clothing buying behavior patterns (i.e., type of store patronage and
time/frequency clothing is purchased) are important findings for apparel manufacturers and
marketers. Marketing strategies need to concentrate on what exactly this possible consumer
market use as information cues from their social environment. As a result of the study,

social participation (i.e., social involvement) was a important variable. Marketers should
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consider this variable as a social information cue in which clothing, advertisement, and
sales should be targeted to the group of Black college students.

Although many variables showed no significant relationship to the clothing buying
behavior patterns, this should provide some indication that social information cues may
differ for Black college students and perhaps some underlying factors are involved in the
consumer decision process. For instance, research has shown reference groups to be a
significant influence on type of store patronage and time/frequency clothing is purchased
(McNeal, 1987), many fashion involvement analysis showed no significant relationship to
the clothing buying behavior pattern (i.e., type of store patronage) (Kopp, Eng, and Tigert,
1989; Gutman & Mills, 1982; Edmonds, 1979).

This study revealed that Black students attending the predominantly White
university scored higher on social involvement and social gathering, and many of the
subjects belonged to Black organizations. This finding may be an indication that these
Black students use the organizations as a means of interacting with other Black students.
In addition university faculty and administrators at the predominantly Black university and
predominantly White university should consider the social adjustment issues faced by
Black students as important. Further, The faculty and administration at these campus need
to encourage and support these organizations to continue to expand and assist in creating a
positive social environment. It may be to the advantage of local retailers to formally
acknowledge the Black student organizations as a target market in the area.

This research provides baseline data to conduct further research on the Black
college consumer. In addition, this research should serve as a basis for conducting in-
depth research on the Black consumer with group segmentation. Further research on needs
of Black consumers should be undertaken to better determine why the buying behavior
patterns are not as predicted from social psychology theory and to determine if distinctly

different from other groups. Perhaps, other variables, (such as reference group and social
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environment), may be more influential on the buying behavior of Black college students.
More research on this diverse group is needed to provide information to marketers so they

can better attract these customers.
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CHAPTER VII

LIMITATIONS AND SUGGESTIONS FOR FUTURE RESEARCH
Limitations

The Factor Analysis results have shown that many of the measures used were not
internally consistent. The analysis revealed that some items that were selected from the
Gurel and Gurel scale (1979) to measure fashion involvement and reference group did not
load highly on the same factors as expected. The analysis revealed the presence of many
interactions among the social factors measures, especially between fashion involvement and
some of the other social factors. This reliability problem should be considered a significant
limitation to this study.

Furthermore, it should be noted that only a few representative items from each
measure (belonging to the Clothing Buying Behavior Questionnaire) were selected to
represent the constructs of this study. This may be a significant limitation of this study.
Also, the clothing benefits sought measure has been operationalized to cover only one of
many dimensions of the total construct, namely the image dimension. The clothing benefits
sought, conceptually speaking, may include other dimensions such as utilitarian benefits
and aesthetic benefits too.

The gquantitative method used in this study is a possible limitation too. This may be
due to the lack of sensitivity of the method in capturing the relationships between selected
social factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought, social environment) and clothing buying behavior patterns (i.e., types of
store patronage and time/frequency clothing is purchased). Conceivably, a qualitative

method may be more suited to capturing these relationships.
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The use of a convenience sample was a limitation, although this study is
exploratory and provided baseline data. In addition, this study used only two universities.
from only one region in the country. A convenience sample limited the generalizability of
this study.

The social participation factor showed significant relationships to the clothing
buying behavior patterns of Black college students in this study. In addition, there were
two important variables identified within the social participation concept (i.e., social
involvement and social gatherings). The identification of two separate variables of social
participation became a limitation of the study because social participation was not measured

as one variable.

Suggestions For Future Research

Studies with updated clothing interest statements are needed to measure the factors,
fashion involvement and reference group, among Black college students. Further, as
clothing buying behavior has changed significantly throughout the years, modifications of
the Gurel and Gurel (1979) scale to include updated items would be an asset to future
research. For example, an updated statement may read, "I watch music videos to find out
what's new in clothing”. Additional refinement of the variables formed is needed to further
reduce bias in the various variables.

Further refinement and modification are needed for the Clothing Buying Behavior
Questionnaire which was developed for this study. With further refinement. this
questionnaire can be a more effective instrument for collecting data on clothing buying
behavior specifically of Black consumers.

A qualitative study of Black college students is needed to reveal some of the
underlying factors that may have influence on the variables investigated in this study. In-

depth studies on all aspects of Black consumers' buying behavior are needed to provide a

98



stronger basis for segmenting Black consumers. It is also necessary in quantitative studies
such as this one, to use random sampling methods to allow generalizing significant
findings to the population of Black consumers.

The results in the differences between the two universities and their social
participation scores should be studied in others areas relating to clothing, such as attitudes
toward clothing, and clothing interest. Further examination of this concept is needed to

provide more thorough understanding.
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VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY
Selected Social Factors and Clothing Buying Behavior Patterns of
College Students

You are invited to participate in a study about the clothing buying behaviors of
college students. This study involves surveying for the purpose of feedback from
diverse college students such as yourself.

The procedure to be used in this research is a survey. The time and conditions
required for you to participate in this project are that you are a undergraduate
student enrolled in the course selected for the experiment and the survey must be
thoroughly completed during the time period allotted. This survey poses no risks or
discomfort to you as an participant.

Your participation in this project will provide some essential information that
will be an asset to this study. No guarantee of benefits has been made to encourage you 1o
participate. You may receive a synopsis or summary of this research when completed at
your request.

The results of this study will be kept strictly confidential. At no time will
the researcher release the results of the study to anyone other than individuals working
on the project without your written consent. The information you provide will have your
name removed and only a subject number will identify you during analysis and any
written reports of the research.

Should you have any questions about this research or its
conduct, you should contact:

DanaD. Legette (703)232-2702
Investigator Phone
r. Lilli Holl 7 1-
Faculty ' Phone
EmestStout —(703)231-9359
Chair, IRB Phone

Research Division

| have read the information about the conditions of this research and
give my voluntary consent for participation in this project.

Name Date
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QUESTIONNAIRE ON CLOTHING PRACTICES AND DEMOGRAPHIC
This section lists a number of statements. For each statement listed, please indicate whether

you personally agree or disagree with this statement. The numbers range from 1-5 are described
as follows:

1 I definitely disagree with the statement
2 1 tend to disagree with the statement

3 I tend to agree with the statement

4 1 definitely agree with the statement

5 I have no opinion about the statement

1. I wear clothes that everyone is wearing even though they may not look g00d 0N ME.cmmm—snd

12

The clothes that | wear signify my role on campus.

3. When I am shopping I choose clothes that I like even if there are not in the
current style.

4. I have something to wear for any occasion. 3

5. 1 wear the clothing fads that are popular in our school even though they may not
be as becoming to me.

6. 1 carefully coordinate the accessories that 1 wear with each outfit.
7. 1ty to dress like others in my group so that people will know we are friends.

8 I have gone places and then wished that I had not gone because my clothes were not
suitable.

9. 1 would rather not attend something than wear clothes which are inappropriate.

10. [ check with my friends about what they are wearing to an event before I decide what to
wear.

11. 1 am uncomfortable when my clothes are different from ali others at a social event .
12. 1 am enticed into buying garmeats I like without having anything to go with them.

13. I get new clothes for a social event if the clothes I have are not the type my friends
will be weanng.

14. | spend more time than others coordinating the colors in my clothes.-

15. I am more concerned about the care of my clothing than my friends are about theirs.
16. 1 watch music videos to find out what is new in clothing.

17. 1feel more a part of the group if | am dressed like my friends.

18. [ plan for and prepare clothes to wear for several days in advanced.

19. 1 try on some of the newest clothes each season to see how I look in the
styles.

20. My friends and I try on each others clothes to see how we look in them.
21. 1read magazines and newspapers to find out what is new in clothing .
22. The way I look in my clothes is important to me.

23. Ilike to know what is new in clothing even if none of my friends care .
24. Wearing designer clothing gives me social status.

25. Dressing to appeal to the opposite sex is important to me. ——

26. When I buy a new article of clothing, I try to buy something similar to what my friends are
wearing.

27. Wearing the latest styles is important to me in order to maintain a fashionable image.

28. 1 am more concerned with individuality of dress rather than following éunem fashions.
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-
30. Where do you buy most of your clothes ? (one amswer only) 30012 24 5 8 7 3 30 wm
1 Department stores (Hechts, JCPenneys , Leggetts) C
2 Discount stores ( T.J. Maxx, Marshalls, Kmart) M1 3 3 2 5 5 7 3 : 0 wm
3 Specialty stores and boutiques (Limited , Structure) ; : -
4 Secondhand clothing stores
32:1 2 3 4 5 & 7 3 % 10 mm
31. Which of the following best describes your usual buying pattern for ! | -
clothing that normally costs less than $50 ? BT 2 3 4§ 6 7 8 9 w0 w=wm
1 I buy at the beginning of a season (fall, winter, spring, summer) o -
2] buy at ciearance sales at the end of a season %1 2 34 56 7 8 3 0 owm
31buy as | need - - 1
41 buy on impulse o o o -
35'1 2 3 45 6 7 8 9 10 mm
32. Which of the following best describes your usual buying pattern for i .
clothing that normally costs $50-$150 ? 31 2 3 4 5 6 7 & 9 107 wmm
1 [ buy at the beginning of a season (fall, winter, spring, summer) i ' [
2 ] buy at clearance sales at the end of a season e~ R
31 buy as | need 37/1 2 3 4 5 6 7 8 9 10! mWw
41 buy on impulse -
3|1 2 3 4 5 5 7 8 9 10 mm
33. Which of the following best describes your usual buying pattem for ]
an item of clothing that normally costs more than $150 ? W/ly 2 § 35558 5 83 1;," -
1 1 buy at the beginning of a season (fall, winter, spring, summer) - T
21 buy at clearance sales at the end of a season
3 1buy as I need
4 ] buy on impulse .
Are you involved in the following activities or organizations ? {7 2 3 4 58 7 8 9 w0 e
(Answer 1 for Yes or 2 for No on Questions 33-41) T -
34. Intercollegiate sports (e.g., football, basketball, volieyball) 4jr 2 2 45 8 7 8 0 0 .
35. Department organization (e.g., math club, business club) [ ~ o -
36. Professional organization (e.g., national association) #2172 3 45 6 7 8 9 0| mm
37. Sorority/Fraternity : L
T Sdent govemment Bly 23458 7830 wm
. Church related
40. Intramural sports team s s = o -
41. Racial-ethnic organization (e.g., NAACP, African Student Association) 44t1 273 4 5 6 7 8 9 w0 e
42. Musical or theater group ) ; -
4511 2 3 4 s & 7 & 9 70 WM
43. How much time do you spend with your friends ? L]
1) little ornone 2)a moderate amount 3) a great deal of time 67T 2T G 58T E 9 d0| wm
44. How often do you attend social events (e.g., parties, dances, sports events, I
get togethers with friends) ? o - .
1) seldom/never 2) occasionally 3) often 4) always 471 2 3 4 5 & 7 8 5 10 mm
45. If you are invited to go to a social gathering (party, dance, etc.), how often do you -
accept the invitation and go ? B|T223TE 5 6-778 9 w0 mwm
1) seldom/never 2) occasionally 3) often 4) always R - -
46. To what extent do you feel excluded from any activities on campus ? Oli 735 6 567 8 3 13| wm
1) not at all 2) to some extent 3) to a substantial extent R S S s
47. In general, how well do you like the people you have met at this university? . P, -
1) not at all 2) to some extent 3) to a substantial extent 50172325 5 7 89 0 w-
48. If I could start over, i would choose...
1 A Predominantly Black University
2 A Predominantly White University
3 Would not matter o
49. Race: 1 Black/African American 2 Black (Not from U.S.) 3 White 4 Other S1r 2 3 4 5 6 7 &8 9 0| wm
50. Sex: 1 Male 2 Female —
51. Classification : 1) Freshman 2) Sophomore 3)unior 4) Senior 52|71 2.3 3 5 6.7 8 9 10 mm
52. Age: 1) 17-18 2) 19-20 3) 21-22 4) 23-24 5) over -
53. Which geographical region are you from ? 537 7 F a5 6 7 & 9 10 wm
1 New York, C icut, M. h T T -
2 D.C., Maryland, Northem Virginia [ . .
3 Southern Virginia, Carolinas, Georgia 54i1 2 3 45 8.7 & 2 10 .
4 Other in U.S. -
5 Other outside U.S. 55(7 2 3 4 5 & 7 8 9 1w0f wm
54. About how much money did you spend on your wardrobe last semester? - o -
1.) Below S100 2.) $100-299 3.) $300-499 4.) $500-699 5.) $699-above sl 5i 8 7 65 wm
To what extent do you use the following as a form of payment for clothes ? S S S T T -
535. cash or check o o i
1) seldom/ never 2)occasionally 3) often 4) always 5771 2 3 4 5 6 7 8 ¢ 0f .
56. credit card ; j -
1) seldommever 2) occasionally 3) often 4) always 5871 2 3 4 5 6 7 & 9 10 mm
** What is your major (PLEASE SPECIFY) , ST T T T T e
THANK YOU FOR YOUR PARTICIPATION ! O T
| -
601 25 4 EE 7T T wm
L]
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NORFOLK STATE UNIVERSITY
NORFOLK, VIRGINIA 23504

Department of Consumer Services and Family Studies

MEMORANDUM
¢
TO: . Dr. Ernest Stout
Office of Associate Provost for Research
VPI & SU

306 Burruss Hall
Blacksburg, VA

FROM: %'70/70 Q. M

Mona W. Thornton, Ed. D.

Chair, Department of Consumer Services
and Family Studies

Norfolk State University

Norfolk, VA 23504

DATE: September 6, 1994

RE: Permit to Conduct Research on Campus Granted
to Dana Legette - Department of Clothing and Textiles

This is to verify that Dana Legette, a graduate student in the
Department of Clothing and Textiles at your university has been
granted permission to collect data on our campus.. She will be
utilizing the students enrolled in six sections of the Critical
Thinking classes, which meet Thursday and Friday, September 8 and
9, 1994. Dr. Amelia E. Adams, Coordinator of the Critical Thinking
Program will facilitate this activity.

If there are guestions regarding this matter, I may be reached
at (804) 683-8980 or Fax No. (803) 683-9534.

kj

An Affirmative Action/Equal Opportunity University
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Hypothesis Summaries

Table

C1

Summary Analysis Of Variance for Clothing Benefit Sought

Source Of Sum Of DF  Mean Square F Pr>F
Variation Squares

Q30 .89 7,314 .18 52 .76
Q31 2.78 7,323 39 1.17 31
Q32 4.41 7,323 .63 1.88  .007
Q33 1.00 7,322 40 1.19 3

2-Way Analysis

LOC x Q30 .8 2,314 A4 13 .88
LOC x Q31 23 3,323 i 23 .8
LOCx Q32 .49 3,323 .16 48 .69
LOC x Q33 1.48 3,322 49 144 23
Note:

Q30= Types of Stores Patronized

Q31= Items purchased less than $50
Q32=Items purchased $50-$150

Q33=Items purchased more than $150

LOC= Norfolk State (1) and Virginia Tech (2)
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Table

C2

Summary Analysis Of Variance for Fashion Involvement

Source Of Sum Of Mean Square F Pr>F
Variation Squares

Q30 1.27 5,314 17 .52 .07
Q31 2.21 3,327 .74 2.21 08
Q32 6.80 3,327 2.26 2.79  .0004
Q33 4.10 7,322 1.36 53 .0068
2-Way Analysis

LOC x Q30 .19 2,314 .09 27 .76
LOC x Q31 24 7,323 .83 2.21 .087
LOCx Q32 6.61 3,323 .13 .39 .76
LOC x Q33 471 3,322 1 32 81
Note:

Q30- Types of Stores Patronized

Q31- Items purchased less than $50

Q32- Items purchased $50-$150

Q33- Items purchased more than $150

LOC- Norfolk State (1) and Virginia Tech (2)

Table

C3

Summary Analysis Of Variance for Reference Group

Source Of Sum Of DF  Mean Square F Pr>F

Variation Squares

Q30 .70 5,314 .14 .66 .65

Q31 2.39 3,323 .07 .40 75

Q32 6.66 7,327 .34 2.79 .007

Q33 1.00 7,323 .21 .68 .69

2-Way Analysis

LOC x Q30 .70 5,314 21 .66 .65
LOC x Q31 .39 3,323 .13 .40 75
LOC x Q32 .39 3,323 13 .39 .76
LOC x Q33 1.26 3,322 A1 42 73
Note:

Q30= Types of Stores Patronized

Q31=Items purchased less than $50
Q32=Items purchased $50-$150

Q33=lItems purchased more than $150

LOC= Norfolk State (1) and Virginia Tech (2)
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Table

C4

Summary Analysis Of Variance for Social Participation (Involvement)

Source Of Sum Of DF  Mean Square F Pr>F

Variation Squares

Q30 91.22 5,314 18.36 5.06 .0002
Q31 97.46 7,324 13.93 4.01 .0003
Q32 119.42 7,324 17.06 4.92 .0001
Q33 69.53 7,323 993 3.20 .06
2-Way Analysis

LOC x Q30 15.32 2,314 7.66 2.12 12
LOC x Q31 8.25 7,324 3.46 4.01 .0003
LOC x Q32 13.03 3,324 1.01 29 .76
LOC x Q33 58.87 3,323 2.00 .65 .59
Note:

Q30= Types of Stores Patronized

Q31= Items purchased less than $50

Q32= Items purchased $50-$150

Q33=Items purchased more than $150

LOC= Norfolk State (1) and Virginia Tech (2)

Table

Source Of Sum Of DF  Mean Square F Pr>F

Variation Squares

Q30 84.05 5,314 16.81 5.50 .0001

Q31 92.06 7,324 13.15 4.24 017

Q32 100.94 7,324 14.42 4.71 .063

Q33 83.46 7,323 11.92 3.82 .061
2-Way Analysis

LOC x Q30 5.13 2,314 2.57 .84 43
LOC x Q31 12.60 3,324 4.20 1.36 25
LOC x Q32 10.36 3,324 3.45 1.13 33
LOCx Q33 6.29 3,323 2.09 .67 .57
Note:

Q30= Types of Stores Patronized

Q31=Items purchased less than $50
Q32=Items purchased $50-$150

Q33=Items purchased more than $150

LOC= Norfolk State (1) and Virginia Tech (2)
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Table

C6

Summary Analysis Of Variance for Social Environment

Source Of Sum Of DF  Mean Square F Pr>F
Variation Squares

Q30 .59 5,313 11 34 .89
Q31 3.34 7,323 .34 1.39 21
Q32 1.62 7,323 .23 .67 .70
Q33 4.41 7,323 .33 1.86 75
2-Way Analysis

LOC x Q30 24 2,313 12 34 71
LOC x Q31 1.57 7,323 52 1.54 2.05
LOC x Q32 1.13 3,323 37 1.08 .36
LOC x Q33 2.34 3,322 75 2.20 .08
Note:

Q30= Types of Stores Patronized

Q31=Items purchased less than $50
Q32=Items purchased $50-$150

Q33=Items purchased more than $150

LOC= Norfolk State (1) and Virginia Tech (2)

Pearson Corelation Coefficients

Correlation Matrix

Fashion Involvement

Variables Q10 QI2 Q16 Q19 Q20 Q21 Q23

Q10 1.00 17 23 .19 24 .13 .23

Q12 1.00 .05 .18 20 .20 .09

Q16 1.00 28 A1 .39 27

Q19 1.00 31 .37 .49

Q20 1.00 .14 12

Q21 1.00 .49

Q23 1.00

Note. See Appendix A for Questionnaire
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Correlation Matrix

Clothing Benefits Sought

Variables Q3xa Q17 Q24 Q27 (Q28xa
Q3x 1.00 .16 17 .25 23
Q17 1.00 .31 31 25
Q24 1.00 .47 15
Q27 1.00 18
Q28x 1.00

Note. See Appendix A for Questionnaire (a) item reversed for analysis

Correlation Matrix
Reference Group

Variables Q1 Q5 Q7 Q13 Q26
Q1 1.o0 38 .17 .09 .16
Q5 1.00 29 20 .25
Q7 1.00 .20 .35
Q13 1.00 .21
Q26 1.00
Note. See Appendix A for Questionnaire

Correlation Matrix

Social Participation [Social Gathering]

Variables Q43 QM4 (45

Q43 1.00 .85 .86

Q44 1.00 .90

Q45 1.00

Note. See Appendix A for Questionnaire

Correlation Matrix

Social Environment

Variables Q46 Q47
Q46 1.00 .77
Q47 1.00

Note. See Appendix A for Questionnaire
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MANUSCRIPT FOR PUBLICATION IN THE CLOTHING AND TEXTILES RESEARCH
JOURNAL

Black college students can be identified as a subculture within a college
campus. More Blacks are attending college now than ever (Fleming, 1988).In fact,
now more than ever, Black youths are matriculating at many well respected
universities across the United States, leading them to become members of
subcultures away from home. Over the years, a continuing controversy has existed
about the adoption of these white norms. More specifically, among Black students
and Black administrators there has been debate about Black students attending
predominantly White institutions versus Black students attending predominantly
Black institutions. The argument has been that Black students are faced with
problems in adjusting socially on predominantly White campuses, specifically in
areas such as interpersonal relationships, identity, and Black consciousness
(Fleming, 1988).

Blacks as members of one subculture in America have been viewed as a
market segment; however, no consensus is found in the literature that identifies the
characteristics of this group. Perhaps this inconsistency is a reflection of the
diverse nature of the Black culture (Schiffman & Kanuk, 1983), and many points
of view are based on mere speculation .

In general, Black consumers have been portrayed in the literature as a
single, undifferentiated "Black Market" which consists of economically deprived
consumers who have a uniform set of consumer needs (Schiffman & Kanuk,
1983). Although a portion of Black consumers have lower incomes than the white
majority (e.g., Blacks make at least 30% less than whites), a group of Black
middle-class consumers exists (Miller & Miller 1993). In fact, in 1990, Blacks

spent $250 billion on consumer goods and only made up 12 percent of the
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population in the United States (Legette, 1993). The White majority has been
divided into a variety of submarket segments; the black market should also be
segmented (Schiffman & Kanuk, 1983).

Research has neglected Black college students as a possible market segment
within the Black market. This group may have its own distinctive needs and tastes
and may be a reliable market. Before Black college students can be viewed as a
market segment, an understanding of what influences their buying behavior is
necessary. According to Howard and Sheth (1969), clothing buying patterns. as a
component of consumer behavior, are influenced by many internal and external
factors. Edmonds (1979) suggested that clothing as a consumer product is
important because of the large amount of consumer spending on clothing.
Therefore, clothing buying behavior is an important aspect of buying behavior.
This study examined clothing buying behavior patterns and the relationship to
selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment.

Purpose of the Study

The purpose of this research was to determine if the selected social factors
(i.e., reference group(s), social participation, fashion involvement, clothing
benefits sought, and social environment) are significantly related to the clothing
buying behavior patterns of Black college students attending a predominantly Black
university and Black students attending a predominantly White university. These
social factors were selected for this study because of their frequent appearance in
the literature as influences on clothing buying behavior; however, these studies
reflect data that has been collected from a minimal number of Black samples. In

addition, the samples from studies consisted of adolescent subjects (i.e., high
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school students) or middle-class subjects. A void of Black college students as
subjects is present in the literature. Research is needed to determine if social factors
are significantly related to the clothing buying behaviors of Blacks, specifically
Black college students. This study will provide baseline data on the clothing
buying behavior patterns of Black college students as a market segment.

A market segment may be reached by evaluating buying behavior and the
internal and external factors that influence their buying behavior. If the influences
are known, buying behavior can be managed (Schiffman & Kanuk, 1983);
however, little is known about the behavior and influences of Black college
students. This research will provide information for apparel retailers to identify and
better serve this market segment. Educators will find this research helpful in
expanding their understanding of Black consumers in the areas of clothing and
textiles, consumer behavior, and social psychology.

Review of Literature
Conceptual Framework

The conceptual framework developed for this study analyzed the social
inputs provided by the subculture which have influence on the consumer's decision
making, more specifically the buying behavior patterns, purchase and post-
purchase.

A culture provides the broadest influence to consumers and an environment
where the values and norms of that culture are applied to specific brand or other
choices (Engel, & Kollat & Blackwell, 1968). Information cues which influence
the buyer's behaviors are received from the social environment (i.e., family,
friends, reference groups and social class) (Howard & Sheth, 1963)). Empirical
evidence has shown that social information cues have significant influence on

clothing buying behavior patterns (Shim & Kotsiopulous, 1992).
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The Engel, Kollat, and Blackwell (1968) model introduced that multiple
cultures may be present in the social environment and may affect clothing buying
behavior patterns. A cross-cultural analysis determines the similar and dissimilar
behavioral aspects of specified cultures. In consumer behavior cross-cultural
analysis compares to what degree the consumer decision processes are alike or

different in different cultures.

See Figure 1 attached

Black Consumers
Historically, Blacks were said to have excessive spending patterns on clothing
(Portis, 1966). The explanation for this spending pattern is that Blacks were denied
the opportunity to spend freely for housing, leisure, recreational oriented products,
and other nonessential products (Alexis, 1962; Portis, 1966; Grench & Stalin,
1987); therefore clothing became a substitute product. Clothing has also been cited
as one of the principal means open to Blacks for achieving prestige or status
(Portis, 1966). This point of view is questionable because it i1s based on
speculation and not scientific research. Miller (1993), however, found that Black
consumers shopped more frequently than Asians and Hispanics. In addition
Soberon and Wagner (1990) found that African Americans spent more on clothing
than their Hispanic counterparts.

It has been suggested that "Black consumers have become much more
sophisticated, affluent and selective in their buying decisions” (Legette, 1993, p.6).
According to Stith and Goldsmith (1989), both Black workers and Black

consumers are becoming increasingly important to business success. In fact, in
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1990, African Americans spent $250 billion on consumer goods and composed
only 12 percent of the population in the United States (Legette, 1993).
Clothing Buying Behavior

Reference Group . A reference group is defined as an "actual or imaginary
individual or group conceived of having significant relevance upon an individual's
evaluations, aspirations, or beliefs" (Solomon, 1994, p.365). A reference group
must consist of two or more members to be considered valid by an individual. This
concept does not place any other restrictions on group size or membership, nor
does it require that consumers identify with a tangible group. For instance, a group
can be symbolic (e.g., internationally known business people, rock stars, or sports
heroes) (Schiffman & Kanuk, 1983).

The reference group provides three types of influence for the individual:
normative, comparative, and informational (Soloman, 1994). Empirical evidence
has shown that reference groups can have three types of influence (i.e., normative,
comparative, informational) on clothing buying behavior. Childers and Rao's
(1992) study distinguished between familial and peer base reference groups (i.e.,
normative influence). Their study found that the subjects’ consumer decisions were
more significantly influenced by peers when peer influence was unavailable than the
familial was exercised. The information reviewed is essential for our understanding
of the peer and familial reference groups (normative influence) on the adolescent
buyer's decision. Clum and Eicher's (1969) study indicated that members of friend
structures dressed more similar to one another than to other members of their high
school class (i.e., normative influence).

Rabolt and Drake (1985) investigated the mediating of an individual
situation (i.e., work environment) and personality characteristics on the acceptance

of normative and informational influence of career women from reference persons
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regarding their career dress. The researchers found that the career women accepted
influences on career dress from their work associates and people outside work.
The respondents were found to use women friends and colleagues for the
informational influence and to use male supervisors for normative influences for
dress. Career women who were found to accept these influences when they felt
clothing was important were characterized as being anxious in their careers and felt
that an expectant dress code was used in their work place. They were also new to
their careers and less confident in dressing professionally.

Social Participation . Social participation has been defined as club
membership, participation in sports, and social activities (Francis, 1992).

Empirical evidence shows that a significant relationship exists between
social participation and clothing buying behavior. Hendricks, Kelly, and Eicher
(1968) investigated the relationship between cohesion and the opinions of twelfth
grade girls about clothing, appearance, and social acceptance. The findings
indicated that the girls agreed that clothing influenced their popularity at their school
which encouraged them to participate in many social activities. The subjects
perceived a relationship between clothing, popularity and social acceptance. Many
girls who were named most popular were also named Best Dressed. Francis
(1992) investigated the effect of perceived clothing deprivation on social
participation of adolescents. Results showed that students who perceive that they
did not have the appropriate clothing for group membership were less likely to be
socially active. Portis (1966) found that the Black sample who reported high
fashion involvement also reported high participation in community, social, or sport
activities. Hirschman, however, (1980) supported the hypothesis that Blacks

exhibited a lower degree of involvement in formal groups and social activities than
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the Whites used in the study, which found no significant relationship being found
between clothing buying behavior and social participation.

Fashion Involvement . Fashion involvement is defined as the extent to
which consumers are concerned with fashion and consider it important to them
(Kaiser, 1990). Associated activities include reading fashion magazines, shopping
for clothing, experimenting with appearance, and investing in up-to-date clothing
(Kaiser, 1990).

Research has more specifically shown fashion involvement to be
significantly related clothing buying behavior patterns (i.e., the types of stores
patronized and the time/frequency clothing is purchased). For instance, Kopp,
Eng, and Tigert (1989) provided a market segmentation analysis of female apparel
shoppers. This segment tended to value price over quality and the group favored
fashion specialty stores such as the Gap, the Limited, and Casual Corner.

Gutman and Mills (1982) examined the relationship between lifestyle, self-
concept, demographics, shopping orientation, and overall fashion sense as they
relate to store patronage. Findings indicated that the fashion involved consumer

responded that they shopped most at department stores while specialty stores

. ranked second. Those respondents who were less involved in fashion tended to

shop most at Sears and Kmart.

The relationship between time/frequency when clothing is purchased and
fashion involvement was found significant in Han, Morgan, Kotsiopulos, and
Kang-Park’s (1991) study. Findings indicated that among non-clothing and textiles
majors and clothing and textiles majors, who ranked high on fashion interest also
scored highest on overall impulsiveness. Tatzel (1982) found the fashion

conscious group more likely to purchase clothing items impulsively.
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Miller (1993) studied women’s buying patterns of three ethnic groups in
southern California: Blacks, Asians, and Hispanics. Results showed that Blacks
scored higher on fashion involvement. Stith and Goldsmith (1989) examined the
gender and ethnic differences in fashion involvement among Black and White
middle-class consumers. Evidence supported the hypothesis that middle- class
Blacks were more fashion involved than non blacks. Findings also indicated that
the middle-class Black subjects were more involved in new fashions and tended to
spend more for new fashions than did White subjects. Researchers have also found
that Blacks shop more frequently at department stores than at discount stores or
chain stores (Hirschman, 1980; Edmonds, 1979). Research on Black consumers
has shown that the fashion involved, who have lower incomes than White
consumers, were less price sensitive than White consumers (Portis, 1966;
Hirschman, 1980; Edmonds, 1979). In fact, Hirschman (1980) found that the
Black women in her study were reported to be very fashion involved, and placed
more emphasis on store attributes such as variety of selection, or display.
Consequently, Black consumers were willing to accept higher prices for clothing,
and receive fewer sale savings.

Clothing Benefits Sought.Benefits sought refer to the kinds of benefits
(i.e., needs) consumers seek in products (Schiffman & Kanuk, 1983). Benefits
can be derived from commonly occurring situations (e.g., person based or
situational based approaches). Further, individuals may buy clothing to help
achieve a certain role or prestige (i.e., situation approach) or a person may buy
clothing that reflects their personality (i.e., person approach) (Shim & Bickle,
1994). For instance, an individual may purchase clothing that expresses their

femininity which is known as the person-based approach, or a individual may
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purchase business clothing for a new job is using the situational-approach as the
benefit sought.

Research has shown the clothing buying behavior patterns (i.e., types of
stores patronized and time/frequency clothing is purchased) to be significantly
related to clothing benefits sought. Shim and Bickle (1994) analyzed patronage
behavior and demographics to determine if the groups investigated differed. Group
1, the largest group, was characterized by actively using clothing as a means to
enhance self-esteem, career advancement, reputation, social status or prestige,
femininity, sex appeal, fashion image, role and appearance. This group tended to
shop more at specialty and better department stores.

Shim and Kotsiopulos (1992) investigated the relationship between
patronage behavior and personal characteristics, including benefits sought.  Those
who shopped at specialty stores were likely to place an importance on clothing
quality or variety of style, be concerned with brand names or new fashion that
stores carry, and be fashion conscious. Those who patronized department stores
were likely to be mall shoppers and under the age of 35.

Clothing benefits sought and the clothing buying behavior pattern (i.e,
time/frequency clothing is purchased) have shown that Black consumers are less
price sensitive. Researchers have stated continuously that Blacks use clothing as a
means to express prestige and status; therefore, price is not an issue to them (Portis,
1966; Hirschman, 1980).

Social Environment. Social environment is represented by social influences
such as reference group, culture, and social class. Environmental influences,
subcultures and individual differences, such as personality, interact in determining a
consumer's decision process (Lee & Burns, 1993; Engel, Kollat, & Blackwell,

1968).
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Research findings have shown relationships between the social environment
and the types of stores patronage. The Tatzel (1982) study identified types of
consumers based on their skills and motivations in shopping for clothing. These
socially oriented consumers were impulsive buyers and department store patrons.

Research findings have shown a significant relationship between the social
environment and time/frequency clothing is purchased. Horridge and Richards
(1986) found that among their socially active sample, the majority of the
respondents indicated that they carefully watched their clothing expenditures and
frequently purchased clothing at sales prices. Tatzel's (1982) findings differed
from findings by Horridge and Richards (1986) in that the fashion conscious who
were also influenced by the social environment tended to shop impulsively.

Social Adjustment Issues Of Black College Students

Although a minimal amount of research exists on the clothing buying
behavior of Black students attending Black and White colleges, numerous studies
have been done examining the social adjustment issues faced by these students.
Black students on predominantly Black campuses have been found to rate their
overall college experience higher, show more academic progress, and participate in
more social activities than their Black counterparts attending predominantly White
campuses (Allen, 1987; Chalmer & Fretz, 1991; Fleming, 1988; Hemmons, 1982).

The literature reviewed has shown that each of the selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits
sought, social environment) have a significant relationship to the clothing buying
behavior of consumers.

The two objectives of this study were: (a) to determine if the selected social
factors (i.e., reference group, social participation, fashion involvement, clothing

benefits sought, and social environment) are significantly related to the clothing
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buying behavior patterns of Black college students, and (b) to determine the
differences the relationship between the social factors and clothing buying behavior
of the Black college students on the two campuses (i.€., the predominantly Black
university and the predominantly White university) .
Hypotheses

H1- The selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment) will be significantly
related to types of store patronage (i.e., clothing buying behavior patterns) among

Black college students.

H2- The selected social factors will be significantly related to the time/frequency
clothing is purchased (i.e., clothing buying behavior patterns) among the Black

college students.

H3- A significant difference exists between the Black students attending the
predominantly Black university and the Black students attending the predominantly
White university in the relationship between the selected social factors and the

clothing buying patterns (i.e., Type of store patronage).

H4- A significant difference exists between the Black students attending the
predominantly Black university and the Black students attending the predominantly
White university in the relationship between the selected social factors and the

clothing buying patterns (i.e., Time/Frequency clothing is purchased).

127



0 N N bk WD =

N NN N N N N /= o b e e e e e e e
A LN A WD = O WV 0 JO0 LA W~ O

Methods

Sample Selection

The sample consisted of Black students attending Virginia Tech and Norfolk
State University. The goal of this study was to use 300 subjects from a
convenience sample (150 from each university).

The criterion used for the selection of universities was that the participating
universities had to have an imbalance in the racial mix, meaning that the majority of
the student body must consist of more than 50% of one race. A predominantly
White university must have more than 50% of a White student body, and a
predominantly Black university must have more than 50% of its student body

Black.

Design
Variables

The independent variables for this study were the selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits
sought and social environment). The dependent variables were the clothing buying

behavior patterns (i.e., type of store patronage and time/frequency).

See Table 1 attached

Variable development was a multistep process. The first step was to
conduct a Factor Analysis with a Varimax rotation. The Factor Analysis was run
on items 1-28 on the questionnaire to establish internal reliability and to form
factors based on items which clustered together. Items 30-56 were not included in

the Factor Analysis because the statements clearly specified the variables being
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measured. The next, Cronbach alpha coefficients were computed to test internal
reliability of the scales. Then to establish face validity, the researcher developed a
list of A priori expectations were developed. The pilot test was conducted by
administering the questionnaire to 15 subjects who agreed to participate in the pilot

testing of the survey.

Instrument Selection

Instrument selection identified portions of various scales that have been
previously used in the cited literature to measure the selected social factors, clothing
buying patterns, and demographics to develop the Clothing Buying Behavior
Questionnaire for this research. The variables include the selected social factors
(i.e., reference group, social participation, fashion involvement, clothing benefits
sought, social environment), clothing buying patterns, and demographics.

Reference Group. influence on clothing buying behavior patterns was
measured by using section of the Gurel and Gurel (1979) Clothing Interest Scale.

Social Participation. was measured by selecting three items from the

Andrews and Francis (1989) social competence and social participation scale (Items
43-45)

Fashion Involvement. was measured using a section of the Gurel and Gurel
(1979) Clothing Interest Scale. The items selected were designed by Gurel and
Gurel (1979) to measure the extent to which one is involved with fashion.
Statements referred to activities associated with fashion involvement , such as
shopping for up-to-date clothing and reading fashion magazines. Some of the items
were modified to include social icons of today (i.e., I watch music videos to find

out what’s new in fashion)
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Social Environment . was measure using three items that were selected

from the college experience scale Fleming (1988).

Clothing Buying Behavior Patterns. were measured using a section of

Edmonds (1979) questionnaire. Only the first two factors (i.e., shopping
time/frequency, store type patronage) were selected for this study. One statement
was used to measured the type of store patronage (i.e., department store, discount,
specialty, secondhand). Examples of types of stores were changed to identify
stores within this region The statements evaluated the time/frequency (i.e.,
beginning of season, clearance, as need, impulsively) for the buying patterns of
items costing various prices (i.e., less than $50, $50-$150, more than $150). The
costs for items were increased for this study to better relate to the costs of today.
-Demographic . statements were used from Cassill’s (1986) study as guide
for the types of questions that are relevant enough to characterize the sample.
Procedure

A convenience sample was used for this study. Data were collected from
students enrolled in the Introduction To Black Studies, Black Aesthetics, and
African American History courses at Virginia Tech and a Critical Thinking course at
Norfolk State.

The Black Studies courses were selected at Virginia Tech because of there
popularity among the Black undergraduates. The courses are open to all
classifications and majors at the university, and therefore, has provided this study
with responses from subjects with diverse backgrounds (i.e., students from
different areas, different majors, etc.) . The survey was also administered to
members of Delta Sigma Theta Sorority, Alpha Kappa Alpha Sorority, and the
NAACP chapters at Virginia Tech.
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The Clothing Buying Behavior questionnaire was designed by using
various portions of well established scales to measure each of the variables. The
survey was administered to students enrolled in courses pre-selected by the
researcher. The researcher administered the survey to all students enrolled in the
courses (i.e., Black, African American, White, Other). Surveys which indicated
race as other than Black or African American were removed before statistical
analysis was conducted. Data were analyzed using the statistical methods of Factor
Analysis and Analysis of Variance (ANOVA). Conclusions and interpretations
were made based on the results of the statistical analyses.

The final sample used in this study consisted of 333 subjects(200 at the
predominantly Black university and 133 at the predominantly White university).

Statistical Analysis

This study was a quantitative study and the data were analyzed using
statistics. The use of quantitative statistics tested the relationship between selected
social factors (i.e., reference group, social participation, fashion involvement,
clothing benefits sought, social environment) and the clothing buying behavior
patterns (i.e., types of stores patronized and time/frequency clothing is purchased)
of the Black college students. Data analysis for this study was a multi step process
which consisted of (A) factor analysis, (B) descriptive statistics, and (C) one-way
and two-way Analysis of Variance (ANOVA).

Factor Analysis

The coefficients shown in Table 3 indicate reliability of the instrument. The
Fashion Involvement scale received an alpha value of .69 and Clothing Benefits
Sought scale received an alpha value of .63. The Reference Group scale received
an alpha value of .59. These alpha values are indicative of the limitation which

occurs when developing an instrument using portions of various scales; however,
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according to Schuessler (1971) a scale can be considered to have good reliability if

the scale has an alpha value greater than .60.

See Table 3 Attached

Hypotheses Testing

Hypotheses 1 and 2 were tested using the Analysis of Variance (ANOVA) method.
One-way ANOVA’s were used to examine relationships between each of the
selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment) and the clothing buying
behavior patterns (i.e., types of stores patronized and time/frequency clothing is
purchased) among Black college students. The Newman-Keuls technique was
used to locate the significant differences between the means. The procedure was
applied by using multiple post hoc comparisons.

Hypothesis 3 and 4 was tested using a between-subjects factor two-way
ANOVA's to examine the relationship between the selected social factors (i.e.,
reference group, social participation, fashion involvement, clothing benefits sought,
social environment) and the clothing buying behavior (i.e., types of stores
patronized and time/frequency clothing is purchased) and the difference between
Black students attending the predominantly Black university and the predominantly
White university. Newman-Keuls technique was used to locate the significant
differences between the means. The technique was applied by using the multiple
post hoc comparison.

Results
Hypothesis 1- There would be a significant relationship between the selected social

factors (i.e., reference group, social participation, fashion involvement, clothing

132



0 3 N DN B W N =

NN N N N N Mmoo e e e e e e
N B WD~ O O 00N R W~ O O

benefits sought, social environment) and the types of stores patronized (i.e.,
clothing buying behavior pattern) of Black college students. More specifically, it
was hypothesized that the greater the social factor, the more likely the Black college
students would patronize department stores than discount and specialty stores.
There was a significant relationship between social participation (i.e.,
gathering) and types of stores patronage (E [ 5,314]=5.05, p< .0001). Social
participation (social gatherings) was significantly related to patronage at specialty
stores. Specifically, the greater the social participation (i.e., gathering) the higher
the patronage of specialty and department stores more so than discount stores (See
Table 6). This finding differed from Tatzel (1982) who found those who were

socially active to shop at department stores.

See Table 6 Attached

In summary , there was no significant relationship between the selected
social factors (i.e., reference group, fashion involvement, clothing benefit sought )
and the clothing buying behavior pattern (i.e., type of store patronage. There was
a significant relationship between the selected social factors (i.e., social
participation[ social gathering}) and the time/frequency clothing is purchased. All
rejections were set at 0.05 significance level.

Hypothesis 2- There would be a significant relationship between the selected social
factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought and social environment ) and the time/frequency clothing is
purchased (i.e., clothing buying behavior pattern) of Black college students. More

specifically it was hypothesized that the greater the social factor the more likely the
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Black college students would buy impulsively than at the beginning of season, on

clearance, or as needed.

(2b) There was a significant relationship between social participation (i.e.,
involvement in organizations and activities) and the time/frequency clothing is
purchased(E [3,324]=4.01, p <.0003). Social participation was more significantly
related to buying clearance or buying at the beginning of the season than impulsive
buying and buying as needed for items costing less than $50. These findings were
similar to that of Horridge and Richards (1986) who found that socially active
consumers frequently purchased clothing at sales prices. Post Hoc Comparison
showed that social participation was significantly related to the time/frequency of
making purchases as needed and on clearance more than at the beginning of the

season or impulsively . (See Table 8).

See Table 8 Attached

(2¢) There was a significant relationship between fashion involvement and
time/frequency for items costing between $50-$150 showed a significant (E
[7,323]=2.79, p <.0078). Fashion involvement was more significantly related to
buying impulsively and buying at the beginning of the season than buying as need
or on clearance (See Table 9). These findings confirm those of Han, Morgan,
Kotsiopulos, and Kang-Parks (1991) who found college students with high fashion

involvement were likely to make impulsive purchases of clothing.
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See Table 9 Attached

There was a significant relationship between fashion involvement and
time/frequency for clothing purchases costing more than $150 (F [7,322]= .53, p
<.0068) (See Table 10). More specifically, fashion involvement was more
significantly related to buying at the beginning of season and on clearance than

impulsive and buying as needed.

See Table 10 Attached

(2C) There was a significant relationship between clothing benefits sought and
time/frequency clothing is purchased for items costing between $50-$150
(EL7,323]=3.85, p<.=009). Clothing benefits sought was more significantly
related to impulsive buying and buying at the beginning of the season than buying

as needed and on clearance (See Table 11).

See Table 11

In summary , there were no significant relationships between the selected
social factors (i.e., reference group and social environment) and the clothing
buying behavior pattern (i.e., time/frequency clothing is purchased). There were

significant findings between social participation, fashion involvement, and clothing
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benefit sought and the clothing buying behavior pattern (i.e., time/frequency);

therefore, the null hypothesis was rejected.

Hypothesis 3- There would be a significant difference between the black students
attending the predominantly Black university and the Black students attending the
predominantly White university in the relationship between the selected social
factors (i.e., reference group, social participation, fashion involvement, clothing
benefits sought, social environment) and the clothing buying behavior patterns
(i.e., types of store patronage and time/frequency clothing is purchased). More
specifically, significant relationships between the social factors (i.e., reference
group, social participation, fashion involvement, clothing benefits sought, social
environment) and the clothing buying behavior pattern (i.e., types of store
patronage) would be greater for Black students attending the predominantly Black
university more than the relationships for the Black students attending the

predominantly White university.

There was a significant difference between the black students attending the
predominantly Black university and the Black students attending the predominantly
White university social participation (social gathering) scores when stratified by
clothing buying behavior pattern (i.e., type of store patronage). Among department
store and specialty store shoppers, Black students on predominantly White

campuses had a higher social participation score.

Table 12 attached
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In summary, there was no significant difference between the relationship of
the selected social factors (i.e., reference group, fashion involvement, clothing
benefits sought, and social environment) and the clothing buying behavior patterns
(i.e., type of store patronage). There was a significant difference between the
relationship of social participation (i.e., involvement) and the type of store
patronage and time/frequency of items costing less than $50 (i.e., clothing buying

behavior patterns); therefore, the null hypothesis was rejected.

Hypothesis 4- There would be a significant difference between the Black students
attending the predominantly Black university and the Black students attending the
predominantly White university in the selected social factors (i.e., reference group,
social participation, fashion involvement, clothing benefits sought, social
environment) scores when stratified by the clothing buying behavior patterns (i.e..
types of store patronage and time/frequency clothing is purchased). More
specifically, significant social factors (i.e., reference group, social participation,
fashion involvement, clothing benefits sought, social environment) scores will be
greater for Black students attending the predominantly Black university more than
the relationships for the Black students attending the predominantly White
university when stratified by the clothing buying behavior pattern (i.e., types of
store time/frequency clothing is purchased).

There was a significant difference for items costing less than $50, between
the black students attending the predominantly Black university and the Black
students attending the predominantly White university in the social participation
(social involvement) scores between the two universities and the clothing buying

behavior pattern (i.e., time/frequency clothing is purchased). Among all
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time/frequency shoppers (i.e., beginning of season, clearance, as needed,

impulsive) (F [3,324]=.79, p =.49) (See Table 13).

See Table 13 attached

In summary, there was no significant difference between the relationship of
the selected social factors (i.e., reference group, fashion involvement, clothing
benefits sought, and social environment) and the clothing buying behavior patterns
(i.e., type of store patronage) and time/frequency clothing is purchased). There
was a significant difference between the relationship of social participation (i.e.,
involvement) and the clothing buying behavior patterns (i.e., time/frequency
clothing is purchased) of items costing less than $50 (i.e., clothing buying behavior

patterns); therefore, the null hypothesis was rejected.

Conclusion

The results of this study imply that among the Black college students the
selected social factors (i.e., reference group, social participation, fashion
involvement, clothing benefits sought, social environment) were more significantly
related to the time/frequency clothing is purchased than the clothing buying
behavior pattern related to type of store patronage. Social participation may have
been significant because the students involvement with others in a group in which
information (social inputs) is constantly given to aid the clothing purchase decision.
The other variables showed close enough relationships to clothing buying behavior
patterns to give some indication that these variables, too, may provide information
regarding the clothing buying decision. However, these relationships were not

statistically significant. Howard-Sheth (1969) buyer behavior model suggest that
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information for the social environment is essential at the consumer decision
process. The findings of significant relationships between some of the social
factors and some of the close relationships should not be overlooked as social
inputs Black college consumers use to aid their buying decision.
Implications

These findings on the relationships between the selected social factor (i.e.,
reference group, social participation, fashion involvement, clothing benefits sought,
social environment) and the clothing buying behavior patterns (i.e., types of store
patronage and time/frequency clothing is purchased) are important findings for
apparel manufacturers and marketers. In the areas of clothing and textiles,
consumer behavior and social psychology, this research provides baseline data to
conduct further research on the Black college consumer. Further research on needs
of Black consumers should be undertaken to better determine why the buying
behavior patterns are distinctly different from other gréups. More research on this
diverse group is needed to provide information to marketers so they can better

attract these customers.
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1
2
3  Table 3 Factor Analysis of Selected Social Factors
4 Factor Labels Sample and Loading alpha
5 Item numbers coeff.
6
7  Fashion Involvement .69
8 10. I check with my friends about what .. 46
9 12. I am enticed into buying garments ... A7
10 16. I watch music videos to find out ........ 49
11 19. I try on some of the newest clothes.... .60
12 20. My friends and I try on each others clothes...... 47
13 21. I read magazines and newspapers to find out.... .69
14 23. 1 like to know what is new in clothing ........ .59
1 5 Clothing Benefits Sought 63
16 3. When I am shopping I choose clothes.. -.55
1 g 17.1 feel more a part of the group if dressed.. 52
1 24. Wearing designer clothing gives me..... 58
19 28. I am more concerned with individuality.... -.55
20 Reference Group .59
21 1. I wear clothes that everyone is wearing... .58
22 5.1 wear the clothing fads that are popular... 3
273 7.1 try to dress like others in my group..... 57
24 13. I get new clothes for a social event ... 42
25 26. When I buy a new article of clothing... 43
26 Concerned With Clothing *xx
27 14. T spend more time than others coordinating.. .59
28 15. I am more concerned about the care..... 71
% (9) 18. I plan and prepare clothes to wear for days.. .57
31 Clothing Consciousness *XX
32 8. 1 have gone places and then wished I had.. .59
33 9. I would rather not attend something.... .61
% 451- 11. I am uncomfortable when my clothes .... .66
36 Extreme Fashion Interest *xx
37 4. I have something to wear for any.... 76
38 6. I carefully coordinate the accessories... .59
2 (9) 22. The way 1 look in my clothes is important.. 51
41 Note: Cronbach alpha coefficients were not received for these items because they are not used in
472 this study.
43
44
45
46
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Table 6

Social Participation (Social gathering) and Types of Stores Patronized

Post Hoc Mean N Types of Stores
Patronized
A 7.22 118 Specialty Store
A 6.93 128 Department Store
B 6.59 74 Discount Store

Table 7- Social Participation (i.e., involvement) and Time/frequency (Less than $50)

Post
Hoc Mean N Time/Frequency
A 16.52 75 Impulsive
A 16.02 158 As needed
B 15.95 67 Clearance
B 15.96 28 Beg.of Season

Table 8-Social participation (i.e., involvement) and Time/frequency clothing is
purchased ($50-$150)

Post Hoc Mean N Time/Frequency
A 16.71 56 Beg of Season
A 16.45 42 Impulsive
A 15.99 158 As needed
B 15.54 76 Clearance

Note: The lower the mean the higher the level of social participation.

Table 9-Fashion involvement and Time/frequency clothing is purchased ($50-$150)

Post Hoc Mean N Time/Frequency
A 2.64 42 Impulsive
A 2.59 56 Beg. of Season
B 2.40 76 Clearance
B 2.28 157 As needed
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Table 10

Fashion involvement and Time/frequency clothing is purchased (more than $150)

Post Hoc Mean N Time/Frequency
A 2.64 40 Beg.Sea
A 2.48 94 Clearance
B 2.33 37 Impulsive
B 2.32 159 As needed

Table 11

Clothing Benefit Sought and Time/frequency clothing is purchased ($50-$150)

Post Hoc Mean N Time/Frequency
A 2.08 42 Impulsive
A 2.06 56 Beg. Sea
B 1.86 157 As needed
B 1.80 76 Clearance

Table 12-

Black White
Types of Stores N Mean SD N Mean SD t

Beg. Sea 79 6.48 1.96 49 7.67 1.57 5.17%
Discount 50 6.42 1.81 24 6.96 1.92 1.63
Specialty 61 6.85 1.60 57 7.63 1.59 3.45%
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Table 13
Social Participation (involvement) and Time/frequency (less than $50)

Predominantly Predominantly

Black White
Time/frequency N Mean SD N Mean SD t
Beg. Seas 36 16.97 1.52 20 16.29 1.29 2.18%*
Clearance 40 16. 02 1.80 36 15.00 3.24 2.91%*
As needed 97 16.29 1.47 61 15,50 1.82 3.95%
Impulsive 26 16.96 1.31 16 15.62 2.09 3.35%
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