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CHAPTER I 

INTRODUCTION 

The heterogeneity of the consumer market place has provided the 

impetus for a continuous search for variables to account for differences 

in consumer behavior. Retailers have been faced with dramatic changes 

in the past decade. Most of these changes are related to escalating 

inflation, shifts in populations, and income levels. 

Where females shop and why they select particular stores is a major 

concern to retailers (Crask and Reynolds, 1978). Since only 13 percent 

of the women regularly make their own clothes and 42 percent .. never 

sew, .. it is reasonable to conclude that •ready-to-wear• {purchased 

clothing) items are almost totally unsubstitutable (Scott, 1976). In 

1983, retail sales of women•s clothing amounted to $16 billion and 

sales are projected to reach $27 billion by 1986 (11 Survey of Buying 

Power, .. 1984). Based on these statistics, it is evident that the pur­

chases of womens! clothing will have an impact on apparel retailers. 

The increase in clothing expenditures indicates, to some degree, 

changes in consumer purchase behavior. Clothing decisions have been 

studied by many researchers. However, studies have primarily examined 

the relationship between interest in clothing or fashion and demo­

graphic characteristics such as age, income, and education (Rosencranz, 

1949; Ryan, 1966). Limited empirical evidence has been provided about 

the relationship between clothing interest and patronage behavior. 
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Interest in clothing will influence a consumer•s shopping habits as well ·-­

as affect a retailer•s selection and appeal to the target customer 

(Gutman and Mills, 1982). Clothing interest should be monitored in 

order to anticipate the accompanying shifts in merchandising methods 

used by retailers (Ring, 1981). 

New ways to understand and influence the consumer•s store selection 

should be investigated. Research can promote a basis for understanding 

why shoppers select one store over another (Bellenger, Steinberg, and 

Stanton, 1976). The survival of apparel retailers in the competitive 

environment of the 8Q•s largely depends on how well they adapt to 

changing consumer attitudes toward shopping patterns (Prasad, 1975). 

The increased attention focused on consumers has led to an explora­

tion of the interface between characteristics of retail institutions 

(store image) and their consumer patronage. Store patronage is in­

fluenced by the salience that shoppers attach to various attributes 

considered when selecting a store (Bellenger, Robertson, and Greenberg, 

1977). 

Engel and Blackwell (1982) postulated that retail patronage is --"' 

dependent, to a great extent, on the level of consumer involvement. 

This relationship suggests that consumer involvement affects store 

attribute preferences and thus, patronage behavior (Darden and Ashton, 

1974). Interest in involvement and its effect on consumer behavior 

has been accelerating (Arora and Vaughn, 1980; Greenberg, Topol, Sherman, 

and Schiffman, 1982). The explanatory potential of the concept of 

involvement has been recognized by researchers in the field of consumer 

behavior. 
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Involvement can also be utilized as a market segmentation variable. 

The concept of segmentation was first expressed by Wendall Smith (1956), 

who is considered to be a pioneer in market segmentation. He stated 

that 

segmentation is based on developments in the demand side of 
the market and represents rational and more precise adjust­
ment of product and marketing effort to consumer or user 
~equirements (p. 3). 

Since Smith•s definitive efforts several decades ago, segmentation has 

become a dominant concept in market practices. 

that: 

The underlying logic of segmentation is based on the assumption 

... the market for a product is made up of customers who 
differ either in their own characteristics or in the nature 
of their environment in such a way that some aspect of their 
demand for the product in question also differs. The strat­
egy of market segmentation involves the tailoring of the 
firm•s product and/or marketing programs to these differences 
(Frank, 1968, p. 39). 

Sheth•s (1983) research on emerging trends in the retailing industry 

suggested that market segmentation and market specialization are vital 

to retail survival in the future. 

A basic construct of apparel marketing is that consumers differ ~ 
I 

in their clothing shopping behavior based on their self-perceived level~-

of involvement. This level of involvement is based on the level of 

interest in the object (Day, 1970}, which in this case, would be 

clothing. Apparel retailers need to adapt their operations to the 

patterns of consumer shopping behavior and patronage attitudes rela­

tive to involvement in order to maintain their market positions in 

the competitive marketplace. 

( 



Purpose and Object~ves 

The purpose of this study is to investigate the relationship 

between the level of consumer involvement in clothing purchases and 

store patronage behavior for apparel stores. This study has three 

major objectives: 

1. To identify levels of consumer involvement relative to store 

patronage behavior for a selected group of apparel stores. 

2. To determine the relationship between the levels of consumer 

involvement, demographics, psychographies, and salient store attri­

butes. 

3. To develop market segment profiles based on the levels of 

consumer involvement. 

Hypotheses 

Two null hypotheses were developed in relation to the purpose 

and objectives of the study. These were: 

H01: There is no significant relationship between the three 

measures of involvement. 

H02: There is no significant relationship among levels of 

involvement and the following variables: 

a. demographic characteristics 

b. psychographies (lifestyle categories) 

c. store attributes 

Assumptions 

Investigating the relationship between consumer involvement and 

4 



store patronage behavior is based on the acceptance of the following 

assumptions: 

1. Consumer involvement influences store patronage behavior. 

2. Consumer involvement is strategic to market segmentation. 

3. Involvement levels are categorized by amount of interest in 

clothing, fashion consciousness, and personal involvement inventory. 

Limitations 

Certain factors limit the scope of the research. They are as 

follows: 

1. Examination of consumer involvement is limited to clothing 

shopping decisions of women. 

2. Store patronage will be limited to customers of women•s 

apparel stores. 

Definition of Terms 

Clothing Interest: A willingness to devote time, energy and/or 

money to activities related to selection, use, and care of clothing 

(Rosencranz, 1949). 

Consumer Involvement: The consumer•s evaluation of the importance 

of, and identity with the product (Assael, 1983). 

5 

Evaluative Criteria: 11The desired outcomes from choice or use of 

an alternative expressed in the form of the attributes or specifications 

used to compare various alternatives .. (Engel and Blackwell, 1982, 

p. 414). 

Fashion Consciousness: Characterized by the awareness of, and 

participation in fashion change (Jenkins and Dickey, 1976). 



Involvement: The level of interest in an object (Day, 1970). 

Lifestyle: The overall manner in which people live and spend time 

and money (Wind, 1971). 

Market Segmentation: 11The identification of consumer subgroups 

within the mass population that have unique preferences for specific 

products .. (Sproles, 1979, p. 49). 

Patronage Behavior: Store choice of a consumer based on a set 

of evaluative criteria. 

Store Attributes: Store characteristics that are visible to the 

consumer. 

Store Image: It is a composite of all the attributes the consumer 

perceives as the store (May, 1975). 

6 



CHAPTER II 

REVIEW OF LITERATURE 

One of the most important concerns of the retailer today is the 

behavior of the customer. The customer may make a patronage decision 

based on the degree of involvement with a particular product classifi­

cation. The intensity of the interest in the product class may be 

influential to patronage behavior. This chapter presents a summary of 

the selected literature pertaining to the major aspects of consumer 

involvement, store patronage, the link between involvement and patronage 

behavior, market segmentation, and statistical analysis. 

Consumer Involvement 

The heterogeneity of the consumer market has provided the momentum 

for researchers to continually search for variables that explain con-
/ 

sumer purchase behavior (Rothschild and Houston, 1979). One of these 

motivating variables is involvement that influences the purchase 

behavior of a consumer. A review of research indicated several con-

structs and dimensions that defined involvement. 

Constructs Defining Involvement 

Although the concept of involvement has been identified as a var­

iable used to explain consumer behavior by several researchers {Bloch, 

1980; Mitchell, 1978; Rothschild and Houston, 1979), only a limited 

7 
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amount of empirical research has focused on this concept. Several 
'-,.-..,.,_.~,.- -·~o·~· -· 

researchers (Freedman, 1964; Mitchell, 1978) h~ye a_g.reed that involve­

ment reflects the amount of interest created by the-product. Although 

the initial involvement research by Krugman (1965) looked at the effects 

involvement had on television advertising, the same concept can be 

applied to involvement with a particular product class such as clothing. 

Studies by (Sproles and King, 1973; Tigert, King, and Ring, 1979; 

Tigert, Ring and King, 1975) have defined fashion consciousness as a 

construct of involvement related to women's clothing. Fa~_OJLresearch 

illustrate§__j:haJ cJot_h~!~g consume_rs c_an b~_~jspgr~ed a_f_!:Q_~~_a_ bx--oad __ _ 

spec-t.r.um--e-f-_f_q§~~2 n~~~~~~-~~~--i~~~-g-'---~ 977) . 

Sproles and King (1973) and Tigert, Ring, and King (1975) posited 

five dimensions of fashion involvement: 

1. Fashion innovativeness and time of purchase. The con­
tinuum which ranges from the early adopting and experimenting 
consumer to the late buying, conservative consumer; 
2. Fashion interbersonal communication. A continuous dimen­
sion which descri es the relative communicative and influ­
ential power of the consuming population at conveying fashion 
information; 
3. Fashion interest. A continuum ranging from the highly 
interested fashion consumer to the totally noninterested 
buyer; 
4. Fashion knowledgeability. Consumers range from those 
who are relatively knowledgeable about fashions, styles and 
trends to those who have no insight into the fashion arena; 
5. Fashion awareness, and reaction to changing fashion 
trends. A continuum ranging from the consumer who is very 
actively monitoring the style trends to the totally nonaware 
individual (Tigert, Ring, and King, 1975, p. 47). 

The concepts of clothing involvement and fashion consciousness 

were explored by the researcher to see if they are distinct continua 

defining involvement. In the study, they were applied to consumer 

patronage behavior for purposes of market segmentation. 
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Dimensions of Involvement 

Based on a review of literature, the construct involvement can be 

examined in two ways. The first conceptualization, 'situation involve­

ment,• is identified as a temporary concern relative to products denoted 

as high risk (Bowen and Chaffe, 1982; Houston and Rothschild, 1978). 

The concept, 'enduring involvement,• is viewed as interest directed to 

a product class that assimilates an individual •s pre-existing cognitive 

and affective sets of behavior (Day, 1970). 

Situational involvement refers to the ability of a situation to 

elicit a concern for an individual's behavior in that situation (Houston 

and Rothschild, 1978). It is recognized that situations will differ in 

their ability to arouse individuals. The enduring involvement dimen­

sion was proposed by Rothschild and Houston (1979). The construct looks 

at the utilization of relevant attributes and the number of attributes 

involved in consumer decision-making. Research (Wilkie and Pessemier, 

1973) has shown that a consumer's level of involvement influences the 

number of salient attributes used in making a choice. An individual 

may identify some variables as important but attach limited importance 

to others when making a decision. The concept of 'enduring involvement• 

will be the focus of this research. 

The levels of consumer involvement can be labeled as high and low~ 

Consumers display different behavior relative to the involvement level.( 
\, 

A product can be a low involvement product for one consumer and a high 

involvement product for another. The level of involvement can also 

affect purchase behavior. Involvement research (Lastovicka, 1978) 

suggested that purchase behavior for a consumer labeled as low 
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involvement differs from the purchase behavior of a consumer portraying 

high involvement. 

Store Patronage 

The literature focuses on one question of great importance to 

retailers: 11 Why do people shop where they do? 11 An attempt has been 

made to look at relevant research and theory building concerned with 

store patronage, patronage models, store attributes, store image, and 

the relationship of competition to store patronage. 

Store Patronage Research 

In the assimilation of retail patronage literature, the lack of 

an operational definition of patronage behavior was evident. Several 

researchers defined patronage as the store choice of a consumer based 

on a set of evaluative criteria. Other researchers provided the defini­

tion that patronage behavior was defined as store loyalty to a specific 

store. In the present study, the focus was on the definition that 

patronage was based on a set of evaluative criteria. 

Patronage behavior research relative to retailing dates back to 

the 1920's. Empirical research during the past six decades has amassed 

considerable knowledge with regard to several aspects that are appli­

cable to retailing (Sheth, 1983): 

1. the influence of retail competitive structures, store image 

and store positioning on patronage behavior, 

2. the effect of operational and tactical aspects of retail store 

to patronage behavior, 

3. the impact of product characteristics on patronage behavior, 



4. the relationship of shopper characteristics to patronage 

behavior. 

Even with these contributions, there is not a current theory of 

patronage behavior that integrates the existing knowledge base. Sheth 

(1983) has proposed a theory which integrates two subtheories: 1) a 

shopping preference theory, and 2) a buying behavior theory. 

11 

Integrative Patronage Theory. The shopping preference theory 

detailed in Appendix A is comprised of four constructs and their deter­

minants. The first construct, shopping predisposition, relates to 

shopping preferences relative to an evoked set of store alternatives. 

These preferences are limited to the stores that the consumer finds 

acceptable. 

Choice calculus, the second construct, implies that when customers 

establish their shopping predisposition, three choice rules or heuris­

tics are used. The first heuristic, sequential calculus, states that 

shopping options are eliminated sequentially based on individual 

shopping motives. Tradeoff calculus, the second heuristic, states that 

.a simultaneous evaluation is made for each shopping option and an 

average acceptability score is created. The third heuristic, dominant 

calculus, states that one shopping motive is used to evaluate all 

shopping options. The decision of which heuristic to use will be based 

on the individual •s past shopping ex~eriences. 

The third construct is referred to as shopping motives. These 

motives consist of the needs and wants of a customer relative to the 

selection of a st~re for a specified product. The needs can be classi­

fied as function, related to time and place need, and non-functional, 

associated with social and emotional need. 
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The fourth construct, shopping options, looks at an evoked set of 

shopping options that will be determined by their shopping motives. The 

determinants of the shopping preference theory consist of factors labeled 

as supply-side and demand-side determinants. The supply side deter­

minants can be broken down further to market and company determinants. 

Location, retail institutions and positioning are indicative of market 

determinants. These correlate with the competition in a trade area. 

Three company determinants influence the shopping options of a customer. 

They are identified as merchandise, service and promotion. 

Personal and product determinants are part of the demand-side 

determinants. Personal determinants such as personal and social values 

influence shopping motives. The product type, usage, and brand that 

shape the product determinants control shopping motives for a specific 

product. 

The patronage behavior theory summarized in Appendix A examines 

the effect that unexpected events have on purchase behavior. Patronage 

behavior can evolve into four outcomes; planned purchase, unplanned 

purchase, foregone purchase and no purchase. Four types of unexpected 

events can effect a customer•s shopping behavior. These events can be 

socioeconomic (inflation, unemployment), personal (effort, money), 

product oriented (brand availability, price) and in-store efforts {pro­

motion, sales personnel). These unexpected events precede shopping 

behavior and patronage. 

Although Sheth•s theory will be useful in generating research 

involving patronage behavior, the current use of patronage behavior 

in retailing has been limited due to conceptualization problems. These 

problems are related to the lack of conceptual frameworks with which to 
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work. These frameworks are needed to provide guidance for empirical 

research. The extensive body of research relative to patronage behavior 

has not been synthesized into theories and models of consumer shopping 

behavior in retail settings (Rosenbloom and Schiffman, 1981). According 

to Ryan (1966), a conceptual framework is needed for application to 

apparel retail operations. 

Store Patronage Models. Several researchers have attempted to 

develop conceptual models that explain patronage behavior (Bellenger 

and Moschis, 1981; Darden, 1980; Monroe and Guiltinan, 1975). Several 

models provide insight to the concept of patronage behavior. 

The Monroe and Guiltinan (1975) model in Appendix A examined the 

influence that four sets of variables had on store choice. The a priori 

variables were 1) general opinions and activities concerning shopping, 

2) specific planning and budgeting of stores, 3) importance of store 

attributes, and 4) perceptions of stores. A path analysis was utilized 

to hypothesize the projected direction of influence among the variable 

sets and store choice. The patronage model shows that the general 

opinions and activities and store attribute perceptions precede attitude 

toward stores and store choice. This model takes an attitudinal 

approach to patronage behavior. 

The linkage of shopping orientations to store choice was the 

approach taken by Darden (1980) whose patronage model is shown in 

Appendix A. The exogenuous characteristics terminal values and instru­

mental values, social class, stage in the family life cycle and general 

life styles are hypothesized to precede shopping orientations. The 

exogenuous characteristics determine store attribute saliences and 

product/store cue beliefs. 
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The •need cue• ·that begins information processing is triggered by 

the stimulus section. Needs that exist in the •need cue• will be 

satisfied by a store/product combination. Store choice is made from 

the stores within the evoked store set. Salience of store attributes 

along with attribute beliefs create patronage intentions. These inten­

tions determine patronage behavior which results in consumption. 

A socialization model of patronage behavior was conceptualized by 

Bellenger and Moschis (1981) shown in Appendix A. The model combines 

intrapersonal and interpersonal theories into a cohesive model. It was 

proposed that behavior relative to patronage behavior was learned and 

modified throughout a person•s life cycle. 

The antecedent variables social/structural and developmental/ex­

perience will impact on the outcomes. The socialization agents can take 

the form of advertising media, store personnel and friends that in­

fluence the outcomes. Mental outcomes are store-related cognitive 

states directed to shopping and stores which affect an individual•s 

store choice decision. The behavioral outcomes include patronage 

patterns and store choice. 

Store Attributes Research 

Although there has been considerable work done in the area of 

patronage behavior, the majority of research has been associated with 

brand choice behavior. Several studies (Stone, 1954; Tauber, 1972) 

have provided evidence that store patronage choice decisions precede 

brand choice decisions. This conclusion is even more cogent to the idea 

that additional research on patronage behavior is needed. A plethora of 

researchers (Bearden, 1977; Berry, 1969; Bucklin, 1966; Moschis, 1978) 



have looked at the store attributes that determine to a large extent, 

patronage behavior. An understanding of the store attributes that 

15 

consu~ers believe to be important is a crucial com~onent to understand­

ing retail patronage behavior (Mason, Durand, and Taylor, 1981). 

Patronage analysis primarily investigates a store's attributes, 

referred to in the literature as evaluative criteria (Gentry and Burns, 

1977) that are visible to consumers. Evaluative criteria, also defined 

as "image inve11tories," have been isolated in many resecirch projects. 

K1!nkel and Berry (19F8) looked at 12 ima~e factors identified as price, 

quality, assortment and fashion of merchandise, sales personnel, loca-

tion and other convenience factors~ services, sales promotion, adver-

tising, store atmosphere, and reputation on adjustment. Another example 

is Pessemier's (l980b) seven-factor analysis, namely merchandise 

offerings, clientele mix, location convenience, shopping pleasure, 

transaction convenience, promotional emphasis, and integrity. Deter­

minant attribute analysis can be used to ascertain the cri~ical factors 
. 

which consumers use in decision making. Consumers determine the rela-

tive importance of each store characteristic. A consumer's perception 

of these attributes is generally referred to as th8 store image 

(Hawkins, Coney, and Best, 1980) and perceptions can influence patronage 

behrvior (James, Durand, and Dreves, 1976). 

Store patronage can be dependent on a store's characteristics 

compared to the characteristics of competitors (Arnold, Ma, and Tigert, 

1978). Inter-type and intra-type competition exists among retail insti­

tutions. The researcher focused on intra-type competition in this 

stdy •. Intra-type competition exists ~lithin a store type, such as 

\-Jomen's specialty apparel retailers. Empirical research on \'tomen's 
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clothing stores (Marks, 1976; Perry and Norton, 1970), department stores 

(Egan, 1971; Hansen and Deutscher, 1977; Hirschman, 1979), and men•s 

clothing stores (James, Durand, and Dreves, 1976) identified determinant 

store attributes that were used by consumers to differentiate between 

same type of stores. These determinants can be influential to the 

consumers• store choice behavior. 

Store Image Research 

Store image is a composite of all the attributes the consumer per­

ceives as the store (May, 1975). The concept of store image was first 

applied to retail operations by Martineau (1958). In his seminal 

article, he implied that store image was 11 the way in which the store is 

defined in the shopper•s mind, partly by its functional qualities and 

partly by the aura of psychological attributes 11 {p. 47). A more current 

definition by James, Durand, and Dreves (1976) defines store image as 

a set of attributes based upon evaluation of those store attributes 

deemed important by consumers. 

To attract customer patronage, retailers develop stqre images that 

emphasize particular image factors (Lindquist, 1974). Rosenbloom (1981) 

emphasizes that image factors should be congruent with the evaluative 

criteria deemed salient by the consumers. Limited retailing literature 

has alluded to the associative link between store choice evaluative 

criteria (attributes) and store image. Most of the literature stresses 

the retailer•s use of the market-based store image model proposed by 

Rosenbloom (1983) shown in Appendix A, Figure 8, p. 116. In this model, 

retailers determine the kinds of customers they want to attract or 

target. The target market becomes the relevant market segment for which 
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the retailer identifies the salient store attributes. This information 

on the evaluative criteria will be used to create or alter the store•s 

image. Consumers• store choice evaluative criteria are continually 

assessed and used to alter the existing store image. As a result, the 

congruency between evaluative criteria and store image is maintained. 

This approach to retail management was utilized in this present study 

to develop the implications derived from the customer. 

Link Between Involvement and Patronage 

Approaches to the research on involvement have been varied. 

Lastovicka (1978) looked at the concept of involvement across different 

product classifications. Tigert, Ring, and King (1975) linked involve­

ment to buying behavior of fashion products. Engel and Blackwell (1982) 

surmised that the retail store choice decision can be one of high or 

low involvement. However, limited empirical research exists (Arora and 

Vaughn, 1980). 

The paucity of involvement research has led this researcher to 

look at involvement as an explanatory variable for patronage behavior. 

The relationship between involvement and store attributes influencing 

the store patronage decision was the focus of this study. 

Market Segmentation 

The concept of involvement is defined in terms of the interest 

given to a product by an individual. Because involvement is examined 

on an individual level, markets can be segmented by levels of consumer 

involvement. Market researchers such as (Bloch, 1980; Kapferer and 
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Laurent, 1985; King, Ring, and Tigert, 1980; Rothschild, 1977) suggested 

the usefulness of involvement as a segmenting variable. 

Market segmentation is a strategy of retail management that re­

flects an orientation to the consumer. Consumer subgroups that have 

distinct preferences and characteristics are identified within the mass 

population. If a market segment can be identified as having high or 

low involvement, the researcher should profile the characteristics of 

the consumers who are members of the segment (Sproles, 1981). Then, 

demographic and lifestyle variables can be used to describe the involve­

ment segments. Demographic data provides descriptors such as income, 

age, sex, education, and occupation. Wind (1971) suggested that life­

style reflects the overall manner in which people live and spend time 

and money. The lifestyle of a person can be measured and describerl by 

the products he uses and the activities, opinions, and interests. 

Research on involvement has recognized other profile descriptors, 

such as opinion leadership (Summers, 1970) and brand loyalty (Lastovicka, 

1979). Some cognitive dimensions on which high and low involvement can 

be described are related to information seeking, brand preference, and 

personal influence (Robertson and Zielenski, 1984). A selected group 

of all of the descriptors was used in this research to profile high and 

low involvement segments. 

Analysis of Categorical Data 

The construction and analysis of cross-tabulations is one of the 

most common activities in marketing research (Green, Carmone, and Wachs­

press, 1977). The data most frequently used are called qualitative 

data which categorizes the variables into discrete classifications. 



19 

Contingency Tables 

When working with data that are cross-classified according to two 

or more variables, the data can be presented in a contingency table. A 

two-dimensional contingency table will be comprised of rows and columns. 

One variable can be represented by the rows and the other by columns. 

The cells in such a table may be given as frequencies or transformed 

to percentages or proportions. 

The methods given in the literature for the analysis of categorical 

data assume that the data have been collected by one of the following 

sampling designs (Fienberg, 1977). 

1. Multinomial--The total sample size is assumed to be fixed and 

sampling is done with replacement. In practice, this may not necessarily 

be true but with a large sample size, this assumption is nearly satis­

fied. 

2. Product-multinomial--The sample size is fixed relative to the 

combination of variables and for each cross-classification a multi­

nomial design is assumed. 

3. Poisson--The sample size is not fixed in advance but the time 

of sampling is fixed. The observed cell counts in the cross-classifica­

tion have independent poisson distributions with the expected counts as 

their means. 

Log-Linear 

There are several hypotheses of interest in the analysis of cate­

gorical data; however, the most important one is that of independence. 

The hypothesis of independence allows the researcher to investigate the 

possible association that may exist among variables. In most studies 
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it is common to investigate the association of two variables at a time, 

using the traditional Pearson chi-square test of independence. Such a 

test determines whether or not the association existing between the 

variables is real or due to chance. However, Pearson chi-square tests, 

when used, only tell if the variables are associated and not the strength 

of the association. To determine the strength of the association 

several measures of association have been proposed. In the literature 

(Bishop, Fienberg, and Holland, 1975; Knoke and Burke, 1980), the 

ones most commonly used are correlation coefficients and cross-product 

ratios. All other measures are usually a function of these two that 

are typically used. 

To examine the association between variables, log-linear models 

are useful. Log-linear models suggest that the log of the cell fre­

quencies can be represented as a linear combination of the involved 

variables. Some log-linear models also allow for association between 

or among variables in the representation of the log of the frequencies. 

These models involving association are very important because they may 

be highly significant in explaining consumer behavior (Chance and French, 

1964; McEnally, 1982). 

The simplest log-linear model. consists of the main effects model 

(i.e., no association among variables). It tests the independence of 

the variables. The statistical notation for this model is given in 

Appendix B. When this model is satisfied it indicates that the three 

variables are independent. 

· In multidimensional tables the model of independence is rarely 

satisfied. With several variables it is almost certain to have some 

kind of association among some of the variables. To demonstrate such 
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association other log-linear models can be examined (Green and Carmone, 

1977). 

The two-factor effect or association can be incorporated into a 

model. Such a model is known as first-order interaction model. This 

model is expressed in Appendix B. 

In addition to the two factor interaction, a three factor inter­

action model can be considered. This is known as the saturated model. 

The statistical notation is given in Appendix B. In practice, one 

desires a reduced model in order to explain the association among the 

variables. The saturated model can be used as a stepping stone in 

arriving at such a reduced model. 

When a study goes beyond the traditional chi-square test and 

involves the analysis of three or more categorical variables together, 

the variables are depicted in multidimensional contingency tables. 

Many researchers have avoided the analysis of multidimensional tables 

obtained by summing over the variables. Such a procedure may not be 

appropriate because misleading results could be extrapolated from the 

data. Summing over the variables confounds the association that may 

be present among the variables (Bishop, Fienberg, and Holland, 1975). 

The approach that was used in the analysis of multidimensional 

contingency tables in the present study involved model fitting and 

estimating parameters in the models. This was accomplished by using 

log-linear models. Log-linear models were fitted to the data to 1) 

increase the understanding of the complex data, and 2) allow for more 

accurate estimates of 11 expected 11 frequencies than do the original data 

by themselves (Fienberg, 1970). Log-linear models as described above en-. 

ables this researcher to allow for the analysis of discrete variables. 



Log it 

Legit, a special case of log-linear, can be used to analyze dis­

crete data (McEnally, 1982). The general log-linear model does not 

distinguish between independent and dependent variables. In legit, 

one variable is conceptualized as the response (dependent) variable 

and the other variables become explanatory (independent) variables. 
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The primary interest in this analysis is the effect that explanatory 

variables have on the response variable. Legit representations appear 

useful in modeling consumers• probability-of-choice behavior as related 

to the characteristics of the product and the purchase situation (Green, 

Carmone, and Wachspress, 1977). The legit model is shown in Appendix B. 

Logistic Regression. If one of the independent variables is con­

tinuous or if the number of categories is large enough to be considered 

continuous, another analysis called logistic regression is used 

(Goodman, 1970; Press and Wilson, 1978). Logistic regression was 

used in an effort to explain how the response variable (dependent) 

reacts to explanatory variables which are continuous. 



CHAPTER III 

RESEARCH PROCEDURES 

The purpose of the study was to determine the relationship between 

the level of consumer involvement with clothing and apparel store 

patronage behavior and develop market segment profiles. This study had 

three major objectives: 1) to identify levels of consumer involvement 

relative to store patronage behavior for apparel stores; 2) to determine 

the relationship between the levels of consumer involvement, demo­

graphics, psychographies, and salient store attributes; and 3) to 

develop market segment profiles based on the levels of consumer involve­

ment. The research procedures were developed in three stages depicted 

in the schematic drawing shown in Figure 1. The procedures for each of 

the three stages of the research are discussed in greater detail in the 

following sections. 

Identification of Variables 

The following sequential activities were included in Stage One 

to identify the variables to be used in analyzing the relationship 

between consumer involvement and patronage behavior for clothing pur­

chases. A review of involvement and patronage behavior literature 

was conducted, a conceptual diagram for clothing purchases was 

developed, the sample was selected, and the questionnaire was 

developed. 
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1. 

2. 

3. 

4. 

STAGE 1 
~ 

Identification of / 
Variables 

Review of Literature 1. 

Store attributes 
Consumer involvement 

variables 

Development of Conceptual 2. 
Diagram 

Selection of Sample 

Preparation of Question- 3. 
naire 

STAGE 2 

Determination of Store 
Attributes and Involve-
ment Level 

Collection of Data 

Questionnaire distribu-
tion 

Follow-up 

Compilation of Data 

Coding system 
Tabulation 

Analysis of Data 

Chi-square 
Log-linear 
Log it 
Regression analysis 

STAGE 3 
~ 
/ Establishment of Market 

Segment Profiles 

1. Study the Relationships Between 
Store Attributes, Lifestyle 
Categories, Demographics, and 
Level of Involvement 

2. Development of Market Segment 
Profiles 

3. Formulation of Suggestions for 
Market Strategy by Apparel 
Retailers 

Figure 1. The Procedural Stages and Related Sequential Activities 
Corresponding to the Objectives of the Study 

N 
-!::>o 



Review of Literature 

A literature review was conducted to obtain information on store 

attributes influencing patronage behavior for clothing purchases. The 

variables that measure and describe involvement were also identified. 

The major categories of variables used to examine the literature were 

store attributes and consumer involvement. 
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Store Attributes. The initial search of the literature revealed a 

list of 27 attributes investigated by previous authors as shown in 

Appendix C. It was necessary to simplify this list by selecting rele­

vant evaluative criteria or store attributes that served as constructs 

for this particular investigation. To provide some indication of the 

relative importance of the various attributes, a pre-test was admin­

istered to ascertain the variables to be used in this research. The 

pre-test group consisted of 58 senior students majoring in apparel 

merchandising. They were asked to indicate the relative importance of 

store attributes when selecting a specialty apparel store. Factor 

analysis, using the principal factor method with varimax rotation was 

used to aggregate the variables into eight factors. The varimax 

rotation was done to make the factors more interpretable. The results 

are presented in Table I. 

The eight factors explained approximately 71 percent of the total 

variance. The first factor showed high positive loadings for post-sale 

satisfaction, sales promotions, and sales personnel. This factor was 

interpreted as being related to 'Sales Information.' The second factor 

was labeled 'Store Services,' with parking facilities, return/exchange 

policies, credit, and current fashions loading high. The third factor 
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TABLE I 

FACTOR ANALYSIS OF STORE ATTRIBUTES: 
ROTATED FACTOR PATTERN 

Factor Factor Loading Eigenvalue Comulative Percent 

Factor 1: Sales Information 5.76 22 

Post-Sale Satisfaction .77 
Sa 1 es Promotions .73 
Adequate Number of Sales Personnel . 71 

Factor 2: Store Services 3. 11 34 

Parking Facilities .79 
Return/Exchange Policies .75 
Easy to Obtain Credit .71 
Current, Up-to-Date Women's Fashions .61 

Factor 3: Ue-to-Date, Fashionable 
Merchandise 2.15 42 

Store Reputation .72 
Merchandise Styling/Fashion .56 

Factor 4: Value for the Price 1.94 50 

Prestigious Brands .70 
Best Value for the Money .57 

Factor 5: Merchandise Assortment 1.58 56 

Largest Merchandise Selection .80 

Factor 6: gualitx of Merchandise 1.50 62 

Quality of Merchandise .81 

Factor 7: Brand Names of Merchandise 1.33 68 

Stock Brand Name .75 
Prestigious Brands .55 

Factor 8: Convenience of Store Location 1.08 71 

Convenient Location in Regard to 
Other Stores .65 
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was labeled 'Up-To-Date, Fashionable Merchandise' and had high positive 

loadings for store reputation and merchandise styling/fashion. The 

fourth factor was comprised of best value for the money and prestigious 

brands and labeled 'Value for the Price.' High positive loadings were 

indicated for largest merchandise selection. This fifth factor was 

identified as 'Merchandise Assortment.' The sixth factor was labeled 

'Quality of Merchandise' and showed high positive loadings for quality 

of merchandise. The seventh factor showed high positive loadings for 

stock brand names and prestigious brand names. This factor was inter­

preted as being related to 'Brand Names of Merchandise.' High positive 

loadings were shown for convenient location with regard to other stores. 

This eighth factor was labeled 'Convenience of Store Location.' The 

factor analysis results confirmed the expectation that the store 

attributes could be represented by a fewer number of variables. The 

eight underlying dimensions specified by factor analysis were used to 

suggest the key store attributes. 

To test for factor reliability, Cronbach Alpha was calculated for 

each factor as shown in Table II. Cronbach Alphas could not be calcu­

lated for Factors 5, 6, and 8 due to the existence of only one variable 

in each of the factors. The range of the Cronbach Alphas, from .52 to 

.83, were somewhat high and corresponded with the acceptable range of 

Cronbach Alphas determined from other research studies. 

Consumer Involvement Variables. Variables influencing consumer 

involvement were identified as consumer traits. The following descrip­

tive variables selected from the literature review were demographics 

(age, marital status, income, education, and occupation) and lifestyles 

(activities, interests, and opinions). 



Factor 

Factor 1: 

Factor 2: 

Factor 3: 

Factor 4: 

Factor 7: 

TABLE II 

CRONBACH ALPHA'S FOR RESULTS 
FROM FACTOR ANALYSIS 

Adequate Sales Information 

Variety of Store Services 

Up-To-Date, Fashionable Merchandise 

Value for the Price 

Brand Names of Merchandise 
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Cronbach Alpha 

.83 

.78 

.52 

.68 

.55 
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Development of Conceptual Diagram 

The development of a conceptual diagram involves speculation about 

relevant variables and specification of causal relationships among these 

variables (Sheth, 1974). The conceptual diagram used for this research 

examined the relationship of consumer involvement to store patronage 

behavior. The eclectic approach was used to conceptualize the diagram 

(Sheth, 1974). This approach synthesizes information from behavioral 

studies pertinent to consumer behavior and relevant market research 

studies. The conceptual diagram developed to guide the researcher's pro­

cedures is presented in Appendix D. 

Clothing interest, fashion consciousness, and personal involvement 

are three dimensions of involvement used by the researcher and reported 

in the literature. Lifestyles and demographic characteristics are con­

sidered exogenous variables antecedent to involvement that indirectly 

affect the salience of store attributes. 

Involvement, surmised to be high or low, is an important construct 

in patronage decisions (Arora and Vaughn, 1980; Engel and Blackwell, 

1982). This research showed how involvement can be used to influence 

patronage behavior of apparel stores, determined from salient store 

attributes. 

If correctly operationalized, this diagram could be used to monitor 

the importance attached to store attributes relative to apparel stores. 

This would allow researchers to determine the store attributes con­

sumers consider important when purchasing apparel. 

Selection of Sample 

The sample was selected from customer mailing lists submitted to 
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the researcher by 20 of the 772 retail participants in 10 workshops con­

ducted during the time period from January 1984 through December 1984. 

Procedures for selecting the sample are listed in Appendix E. The 

majority of women•s apparel retailers participating in CAMM workshops 

had an annual sales of $100,000 to $300,000, had been in business one 

to five years, and were located in towns with populations less than 

50,000. A total of 1200 apparel retail customers were randomly selected 

from a composite list of approximately 7800 customers provided by 20 

retailers. The sample of 1200 customers included 400 from each of the 

three regions (western, eastern, and central) that were selected to 

participate in the study. 

Preparation of Questionnaire 

Ray (1979) posited that involvement measures should be developed 

for individual consumer research situations. According to Ray (1979), 

the most effective instruments measuring involvement were designed for 

specific research applications. 

An instrument was constructed for the collection of data. The 

survey instrument was developed to ascertain the relationship between 

levels of consumer involvement and store patronage behavior for cloth­

ing purchases. 

Questions and statements used in the consumer survey instrument 

included in Appendix E were obtained from previous research. This 

aided in the achievement of content validity for the measurement. The 

questionnaire consisted of two parts. Part I included three involve­

ment measures. These three measures had been used in previous research 

to measure the same construct, involvement. The clothing interest 
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instrument was developed and validated by Ebeling (1966) and used to 

define involvement relative to clothing interest. This instrument con­

sisted of 16 items regarding frequency or extent of participation in 

clothing activities. In an attempt to measure the intensity of agree­

ment, a scale consisting of items scored according to a four-point 

'Likert type format was used. This type of scale was supported by 

Houston and Rothschild (1978) who recommended its use when assessing 

individual differences in product involvement. Two of the questions 

were scored according to a dichotomous response. Responses were scored 

so that low scores represented high involvement. A respondent 1 s scale 

score obtained by summing across the items ranged from 10 to 54 points. 

Ebeling (1966) stated that summing across scores was appropriate even 

though two types of scales were summed together. Fashion consciousness 

was also measured using a fashion involvement index developed by Tigert, 

Ring, and King (1975) which had proven valid across all their fashion 

research~ Five questions based on basic fashion behavioral activities 

discussed in Chapter II were included. These questions, used in previous 

fashion studies, have been tested and found to be a strong measure (King, 

Tigert, and Ring, 1975). Point values for each statement were added to 

give a total score for each respondent. One question had a five-point 

response scale compared to a three-point scale for the remaining 

questions, therefore a higher weighting was given to the five-point 

question. The third instrument, the Personal Involvement Inventory 

(Zaichkowsky, 1984) measured the concept of involvement for clothing 

products. The instrument consisted of 20 bipolar adjectives measured 

on a seven-point summative scale. Internal consistency was examined 

by using the measure for different product categories. Content validity 
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was determined by three expert judges who rated the word-pairs as being 

clearly or somewhat representative of the involvement construct. Test­

retest reliability was examined over time. The average Pearson correla­

tion between time one and time two on total scores was .90 (Zaichkowsky, 

1984). Distribution of scores ranged from 20 to 140 points. 

Descriptive variables were also included in Part I of the question­

naire. These are described below: 

1. Demographics: variables included age, education, income, 

marital status and occupation. The response categories for each variable 

were selected by the researcher from classifications in the census data 

reports. 

2. Lifestyle: variables included activity, interest, and opinion 

(AIO) statements adapted from a comprehensive list developed by Wells 

and Tigert (1971) to measure constructs defining lifestyles. General 

and product-specific lifestyle variables were included. The general 

lifestyle constructs included opinion leadership, self-confidence and 

price consciousness. The product-specific lifestyle variables such as 

shopping pleasure and fashion awareness were selected for inclusion 

because of their application to clothing. 

The 47 lifestyle items were factor analyzed to determine if there 

was any correspondence to the factors from the Wells and Tigert (1971) 

research and the factors selected from this study. The factors were 

comprised of items that loaded over 0.40. The results shown in Appendix 

F indicated some minor differences relative to the factors from the 

study conducted by Wells and Tigert (1971). Two of the Wells and Tigert 

factors, fashion awareness and shopping enjoyment, were split into four 

separate factors in this study•s data. The results also showed that two 



of Well •s and Tigert's factors, information seeker and self-designated 

opinion leader, combined to form one factor. The majority of the 

activity, interest and opinion items loaded into factors as was 

expected. Consequently , 13 factors or lifestyle categories which 

corresponded to the Wells and Tigert factors were used in this study. 

In addition, the consumer was asked to respond to the same store 

attributes listed in the retailer survey instrument. The relative 

importance of each store attribute was ascertained on a five-point 

scale. 

33 

Pre-Test and Revisions. A select group of consumers who were 

apparel store shoppers pre-tested the consumer survey. Through an 

initial personal interview, it was ascertained that each consumer who 

participated in the pre-test was a patron of specialty apparel stores. 

The consumers had characteristics similar to those expected of the 

selected sample. The consumer survey was revised based on the pre-test 

results and suggestions from several members of the dissertation 

committee. Several questions were eliminated that were confusing to 

the consumers participating in the pre-test of the instrument. Questions 

were reworded for consistency and clarity throughout the consumer survey. 

Determination of Store Attributes 

and Involvement Level 

To determine salient attributes and the involvement level of the 

consumer sample, the following procedures were used in Stage Two to 

accomplish the collection, compilation, and analysis. 



Collection of Data 

The selected sample of customers was chosen upon receipt of the 

mailing lists of the 20 retailers who agreed to participate. The 

cus~omer survey was sent to a sample of 400 from each of the three 

regional areas included in the study. A total of 1200 surveys were 

mailed by the researcher. The customer survey included a cover letter 

and a self-addressed, stamped return envelope. Appendix E includes 

the cover letter and survey distributed to the selected sample of 

customers. A total of 262 (22%) were returned. After a period of 22 

days, a survey comprised of key questions related to demographics, 

psychographies, store attributes and measures of involvement was sent 

to the nonrespondents. A sample of the condensed questionnaire is 
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shown in Appendix E. The questionnaire was mailed to 938 nonrespondents 

from the customer sample. A cover letter to elicit responses and self­

addressed business reply return form was included. A total of 77 (8%) 

were returned. Data on the type of questionnaire, the number sent and 

response rates are reported in Appendix G. A summary of the responses 

to the questionnaire for the nonrespondents is shown in Appendix H. 

Based on the chi-square values shown in Table III, the nonrespondents 

- did not differ from the respondents relative to involvement and 

importance placed on store attributes. The nonrespondents differed 

significantly in regard to the demographic category of age. A larger 

proportion of the nonrespondents were classified in the 'middle' age 

category. This result may be due to the fact that a limited sample of 

nonrespondents was used in the analysis. In general, the nonrespond­

ents are very similar to the respondents of this study. 



TABLE III 

CHI-SQUARE VALUES OF SELECTED DEMOGRAPHICS, STORE 
ATTRIBUTES AND FASHION INTEREST RESPONSES OF 

THE NONRESPONDENTS AND RESPONDENTS 

Variable X2 Value 

Age 

Value for the Price 

Brand Names of Merchandise 

Assortment of Merchandise 

Quality of Merchandise 

Variety of Store Services 

Adequate Sales Information 

Convenience of Location 

Up-to-Date, Fashionable Merchandise 

Interest in Women's Fashion 

aSignificant at .01 

l. 13 

3.06 

2.58 

2.30 

6.78 

l. 92 

1.10 

l. 76 

.54 
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Compilation of Data 

The information received from the respondents was coded according 

to the system designed with the aid of the statistics consultant prior 

to the distribution of the survey. To simplify the interpretation and 

to avoid the problems of sampling zeros when using log-linear statis­

tics, the categories of the polytomous demographic variables were 

collapsed as depicted in Table IV. The collapsing was done by com­

bining categories adjacent to each other. 

The cut-off point for the levels of involvement was formed after 

the tests were completed by using the median for each of the three 

involvement measures. After the scores for each measurement were 

tallied, the median was determined through examining the distribution 

of scores. The median was then used as the dividing point and a 

guide to classification of high involvement and low involvement con­

sumers. 

Analysis of Data 
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Research problems in multivariate segmentation include misappli­

cation of research methods such as analysis of variance, regression and 

factor analysis and underutilization of other techniques such as logit 

analysis designed for categorical data (Gatty, 1971). Based on the 

nature of the data, log-linear, logit and logistic regression that are 

currently underutilized were selected as the most appropriate statis­

tics for this study. Regression and factor analysis, the traditional 

research techniques appropriate for this type of study, were also 

addressed. 



TABLE IV 

COLLAPSED DEMOGRAPHIC VARIABLES 

Original Variables 

Age Range 

20 years or younger 
21 - 29 years of age 

30 - 39 years of age 
40 - 49 years of age 

50 - 59 years of age 
60 years of age or older 

Highest Level of Education Attainment 

Less than high school 
High school graduate 

Vocational/Technical Training 

Some college 
College graduate 
Graduate degree 

· Marital Status 

Single, never married, separated, 
widowed or divorced 

Married 

Income Ranges 

$ 9,999 or less 
$10,000 - $19,999 

$20,000 - $34,999 
$35,000 - $49,999 

$50,000 - $65,000 
Over $65,000 

Collapsed Variables 

Young 

Mid 

Old 

High School 

Vocational/Technical 
Training 

College 

Single 

Married 

Low 

Mid 

High 
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Three different techniques for measuring involvement levels 

described previously were used: 1) clothing interest, 2) fashion 

consciousness, and 3) personal involvement inventory. The clothing 

interest measure by Ebeling (1966) consisted of 16 questions related to 

a consumer•s interest directed to clothing. According to Tigert, Ring, 

and King (1975), the authors of the fashion consciousness measure, this 

measure was based on five questions related to specific behavioral 

activities of fashion. The Personal Involvement Inventory measured 

interest in clothing with 20 bipolar adjectives. 

These three measures were tested to determine any similarities in 

their measuring devices. This investigation was accomplished using 

log-linear models. The criteria used to determine the appropriate 

log-linear model included: 1) highest probability values, and 2) the 

•best• fit with the fewest parameters. The involvement variable in 

all three measures was a dichotomous variable with high and low levels 

determined by the use of the scales• medians. The information was 

collected on a four-point or seven-point Likert scale and later reduced 

to this dichotomous response. 

As response variables, each one of these measures of involvement 

were analyzed with 1) demographics, 2) lifestyle categories, 3) store 

attributes, and 4) shopping variables. Legit analysis was used to 

determine the significance of any relationships among the involvement 

measures and the selected demographic characteristics of the respond­

ents: age, income, education, and marital status. Since the independ­

ent variables or demographic characteristics were considered to be 

categorical data, legit was appropriate for the analysis. The 13 life­

style categories examined included price consciousness, self-confidence, 
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sewer, arts enthusiast, satisfaction with finances, credit usage, 

awareness of fashion, media exposure, shopping enjoyment, and self­

designated opinion leader. A five-point Likert scale with one denoting 

'strongly agree' and five representing 'strongly disagree' was used to 

measure the categories. The relationship of these lifestyle categories 

to the involvement measures was examined using logistic regression 

since the independent variables or lifestyle categories were considered 

to be data measured on a continuous scale. 

Store attributes consisted of eight variables measured on five­

point Likert scales where one denoted 'very important• and five 

denoted 'very unimportant.• This scale was reduced to a three-point 

scale with one representing 'important• and three representing 'unim­

portant.• The variables were assortment, quality, brand names and 

up-to-date fashionable merchandise, value for the price, variety of 

store services, adequate sales information, and convenience of store 

location. The relationship between these variables and three involve­

ment measures was investigated. In this analysis, the eight variables 

were considered to be independent variables and analyzed through 

repeated use of legit analysis. The relationship of purchase 

behavior to the involvement measures was analyzed. Shopping frequency 

and clothing expenditures were designated as purchase behavior 

variables and measured on a three-point scale. Significant relation­

ships were determined through the use of legit analysis. 

The relationships discussed above will also be analyzed using 

traditional statistical techniques. Factor analysis, a technique whose 

purpose focuses on relationships involving sets of variables, was used 

to examine the overall association among the three measures of 
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involvement. Multiple-regression, used to express a relationship 

between a dependent or response variable and a set of independent or 

explanatory variables, was used to determine what variables (demo­

graphics, lifestyle categories, store attributes, and shopping variables) 

were most important to each of the three involvement measures. 

Establishment of Market Segment Profiles 

The final objective for the study was the establishment of market 

segment profiles. In order to achieve this objective, the following 

activities were included in Stage Three: 1) a study of relationships, 

2) the development of market segment profiles, and 3) the formulation 

of suggestions of market strategy for apparel retailers. 

Study of Relationships 

Relationships between store attributes, demographics, psycho­

graphics or lifestyle categories, and levels of involvement were tested 

following the hypotheses for the study using legit and logistic 

regression. Both of these statistical techniques investigate the 

relationship between variables. Legit, which determines how one 

variable is related to another when other variables are held constant, 

was used to identify the relative importance of the demographics to the 

levels of involvement in each of the three measures. Each of the 

demographic categories were analyzed separately in relation to the 

measure of involvement. Logistic regression was used to determine what 

lifestyle categories were salient to the consumer's level of involvement 

for each of the three involvement measures. The relationships were 

also analyzed using traditional statistical techniques·. Multiple 
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regression was used to determine what demographics, lifestyle categories, 

and store attributes were significant for each of the three involvement 

measures. 

Development of Market Segment Profiles 

Market segment profiles were developed according to each measure 

of involvement. Profiles were identified relative to the high and low 

levels of involvement. The characteristics of each segment were 

determined from the previous analysis of relationships. 

Formulation of Suggestions 

Suggestions for market strategy to be utilized by apparel retailers 

were based on: 1) the review of literature, which led to the sugges­

tions of how involvement influences patronage behavior; 2) the analysis 

of the hypotheses; and 3) the women•s apparel retailers• need for 

practical and applicable information to utilize in their market 

strategy plans. 



CHAPTER IV 

FINDINGS AND ANALYSIS 

The purpose of·the study was to investigate the relationship 

between the level of consumer involvement in clothing purchases and 

store patronage behavior for apparel stores. The three objectives of 

the study were: 1) to identify levels of consumer involvement relative 

to store patronage behavior for apparel stores; 2) to determine the 

relationship between the level of consumer involvement, demographics, 

psychographies, and salient store attributes; and 3) to develop market 

segment profiles based on the levels of consumer involvement. 

This chapter discusses the results obtained from the analysis 

described in Chapter III. First, there will be a description of the 

sample and a description of the levels of consumer involvement for the 

customers participating in this study. A discussion of the preliminary 

analysis of the data and the results for each hypothesis tested con­

cludes the reporting of the findings. 

Sample Description 

The data analyzed in this study were collected from a sample of 

customers identified by the participating retailers. A complete summary 

of the data used for analysis is located in Appendix J. The data are 

reported in the following categories: sample description, purchase 
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information, perceptions of store attributes, lifestyle.categories, 

and involvement measures. 

Customer Sample 

43 

A total of 1200 customers were randomly selected from approximately 

7800 customers• names appearing on the mailing lists of apparel store 

retailers. The 220 customer participants represented three regional 

areas of the country designated for the purposes of the study. Customer 

demographics were aggregated into fewer groups as indicated in the 

procedures. A summary of the customer demographics is shown in Table 

V. A large percentage (44%) of the 220 respondents were in the middle 

age group (30 to 50 years). The majority (66%) had attained some 

college education. Over one-half (67%) were married. All of the 220 

female respondents were employed in some capacity and over one-half had 

individual income ranges of $20,000 to $49,999 (middle category). 

Purchase Behavior 

The respondents• purchase behavior at women•s specialty stores was 

examined and results are shown in Table VI. The largest percentage 

(45%) shopped from five to ten times in the six months prior to the 

survey. Almost one-fourth (23.2%) indicated clothing expenditures over 

$500. Clothing expenditures between $201 and $300 were noted by 20.9 

percent. Only a small percentage (7.7%) had expenditures under $100. 

Store Attribute Perceptions 

The respondents rated the eight store attributes as to how impor­

tant they considered each store characteristic when shopping for 



TABLE V 

DEMOGRAPHIC CHARACTERISTICS OF THE 
CUSTOMER PARTICIPANTS 

(N=220) 
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Demographic Characteristics 
Responses 

Frequency Percent 

Young (Under 29) 
Middle (30-50 years) 
Old (Over 50 years) 

Education 

High School (High School or less) 
Vocational (Vocational/Technical Training) 
College (Some College, College or 

Graduate Degree) 

Marital Status 

Single (Never Married, Separated, Widowed, 
Divorced) 

Married 

Income Ranges 

Low (Under $20,000) 
Middle ($20,000 to $49,999) 
High (Over $49,999) 

43 
96 
81 

48 
27 

145 

72 
148 

71 
112 

37 

20 
44 
36. 

22 
12 

66 

33 
67 

32 
51 
17 



TABLE VI 

RESPONSES REGARDING SHOPPING FREQUENCY 
AND CLOTHING EXPENDITURES 

(N=220) 
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Responses 
Purchase Behavior Frequency Percent 

Shopping Frequency at Women•s Specialty 
Store in Prior Six Months 

Less than 5 times 
From 5 to 10 times 
Over 10 times 

Clothing Expenditures During Prior Six Months 

Under $100 
$101 - $200 
$201 - $300 
$301 - $400 
$401 - $500 
Over $500 

54 
99 
67 

17 
38 
46 
35 
33 
51 

24.5 
45.0 
30.5 

7.7 
17.3 
20.9 
15.9 
15.0 
23.2 
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clothing items in a specialty apparel store. A five-point scale was 

used with one being very important and five indicating very unimportant. 

The percent of responses for the rating is shown in Table VII. 

Quality of merchandise (83.6%), value for the price (76.8%), and 

assortment of merchandise (60.0%) were among the most important store 

attributes for the overall sample. The importance of assortment and 

quality of merchandise was consistent with conclusions drawn from 

previous research conducted by Berry (1969) and Martineau (1958). 

Attributes considered somewhat important by the customers were con­

venience of store location (45.0%), adequate sales information (38.6%), 

and up-to-date, fashionable merchandise (39.1%). In Schiffman, Dash, 

and Dillon•s (1977) research, the majority of specialty store shoppers 

felt that store location was of little importance. The lesser impor­

tance of store location conflicts with the opinion of Fisk (1961), who 

observed that location of the store was the most powerful image component 

for carriage trade stores. These conflicting results may be explained 

by consumers• lack of awareness of what is really important to them. 

For example, Gentry and Burns (1979) found that consumers listed 

locational convenience as being relatively unimportant. Convenience 

however had the greatest explanatory performance in their choice of 

shopping site. Customers rated the store attribute, brand names of 

merchandise (12.7%), as being the least i~portant attribute. This 

response was supported in the research of Joyce and Guiltinan (1978) 

and Schultz, Baird, and Hawkes (1979). 

Lifestyles 

An examination of the 13 lifestyle categories or psychographies 



Store 
Attribute 

1. Quality of 
Merchandise 

2. Value for 
the Price 

3. Assortment of 
Merchandise 

4. Up-to-date, 
Fashionable 
Merchandise 

5. Convenience of 
Store Location 

6. Adequate Sales 
Information 

7. Variety of Store 
Services 

8. Brand Names of 
Merchandise 

TABLE VII 

PERCENTAGES OF RESPONSES TO THE 
SALIENT STORE ATTRIBUTES 

(N=220) 

Very Somewhat 
Important Important Neither 

83.6 15.0 1.0 

76.8 17.3 5.5 

60.0 33.2 5.5 

40.5 39.1 13.6 

39.5 45.0 10.5 

39.0 38.6 17.3 

21.8 40.9 27.7 

17.7 34.55 29.5 
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Not Very Un-
Important Important 

.4 

1.0 .5 

4. 1 2.7 

3.2 1.8 

3.6 1.4 

6.8 2.7 

12.7 5.5 
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revealed several facts about the customer sample as shown in Table VIII. 

The mean ratings were one being 'strongly agree• and five representing 

'strongly disagree.• The respondents tended to agree that they were 

price conscious {2.35), self-confident (2.43), sewers (2.55), arts 

enthusiasts (2.56), satisfied with their finances (2.61), credit users 

(2.82), aware of fashion (2.87), enjoyed shopping (2.87), had a certain 

amount of exposure to the media (2.87), and were self-designated 

opinion leaders (2.97). They neither agreed nor disagreed that they 

were homebodies (3.01). The mean ratings suggested that they were 

neither information seekers (3.59) or new brand-tryers (3.88). 

Involvement Measures 

Three different measures were used to determine the respondents• 

levels of involvement in regard to women's apparel. These measures 

included a clothing interest test, a measure to indicate fashion 

consciousness, and a personal involvement inventory. 

Clothing Interest. The 16 questions measuring the frequency or 

extent of participation in clothing activities are depicted in Table IX. 

Questions 1, 2, 4 through 10, and 12 through 14 were measured on a four­

point scale. Questions 3, 11, 15, and 16 were dichotomous response 

questions. Although the point scales differ, Ebeling (1966) aggregated 

the questions to obtain a summated scale. A large percentage {85.9%) 

wished that stores carried a wider style selection of clothing. The 

majority of the sample (65.9%) enjoyed attending fashion shows. Over 

one-half (53.2%) often thought about the clothes they wore. Buying 

clothes for purposes of cheering up the individual was considered to 

be only sometimes appropriate for over one-half (54.5%) of the sample. 



TABLE VII I 

MEAN RATINGS FOR LIFESTYLE (AlO) CATEGORIES 
(N=220) 

Lifestyle Category Mean Ratings 

Price Conscious 

Self-confident 

Sewer 

Arts Enthusiast 

Satisfied with Finances 

Credit User 

Fashion Awareness 

Media Exposure 

Shopping Enjoyment 

Self-designated Opinion Leader 

Homebody 

Information Seeker 

New Brand Tryer 

2.35 

2.43 

2.55 

2.56 

2.61 

2.82 

2.87 

2.87 

2.87 

2.97 

3.01 

3.59 

3.88 
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TABLE IX 

RESPONSES TO THE CLOTHING INTEREST MEASURE 
OF INVOLVEMENT 

(N=220) 

Clothing Interest Questions Frequency Percent 

1. Do you look at fashion magazines: 
Often 62 29.5 
Sometimes 110 50.0 
Se 1 dom 34 15. 5 
Never ll 5.0 

2. Do you ever want to know what other people think of your clothes? 
Often 79 35.9 
Sometimes 110 50.0 
Seldom 26 ll.8 
Never 5 2.3 

3. Do you like to attend fashion shows? 
Yes 145 65.9 
No 75 34.1 

4. Do you think people pay any attention to the kinds of 
clothes you wear? 

Often ll5 52.3 
Sometimes 96 43.6 
Seldom 9 4.1 
Never 

5. How much do you like to spend time shopping for clothes 
or material? 

Very much 
Somewhat 
Very 1 ittl e 
Not at all 

6. How often do you think about the clothes you wear? 
Often 
When dressing 
When buying clothes 
Special occasions 

7. Do you ever buy an article of clothing to cheer you up? 
Often 
Sometimes 
Seldom 
Never 

8. Do you window shop in clothing store windows? 
Often 
Sometimes 
Seldom 
Never 

9. How interested are you in style changes? 
Very much 
Somewhat 
Very little 
Not at all 

86 
89 
44 
1 

ll7 
72 
27 
4 

23 
120 

57 
20 

68 
92 
51 
9 

48 
ll9 
45 
8 

39.1 
40.5 
20.0 

.4 

53.2 
32.7 
12.3 
1.8 

10.5 
54.5 
25.9 
9.1 

30.9 
41.8 
23.2 
4.1 

21.8 
54.1 
20.5 
3.6 
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TABLE IX (Continued) 

Clothing Interest Questions 

10. Do you ever refuse invitations to go out because you 
feel you do not have the right clothes to wear? 

Often 
Sometimes 
Seldom 
Never 

11. Do you think women who dress well are often better liked than 
those who do not dress as well? 

Yes 
No 

12. Do the clothes you wear to a social gathering have an effect 
on whether you feel at ease or not? 

Often 
Sometimes 
Seldom 
Never 

13. Do you enjoy clothes like some people enjoy such things as 
books, records or movies? 

Often 
Sometimes­
Seldom 
Never 

14. Do you enjoy shopping for clothes? 
Often 
Sometimes 
Seldom 
Never 

15. Do you wish stores carried a wider style selection from 
which you could choose clothing? 

Yes 
No 

16. Do you wish you had more money to spend on clothes? 
Yes 
No 
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Responses 
Frequency Percent 

7 3.1 
29 13.2 
50 22.7 

133 61.0 

109 49.0 
lll 51.0 

105 47.7 
86 39.1 
17 7.7 
12 5.5 

78 35.5 
95 43.5 
38 17.3 
9 4.0 

104 47.3 
87 39.5 
21 9.5 
8 4.0 

189 85.9 
31 14.1 

183 83.2 
37 16.8 



Style changes were reported to be only somewhat interesting to the 

majority (54.1%) of the customers surveyed. 
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Fashion Consciousness. The initial analysis of fashion conscious­

ness was based on five questions shown in Table X. A large percentage 

(46.3%) felt that they purchased clothing fashions no.sooner than the 

majority of women. In regard to fashion interpersonal communications, 

over one-half (52.3%) gave very little information about clothing 

fashions to their friends. The majority (66.4%) considered themselves 

about as interested in fashion as most other women. Over one-half 

(54.5%) did not consider themselves as likely to be asked about fashion 

as most women. Relative to fashion awareness, a large percentage 

(54.5%) kept up-to-date on fashion changes but did not always attempt 

to dress according to those changes. These results contradict those 

of King, Ring, and Tigert (1980), who used this measure and reported 

in previous research that specialty apparel store shoppers' responses 

were predominantly 'high' for purchasing earlier in the season and 

being more interested in fashion than most other women. These con­

flicting results may be explained by the fact that the sample in the 

King, Ring, and Tigert (1980) study consisted of urban shopper-s, where­

as the shoppers in this study were largely from smaller cities. 

Personal Involvement Inventory. The customer's interest in cloth­

ing was measured against 20 bipolar adjectives presented in Table XI. 

The items were scored from one indicating 'very closely related' to 

seven signifying 'not closely related.' The responses to the pair of 

bipolar adjectives indicated that adjectives 'useful' (42.3%), 

'interesting' (41.8%), 'matters to me' (40.9%), and 'needed' (43.6%) 



TABLE X 

RESPONSES TO THE FASHION CONSCIOUSNESS MEASURE 
(N=220) 

Responses 
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Fashion Consciousness Statements Frequency Percent 

Purchase of Women•s Fashions 

Earlier in the season 
About the same time 
Later in the season 

Amount of Information Given About Women•s Fashion 

Give very little information 
Give an average amount 
Give a great deal 

Interest in Women•s Fashions Compared 
to Most Other Women 

Less interested 
About as interested 
More interested 

Likelihood to be Asked for Advice About New 
Women•s Fashion 

Less likely to be asked 
About as likely to be asked 

Reaction to Changing Fashions in Women•s Clothes 

36 
102 
82 

115 
89 
16 

33 
146 

41 

59 
120 

16.4 
46.3 
37.3 

52.3 
40.5 

7.2 

15.0 
66.4 
18.6 

26.8 
54.5 

Keep wardrobe up-to-date 10 4.5 
Don•t always dress according to fashion changes 120 54.5 
Check current fashions only when buy new clothes 19 8.6 
Don•s pay much attention to fashion 47 21.4 
Not at all fnterested in fashion trends 24 11.0 



TABLE XI 

RESPONSES FOR PERSONAL INVOLVEMENT INVENTORY MEASURE 

Bi-Polar Bi-Polar 
Adjective Freq/% Freq/% Freq/% Freq/% Freq/% Freq/% Freq/% Adjective 

Important 81/36.8 76/34.5 31/14.1 18/8.2 7/3.2 5/2.3 7/1.0 Unimportant 

Of No Concern 6/2.7 8/3.6 11/5.0 11/5.0 25/11.4 72/32.7 87/39.5 Of Concern To Me* 

Irrelevant 5/2.3 4/1.8 8/3.6 22/10.0 30/13.6 79/35.9 72/32.7 Relevant* 

Means A Lot To Me 74/33.6 52/23.6 39/17.7 29/13.2 14/6.4 8/3.6 4/1.8 Means Nothing To Me 

Useless 11.5 6/2.7 4/1.8 8/3.6 32/14.5 76/34.5 93/42.3 Useful* 

Valuable 68/30.9 67/30.5 36/16.4 33/15.0 7/3.2 4/1.8 5/2.3 Worthless 

Trivial 6/2.7 8/3.6 5/2.3 23/10.5 49/22.3 54/24.5 75/34.1 Fundamental* 

Beneficial 80/36.4 63/28.6 33/15.0 24/10.9 8/3.6 10/4.5 2/1.0 Beneficial 

Matters To Me 90/40.9 62/28.2 33/15.0 19/8.6 9/4.1 3/1.4 4/1 .8 Does Not Matter 

Uninterested 3/1.4 9/4.1 4/1.8 17/7.7 29/13.2 70/31.8 88/40.0 Interested* 

Significant 75/34.1 62/28.2 38/17.3 20/9.1 13/5.9 8/3.6 4/1.8 Insignificant 

Vital 50/22.7 41/18.6 53/24.1 47/21.4 16/7.3 9/4.1 4/1.8 Superfluous 

Boring 4/1.8 3/1.4 4/1.8 21/9.5 29/13.2 67/30.5 92/41.8 Interesting* 

Unexpected 4/1.8 4/1.8 8/3.6 32/14.5 49/22.3 51/23.2 72/32.7 Exciting* 

Appealing 92/41.8 66/30.0 27/12.3 20/9.1 5/2.3 8/3.6 2/1.0 Unappealing 

Mundane 5/2.3 8/3.6 8/3.6 25/11.4 59/26.8 56/25.5 59/26.8 Fascinating* 

Essential 92/41.8 57/25.9 32/14.5 23/10.5 6/2.7 6/2.7 4/1.8 Nonessential 

Undes i rab 1 e 5/2.3 2/1.0 3/1.4 18/8.2 33/15.0 71/32.3 88/40.0 Desirable* 

Wanted 88/40.0 66/30.0 28/12.7 25/11.4 4/1.8 4/1.8 5/2.3 Unwanted 

Not Needed 6/2.7 2/1.0 5/2.3 15/6.8 36/16.4 60/27.3 96/43.6 Needed* 

*Indicates item is reverse scored. 

(Items on left are scored (1) very closely related to (7) not closely related.) 01 
~ 



were 'quite closely related' to clothing. The responaents were 

'neutral' about the relationship of the adjective 'vital • to clothing. 

None of the 20 bipolar adjectives were rated 'not closely related' to 

clothing by the respondents. A visual presentation of the mean values 

is presented in Table XII. 

Analysis of Findings 

Two hypotheses were tested according to the procedures detailed 

in Chapter III. The results are reported in the following section. 

A discussion of the analytical results is presented with each 

hypothesis. 

Comparison of Involvement Measures 
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Hypothesis 1 stated that there were no significant relationships 

between the three measures of involvement. The three instruments 

measuring involvement: 1) clothing interest, 2) fashion consciousness, 

and 3) personal involvement inventory were analyzed using log-linear 

models. The log-linear statistical technique treated each involvement 

measure as a variable and tested for association among the variables. 

These variables were all considered dichotomous response variables. The 

categories were obtained by combining the results of all the questions 

included in the measure. As indicated in the procedures, the median 

was used to determine the high and low involvement categories. A 

summary of the fit of all possible models based on the three measures 

is given in Table XIII. The sufficient configurations given in the 

table were used to denote the log-linear model. 
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TABLE XII 

SEMANTIC DIFFERENTIAL SCALE BASED ON MEAN RESPONSES 
FOR PERSONAL INVOLVEMENT INVENTORY 

Important 

Of Concern 

Irrelevant 

Means Alot 
to Me 

Useless 

Valuable 

Trivia 1 

Beneficial 

Matters To Me 

Uninterested 

Significant 

Vital 

Boring 

Unexpected 

Appealing 

Mundane 

Essential 

Undesirable 

Wanted 

Not Needed 

\ 

-· 

Unimportant 

Of No Concern 

Re 1 evant 

Means Nothing 
To Me 

Useful 

Worthless 

Fundamental 
Not 

Beneficial 

Doesn 1 t Matter 

Interested 

__ Insi gni fi cant 

Superfluous 

Interesting 

Exciting 

Unappealing 

Fascinating 

Nonessential 

Desirable 

Unwanted 

Needed 



TABLE XIII 

FIT OF EIGHT LOG-LINEAR MODELS TO THE THREE 
DIFFERENT MEASURES OF INVOLVEMENT 
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Models and Sufficient Gzb xzC Observed Signif-
Configurationsa icance Leveld 

1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

F, c, p 19.53 19.47 

F, CP 3.23 3.22 

c, FP 19.43 19. 12 

P, FCe 16.61 16.65 

FC, FP 16. 51 16.61 

FP, CP 3.14 3.13 

CP, FC 0.31 0.31 

FC, FP, CP 0.29 0.29 

aRefers to associations of three measures of involvement. 

bGz indicates the likelihood ratio statistic. 

cX 2 indicates Pearson chi-square statistic. 

dProbability chi-square > observed value. 

eindicates the best model with the fewest parameters. 

F = Fashion Consciousness Measure 

C = Clothing Interest Measure 

P = Personal Involvement Inventory Measure 

0.54 

0.40 

0.37 

0.97 

0.89 

0.23 

0.97 

0.81 
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The first letter in the configuration denotes the variable. A 

comma (,) indicates independence and two letters together indicates ·an 

association between those variables. The G2 is the likelihood ratio 

statistic for testing the fit of the model. x2 is the Pearson chi­

square statistic for testing the fit of the model and •probability of 

x2• is the p-value indicating how well the model fits. Therefore, a 

good fit was provided by model 4(0.97), model 5(0.89), model 7(0.97), 

and model 8(0.81). The aim is to have a good fit with as few parameters 

as possible, thus model 4(P, FC) was the best model. This model indi-

cated that the measurements of clothing interest and fashion conscious­

ness were associated, but jointly independent of personal involvement 

inventory. Hypothesis 1 stated that there was no significant relation­

ship among the three measures of involvement and was therefore rejected. 

A significant relationship appeared to exist between the clothing 

interest and fashion consciousness measures of involvement. 

Agreement, a special case of association, was measured. The 

distinction between association and agreement stated that for two 

responses to agree, they must fall into the identical category, while 

for two responses to be perfectly associated it is only necessary that 

the category of one response predict the category of the other response 

(Bishop, Fienberg, and Holland, 1975). Therefore, a model may exhibit 

high association with either high or low agreement. The sufficient 

configurations of the log-linear analysis indicated an association 

between the clothing interest and fashion consciousness measures of 

involvement. To determine the degree of agreement, a measure was used 

to indicate the proportion of the population whose categorization in 

the two variables was identical (Bishop, Fienberg, and Holland, 1975). 
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The calculations for the measures of agreement are shown in Appendix K. 

Table XIV depicts the measures of agreement for the joint associations 

among the three measures of involvement. The high degree of agreement 

existing between the clothing interest and the fashion consciousness 

measures seemed to be more than chance. This supports the 'best' 

fitting log-linear model that suggested joint association between 

fashion consciousness and clothing interest as measured in this study. 

Each measure of involvement attempted to classify respondents into 

one of two levels, high and low. However, the measuring devices used 

to categorize these respondents differed. In the case of clothing 

interest, 16 questions were included. In the measure of fashion con­

sciousness, five questions were used. In the case of personal involve­

ment inventory, 20 bipolar adjectives were used. The log-linear 

analysis indicated that there was a similarity in the measuring devices 

between clothing interest and fashion consciousness. Consequently, 

there was a need to determine when a respondent was correctly classified. 

One can assume that a correct classification was made when the 

respondents were classified by one of the following three criteria: 

1) classified similarly by both fashion consciousness (F) and clothing 

interest (C) but not personal involvement inventory {P); 2) classified 

similarly by both fashion consciousness and personal involvement inven­

tory but not clothing interest; and 3) classified similarly by fashion 

consciousness, clothing interest, and personal involvement inventory. 

Based on the three possible classification outcomes, the misclassifi­

cation/classification method for classifying the three measures of 

involvement for the 220 respondents is shown in Figure 2. The number 

of those that were correctly classified by C and P (74), F and P (49), 



TABLE XIV 

MEASURES OF AGREEMENT FOR JOINT ASSOCIATIONS 
BETWEEN INVOLVEMENT MEASURES 

Joint Association 

Fashion Consciousness/ 
Clothing Interest 

Personal Involvement Inventory/ 
Clothing Interest 

Fashion Consciousness/ 
Personal Involvement Inventory 

aHigh agreement 

Measure of Agreement 

a 
.98 

.007 

.002 
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Clothing 
Interest 

(C) 

Fashion 
Consciousness 

(F) 

Personal 
Involvement 
Inventory 

(P) 

Code: Classification represented by shaded area. 
Misclassification represented by unshaded 

area. 

_ Figure 2. Classification/Misclassification 
Method for Measures of Involvement 

61 
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F and C (39), and F, C, P (58) totals 220. Based on the criteria listed 

above, the personal involvement inventory misclassified 39 respondents. 

A total of 123 respondents were misclassified by, the clothing interest 

measure (49+74). The fashion consciousness measure misclassified 113 

persons (74+39). Scores were summed for the clothing interest and 

fashion consciousness measures since they are associated and not dis-· 

tinct. The misclassification percentage appears in Table XV. The per­

sonal involvement inventory misclassified the least number of times {18%) 

based on the criteria 1, 2, and 3 previously discussed, states that in 

order to be classified correctly each group has to be represented. 

Hypothesis 1 was also tested using a traditional statistical 

technique. Factor analysis was used to identify any underlying con­

structs among the 41 questions used to measure a consumer's involvement. 

The results of the factor analysis using a varimax rotation pattern are 

presented in Table XVI. The two factors explained approximately 42 

percent of the total variance. 

The first factor showed high positive loadings for the 20 questions 

included in the personal involvement inventory. This factor was inter­

preted as being the 'Personal Involvement Inventory. • The second factor 

included the questions of both the clothing interest and fashion con­

sciousness measures of involvement and consequently was labeled 'Cloth­

ing Interest/Fashion Consciousness.' The factor analysis results 

confirmed the log-linear model that indicated an association between the 

clothing interest and fashion consciousness measure. These results also 

supported the rejection of hypothesis 1. This association, represented 

by factor 2, may exist since both the clothing interest and fashion con­

sciousness measures were specifically developed to examine clothing 

interest. 



TABLE XV 

MISCLASSIFICATION PERCENTAGES FOR 
MEASURES OF INVOLVEMENT 

Measure of Involvement 

Fashion Consciousness 

Personal Involvement Inventory 

Clothing Interest 

Percent 

34 

18 

23 

63 



TABLE XVI 

FACTOR ANALYSIS OF FORTY-ONE QUESTIONS USED TO MEASURE 
INVOLVEMENT: ROTATED FACTOR PATTERN 

Factor 1 Factor 2 
Personal Involvement Clothing Interest 
Inventory Factor Loadings Fashion Consciousness Factor Loadings 
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In addition, the questions were asked together while the personal in­

volvement inventory was separated by questions pertaining to the life­

style categories. 

Relationship Between Involvement Meas­

ures and Selected Variables 

Hypothesis 2a stated that there was no significant relationship 

between involvement measures and demographics. None of the examined 

demographics, namely age, education, income, and marital status, 

exhibited any significant relationships at the .05 level to the three 

measures of involvement. This led to the acceptance of the hypothesis 

that there was no significant relationship between the involvement 

measures and the demographics pertaining to the respondents. 

Hypothesis 2b stated that there was no significant relationship 

between the three measures of involvement and lifestyle categories. 

Legit analysis was used to analyze these relationships. The significant 

lifestyle categories are shown in Table XVII. Involvement, determined 

by the clothing interest measure, was related at the .001 level to the 

two lifestyle categories of media exposure and shopping enjoyment. At 

the .05 level, relationships existed between the clothing interest 

measure and two other lifestyle categories, satisfied with finances 

and fashion awareness. Only two lifestyle categories, new brand tryer 

at the .01 level and sewer at the .05 level showed a significant rela­

tionship to the fashion consciousness measure of involvement. Two 

lifestyle categories, fashion awareness and media exposure were related 

at the .001 level to personal involvement inventory. At the .01 level 

of significance, two other lifestyle categories, shopping enjoyment 
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TABLE XVII 

CHI-SQUARE VALUES BASED ON LOGIT ANALYSIS OF THIRTEEN 
LIFESTYLE CATEGORIES AND THREE 

INVOLVEMENT MEASURES 

Personal 
Lifestyle Scale Name Clothing Fashion Involvement 

Interest Consciousness Inventor~ 

1. Price Consciousness 0.48 1.10 1.07 

2. Self-confident 1.99 0.70 4.9la 

3. Sewer 1.65 4.2la 0.65 

4. Arts Enthusiast 3.15 1.97 2.36 

5. Satisfied with Finances 4. 15a 0.24 0.48 

6. Credit User 1.68 0.01 1.96 

7. Fashion Awareness 3.6la 0.33 19.85b 

8. Media Exposure 32.26b 0.04 18.65b 

9. Shopping Enjoyment 18.80b 0.80 9.02c 

10. Self-designated Opinion Leader 1.34 0.24 6.89c 

11. Homebody 2.76 0.33 3. 77a 

12. Information Seeker 0.00 0.12 0.40 

13. New Brand Tryer 1.45 6.27 
c 

1.55 

aSignificant at .05 

bs. "f" t 1gn1 1cant a .001 
c 
Significant at . 01 
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and self-designated opinion leader, showed a relationship to the personal 

involvement inventory. At the .05 level, the lifestyle categories, 

homebody and self-confident, were related to the personal involvement 

inventory measure. The results indicated that hypothesis 2b should be 

rejected since there was a significant relationship at the .05 level or 

above between nine of the 13 lifestyle categories and one or more of the 

three involvement measures. 

Hypothesis 2c stated that there was no significant relationship 

between involvement measures and store attributes. The hypothesis was 

tested using legit analysis. Significant relationships between the 

three measures of involvement and store attributes are shown with the 

results of the chi-square test based on legit analysis in Table XVIII. 

A significant relationship existed at the .001 level between the cloth­

ing interest measure of involvement and the following variables: 

assortment of merchandise, brand names of merchandise, and up-to-date, 

fashion merchandise. At the .05 level of significance, adequate sales 

information and convenience of store location showed a relationship to 

the clothing interest measure. Up-to-date, fashionable merchandise 

was the only significant store attribute at the .001 level for the 

personal involvement inventory measure. At the .01 level of signifi­

cance, a relationship existed between brand names of merchandise and 

the personal involvement inventory measure. On the basis of the data, 

there were no significant relationships between store attributes and 

the fashion consciousness measures. 

The pattern of results relative to the relationship between the 

involvement measures, lifestyle eategories and store attributes showed 

that a similar number of lifestyle categories were found to be 



TABLE XVIII 

CHI-SQUARE VALUES BASED ON LOGIT ANALYSIS FOR EIGHT 
STORE ATTRIBUTES AND THREE INVOLVEMENT MEASURES 

Store Attributes Clothing Fashion 
Interest Consciousness 

1. Assortment of Merchandise 14.85a .74 

2. Quality of Merchandise 1.59 3.06 

3. Value for the Price 0.68 1.29 

4. Brand Names of Merchandise 13. 07a 3.91 

5. Variety of Store Services 2.84 0.67 

6. Adequate Sales Information 6.42c 1.58 

7. Convenience of Store Location 7.27c 2.17 

8. Up-to-date, Fashionable 
26.60a Merchandise 4.84 

aSignificant at . 001 

bSignificant at . 01 

cSignificant at .05 

68 

Personal 
Involvement 
Inventory_ 

5.23 

0.92 

1. 70 

10.29b 

0.00 

2.06 

0.92 

19.04a 
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appli~able for both the clothing interest measure and the personal 

involvement inventory. Although the numbers were similar, the actual 

lifestyle categories differed on several occasions. Very few lifestyle 

categories were relevant to the fashion consciousness measure. The 

results also indicated more salient store attributes relative to the 

clothing interest measure. Based on the fashion consciousness measure, 

none of the store attributes were salient. The results indicated that 

hypothesis 2c should be rejected. 

Stepwise regression, a traditional method of analysis, was also 

used to analyze the relationships between the three involvement 

measures and the demographics, lifestyle categories, and store attri­

bute variables. The regression models, with the three measures of 

involvement as the dependent variables are summarized in Table XIX. 

Age was the only significant demographic variable for both the clothing 

interest and the personal involvement inventory measures, with R-squares 

of one percent for the clothing interest measure and two percent for 

the personal involvement inventory. The results indicated that both 

brand names of merchandise and up-to-date, fashionable merchandise were 

important predictors for the clothing interest measure and the personal 

involvement inventory. Again, the R-squares were small, three percent 

for clothing interest and 17 percent for personal involvement inventory. 

No significance was indicated between the fashion consciousness measure 

and demographics or store attributes. Several lifestyle categories 

were significantly related to each of the three involvement measures. 

The following lifestyle categories were significantly related to the 

clothing interest measure: fashion awareness, self-designated opinion 

leader, homebody, media exposure, and shopping enjoyment. This model 



TABLE XIX 

CORRELATION RESULTS AND REGRESSION MODEL RESULTS FOR THREE 
INVOLVEMENT MEASURES AS AFFECTED BY DEMOGRAPHICS, 

STORE ATTRIBUTES AND LIFESTYLE CATEGORIESa 
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Dependent Variables Prob >F Corre- P-value 
lations 

Clothing Interest Measure 
Demographic 

1. Age 
R2 = 0.01 

Store Attribute R2 = 0.03 
0.15 

1. Brand Names of Merchandise 0.03 
2. Up-to-Date, Fashionable Merchandise 0.07 

Lifestyle Categories R2 = 0.30 
1. Fashion Awareness 
2. Self-Designated Opinion Leader 
3. Homebody 
4. Media Exposure 
5. Shopping Enjoyment 

Personal Involvement Inventory 
Demographic R2 = 0.02 

1. Age 
Store Attribute R2 = 0.17 

1. Brand Names of Merchandise 
2. Up-to-Date, Fashionable Merchandise 

Lifestyle Categories R2 = 0.10 
1. Price Conscious 
2. Sewer 
3. Self-Confidence 
4. Self-Designated Opinion Leader 
5. Information Seeker 
6. Arts Enthusiast 

Fashion Consciousness Measure 
Dem·ographi cs 

No variables met the .15 significance 
level for entry into the model. 

Store Attribute 
No variable met the .15 significance 
level for entry into the model. 

Lifestyle Categories R2 = 0.07 
1. Sewer 
2. Arts Enthusiast 
3. Media Exposure 
4. New Brand Tryer 

a All variables significant at the .15 level. 

0.01 
0.01 
0.12 
0.002 
0.02 

0.03 

0.09 
0.0001 

0.06 
0.02 
0.01 
0.0005 
0.01 
0.12 

0.04 
0.06 
0.06 
0.007 

0.10 

0.17 
0.14 

0.13 
0.08 

-0.05 
0.18 
0.16 

-0.14 

0.17 
0.41 

0.09 
-0.03 
0.23 
0.38 
0.10 
0.11 

-0.10 
0.03 
0.02 

-0.16 

0.15 

0.01 
0.03 

0.05 
0.22 
0.43 
0.01 
0.01 

0.03 

0.01 
0.0001 

0.17 
0.63 
0.0006 
0.0001 
0.15 
0.11 

0.18 
0.64 
0.72 
0.02 
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accounted for 30 percent of the variation in the involvement measure. 

The lifestyle categories, price conscious, sewer, self-confidence, 

self-designated opinion leader, information seeker, and arts enthusiast 

entered in the regression model for the personal involvement inventory 

measure with an R-square of 10 percent. The only lifestyle categories 

that met the .15 significance level for entry into the model for the 

fashion consciousness measure were sewer, arts enthusiast, media ex­

posure, and new brand tryer with an R-square of seven percent. These 

results supported the idea that there was a relationship among the in­

volvement measures, lifestyle and store attribute variables, therefore 

hypothesis 2 was rejected. 

Comparison of Involvement Measures 

to Purchase Behavior 

Shopping frequency and clothing expenditures, two purchase 

behavior factors, were examined in relationship to the three involve­

ment measures. The chi-square values based on legit analysis are 

shown in Table XX. The only involvement measure related to frequency 

at the .001 level was the personal involvement inventory and at the 

.05 level of significance to the clothing interest measure. Table XXI 

shows the relationship between clothing expenditures and the three 

involvement measures. The results indicated a relationship at the .05 

level between clothing expenditures and the personal involvement in­

ventory. These results indicated that purchase behavior including 

shopping frequency and clothing expenditures can be determined most 

completely by the personal involvement inventory measure. 



TABLE XX 

CHI-SQUARE VALUES BASED ON LOGIT ANALYSIS 
FOR SHOPPING FREQUENCY AND THE 

THREE INVOLVEMENT MEASURES 

Involvement Measures 

Clothing Interest 

Fashion Consciousness 

Personal Involvement Inventory 

aSignificant at .05 level 

bSignificant at .001 level 

Purchase Frequency 

2.05 

14.18b 
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TABLE XXI 

CHI-SQUARE VALUES BASED ON LOGIT ANALYSIS FOR 
CLOTHING EXPENDITURES AND INVOLVEMENT 

MEASURES 

Involvement Measure 

Clothing Interest 

Fashion Consciousness 

Personal Involvement Inventory 

aSignificant at the .05 level 

Clothing Expenditure 

3.48 

5.18 

14.44a 

73 
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Shopping frequency and clothing expenditures were compared to the 

three involvement measures using the traditional regression analysis. 

The findings, as illustrated in Table XXII, indicated a relationship 

between the personal involvement inventory and shopping frequency. 

Although a negative relationship existed between the personal involve­

ment inventory and clothing expenditures, it does not seem to be very 

significant based on the low value of R-square (0.04). The results 

also suggested that the Personal Involvement Inventory was the only 

measure of involvement to explain purchase behavior relative to 

shopping frequency and clothing expenditures, although an inverse re­

lationship was indicated relative to clothing expenditures. This was 

supported by the significant correlation co-efficients. The clothing 

interest and fashion consciousness involvement measures did not explain 

purchase behavior. These results could imply that a relationship does 

not exist between involvement and purchase behavior as measured in this 

study. 

Association Between Sets of Variables 

Canonical correlation, an extension of regression analysis, was 

used to investigate associations between the two sets of dependent 

variables: 1) involvement measures (clothing interest, fashion con­

sciousness, and personal involvement inventory), and 2) purchase 

behavior (shopping frequency and clothing expenditures). The canonical 

correlation analysis is shown in Table XXIII. At the .10 level, the 

first canonical correlation was significant. With regard to the in­

volvement measures, the highest coefficient (0.92) in the first linear 

combination was associated with the personal involvement inventory. 



TABLE ·xxii 
REGRESSION MODEL RESULTS FOR SHOPPING FREQUENCY 

AND CLOTHING EXPENDITURES AS AFFECTED 
BY INVOLVEMENT MEASURES 

Correla-
Dependent Variable Prob>F tions 

Shopping Frequency 
R2 = 0.01 Involvement Measures 

1. Personal Involvement Inventory a. 11 0.11 

Clothing Expenditures 
R2 = 0.04 Involvement Measures 

1. Personal Involvement Inventory 0.004 -0.19 

75 

P-Value 

0.11 

0.004 



TABLE XXIII 

CANONICAL CORRELATION ANALYSIS FOR SELECTED VARIABLES 

Canonical Correlation 

1. 0. 23 
2. 0.05 

Standardized Canonical Coefficients for the 'var' variables 

Personal Involvement Inventory 
Clothing Interest 
Fashion Consciousness 

Vl 

0.92b 
0.27 

-0.10 

Standardized Canonical Coefficients for the 'with' variables 

Shopping Frequency 
Clothing Expenditures 

Wl 

.50 
-0.84 
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Prob > F 

0.07a 
0. 77 

V2 

0.40 
-0.97 
-0.17 

W2 

0.87 
0.55 

Canonical Redundancy 

Variable Set Cumulative Proportion 

1 
2 

aSignificant at .10 level 

bSignificant coefficient 

0.03 
0.03 
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With respect to purchase behavior, it appeared that clothing expendi­

tures carried the highest coefficient (0.84). However, an inverse 

relationship was suggested since the coefficient was negative. Although 

the second linear combination was not significant, it suggested that 

the clothing interest measure was inversely related to shopping fre­

quency. This finding was reasonable since the clothing interest 

measure, the most traditional measure, included questions concerning 

sewing. Shopping frequency would not be relevant to sewers. The 

canonical redundancy values which represented the variance shared by 

the two sets of variables, indicated that only three percent of the 

variance in the canonical variates was accounted for. 

To investigate the interrelationships among the three involvement 

measures (clothing interest, fashion consciousness, and personal 

involvement inventory), two lifestyle categories (shopping enjoyment 

and fashion awareness) and purchase behavior (frequency of shopping 

and clothing expenditures) variables, correlation coefficients were 

examined as shown in Table XXIV. This matrix shows the variables 

that were highly correlated with other variables. The correlations 

in this study suggested that fashion awareness and shopping enjoyment 

were correlated although they are two distinct lifestyle categories. 

The correlation that existed among personal involvement inventory, 

shopping enjoyment, and fashion awareness was positive, but the correla­

tion between personal involvement inventory and clothing expenditures 

was negative. This result implied that the customer, measured by the 

personal involvement inventory, enjoyed shopping, displayed an aware­

ness of fashion, but did not spend a large amount of money on clothing. 

This implication was not supported by the literature that suggested 



Correlation 
Matrix 

Clothing Interest 

Fashion Consciousness 

Personal Involvement Inventory 

Fashion Awareness 

Shopping Enjoyment 

Shopping Frequency 

Clothing Expenditures 

aSignificant Correlation 

TABLE XXIV 

CORRELATION COEFFICIENTS OF SELECTED VARIABLES 

Persona 1 
Clothing Fashion Involvement 
Interest Consciousness Inventory 

1.0000 -0.0158 0.1555 
0.0000 0.8159 0.0210 

1.0000 
0.0000 

-0.02154 
0.7508 

1.0000 
0.0000 

Fashion Shopping 
Awareness Enjoyment 

0.1297 0.1683 
0.0547 0.0124 

-0.01137 -0.0153 
0.8668 0.8215 

0.3489a 0.2688a 
0.0001 0.0001 

1 .0000 0.4385a 
0.0000 0.0001 

1.0000 
0.0000 

Purchase 
Frequency 

0.0982 
0.1978 

0.0080 
0.9058 

0.1077 
0.1114 

O.l734a 
0.0099 

O.l875a 
0.0053 

1.0000 
0.0000 

Clothing 
Expenditures 

0.0576 
0.3957 

-0.0270 
0.6907 

-0.1917a 
0.0043 

0.0965 
0.1538 

-0.1769a 
0.0085 

-0.0652 
0.3357 

1.0000 
0.0000 

........ 
co 
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the more a customer enjoys shopping, the higher the clothing expendi­

tures. The correlation between fashion awareness and shopping frequency 

was anticipated based on literature that indicated a person who was 

aware of fashion will wear the most current fashion trend. In order 

to be 'in style,' shopping frequently throughout the fashion seasons 

is necessary. The matrix in Table XXIV suggested that shopping 

enjoyment and shopping frequency were positively correlated which was 

supported by the literature. Shopping is more frequent when the 

customer enjoys this activity. A negative correlation existed between 

shopping enjoyment and clothing expenditures. This result implied that 

although shopping was considered an enjoyable pastime, money was not 

spent on clothing. Current literature has suggested that shopping is 

considered to be a form of entertainment for some consumers. If this 

is true, then expenditures for clothing would not take place every time 

a consumer was 'entertained' by shopping excursions. 

Establishment of Market Segment Profiles 

Market segment profiles for consumers' levels of involvement were 

established based on the significant relationships found through logit 

and logistic regression. Significant relationships existed among the 

three involvement measures, store attributes, and lifestyle categories. 

Table XXV shows the profile for high and low levels of consumer in­

volvement categorized by the three involvement measures. The results 

graphically illustrate the differences in salient store attributes and 

lifestyle categories between the high involved consumer and low involved 

consumer for each of the three involvement measures. A summary of the 

percentage breakdown for each level of involvement is shown in 



TABLE XXV 

MATRIX OF CUSTOMERS SEGMENTED BY LEVELS OF INVOLVEMENT AND IMPORTANT 
STORE ATTRIBUTES AND LIFESTYLE CATEGORIES 

Variables 

Store Attributes 

1. Assortment of Merchandise 
2. Quality of Merchandise 
3. Value for the Price 
4. Brand Names of Merchandise 
5. Variety of Store Services 
6. Adequate Sales Information 
7. Convenience of Store Location 
8. Up-to-Date, Fashionable Merchandise 

Lifestyle Categories 

1. Price Conscious 
2. Fashion Awareness 
3. Sewer 
4. Homebody 
5. Credit User 
6. Self-Confident 
7. Self-Designated Opinion Leader 
8. Information Seeker 
9. Satisfied with Finances 

10. New Brand Tryer 
11. Arts Enthusiast 
12. Media Exposure 
13. Shopping Enjoyment 

Clothing Interest 
Measure 

High low 

X 

X 

X 

X 

X 
X 

X 
X 

X 

Fashion Consciousness 
Measure 

High · ···---[ow 

X 

X 

Personal Involvement 
Inventory 

High Low 

X 

X 

X 

X 
X 
X 

X 
X 

co 
0 
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Appendix L. The profile of the high involvement consumer, based on 

the clothing interest measure showed heightened interest in assortment 

of merchandise, brand names of merchandise, adequate sales information, 

and up-to-date, fashionable merchandise. In contrast, the low involve­

ment consumers felt that convenience of store location was the most 

salient store attribute. The high involvement consumers enjoyed 

shopping, were satisfied with their finances and were more likely to be 

exposed to media. With regard to the fashion consciousness measure, 

the high involved consumer was the new brand tryer. In contrast, the 

low involvement consumer was the sewer. In terms of the personal 

involvement inventory, the high involvement consumer expressed the 

importance of brand names and up-to-date, fashionable merchandise. A 

strong awareness of fashion along with an enjoyment of shopping and 

exposure to media was revealed by the high involvement consumer. They 

were also considered to be self-designated opinion leaders. In con­

trast, the low involvement consumer was a homebody. The clothing 

interest and personal involvement inventory measure of involvement 

provided the most distinct profiles based on the high and low levels 

of involvement. 

The market segment profile determined through regression analysis 

was contrasted with the profile established through legit analysis and 

depicted in Table XXVI. Overall, the pattern of results were similar 

for the two methods of analysis. Based on regression analysis, the 

profile of the high involved consumer measured by clothing interest 

indicated an importance placed on the store attributes, brand names, 

and up-to-date, fashionable merchandise. Logit analysis also indicated 

an importance placed on these two store attributes with the addition 



TABLE XXVI 

RESULTS OF LOGIT AND REGRESSION ANALYSES AS DEPICTED IN MATRIX OF CUSTOMERS 
SEGMENTED BY LEVELS OF INVOLVEMENT AND IMPORTANT 

STORE ATTRIBUTES AND LIFESTYLE CATEGORIES 

Variables 

Store Attributes 

1. Assortment of Merchandise 
2. Quality of Merchandise 
3. Value for the Price 
4. Brand Names of Merchandise 
5. Variety of Store Services 
6. Adequate Sales Information 
7. Convenience of Store Location 
8. Up-to-Date, Fashionable Merchandise 

Lifestyle Categories 

1. Price Conscious 
2. Fashion Awareness 
3. Sewer 
4. Homebody 
5. Credit User 
6. Self-Confident 
7. Self-Designated Opinion Leader 
8. Information Seeker 
9. Satisfied with Finances 

10. New Brand Tryer 
11. Arts Enthusiast 
12. Media Exposure 
13. Shopping Enjoyment 

X = Results of Logit Analysis 

0 = Results of Regression Analysis 

Clothing Interest 
Measure 

Rlgn~---l.ow 

X 

xo 
X 

X 
xo 

0 

0 

0 

X 
X 

xo 
xo 

Fashion Consciousness 
Measure Hlgn ------LOW 

xo 

xo 
0 
0 

Personal Involvement 
Inventory 

Rfgh Low 

xo 

xo 

0 
.X 

0 
X 

xo 
xo 
0 

0 
X 
X 

00 
N 



of assortment of merchandise and adequate sales information. Logit 

analysis suggested that the low involved consumer was primarily 

interested in convenience of store location. A profile of the low 

involved consumer was not obtained through regression analysis. 

83 

Regression analysis suggested four lifestyle categories (fashion 

awareness, self-designated opinion leader, media exposure, and shopping 

enjoyment) related to the high involved consumer as measured by clothing 

interest. Two of the lifestyle categories (media exposure and shopping 

enjoyment) correspond with the logit analysis which also included 

satisfied with finances and new brand tryer. Only regression analysis 

indicated a-significant lifestyle category (homebody) for the low in­

volved consumer. Based on the fashion consciousness measure, three 

lifestyle categories (new brand tryer, art enthusiast, and media ex­

posure) were related to the high involved consumer. One of the life­

style categories, new brand tryer, corresponds to the logit results. 

Using the personal involvement inventory, both the logit and regression 

analysis indicated the same salient store attributes (brand names of 

merchandise and up-to-date, fashionable merchandise) related to the 

high involved consumer. Although each type of statistical analysis 

suggested at least four characteristic lifestyle categories, only two 

(self-confident and self-designated opinion leader) were parallel. 

Each type of analysis denoted one lifestyle category relative to the 

low involved consumer. Regression analysis signified that the low 

involved consumer was a sewer and logit indicated that the low involved 

consumer was a homebody. 
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Selected Findings 

Overall, these small apparel store customers participating in 

this study differed in their level of involvement determined by three 

involvement measures (clothing interest, fashion consciousness, and 

personal involvement inventory). Higher involved customers had a 

tendency to perceive four store attributes as important: 1) brand 

names of merchandise; 2) assortment of merchandise; 3) up-to-date, 

fashionable merchandise; and 4) adequate sales information. A profile 

of the higher involved customers include ten lifestyle characteristics: 

1) shopping enjoyment, 2) media exposure, 3) new brand tryer, 4) 

fashion awareness, 5) satisfied with finances, 6) self-confidence, 

7) self-designated opinion leader, 8) price conscious, 9) information 

seeker, and 10) arts enthusiast. The lower involved customers perceived 

only one store attribute as important, convenience of store location. 

Two lifestyle categories were related to the lower involved customer: 

1) sewer, and 2) homebody. 



CHAPTER V 

SUMMARY AND RECOMMENDATIONS 

The researcher investigated the relationship between the levels of 

consumer involvement with clothing purchases and apparel store patronage 

behavior. The three objectives of the study were to 1) identify levels 

of consumer involvement relative to store patronage behavior for a 

selected group of apparel stores; 2) determine the relationship between 

the levels of consumer involvement, demographics, psychographies and 

lifestyle categories, and salient store attributes; and 3) develop 

market segment profiles based on the levels of consumer involvement. 

Throughout the literature there was support for the study. 

Retailers should have a definition of target market segments in terms 

of principal store attributes being sought, demographic characteristics 

and lifestyle preferences. Procedures to increase retailers• abilities 

to define target markets are needed to enable the retailer to antici­

pate and react to the changing needs of the target·consumer. Involve­

ment, related to the interest a consumer exhibits for a product and 

defined in levels, has been shown in the literature to influence a 

consumer•s needs. 

The literature supported the idea that marketing strategies should 

be developed based on the target customer•s level of involvement and 

the store attributes that are most salient to patronage relative to 

specialty apparel stores. To optimize patronage success for both the 
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retailer and customer,. the retail environment should be compatible with 

a customer•s involvement level and characteristic variables. 

Summary of Procedures 

A sample of customers was selected from mailing lists provided by 

the 20 retailer participants who attended one or more of the 10 regional 

workshops sponsored by the Center for Apparel Marketing and Merchan­

dising (CAMM) from January 1984 through December 1984. From a total 

of 7800 listed, 1200 customers were randomly selected representing 

regional areas of the country. 

For the data collection, an instrument was designed to obtain 

information from the customer sample pertaining to clothing involvement, 

demographics, lifestyle categories, and perceptions of store attributes. 

Data were collected from the samples using a mailed, self-admin-

istered survey. Follow-up activities were conducted by mail. A 

condensed questionnaire was mailed to the customer nonrespondents. 

The customer survey response rate was 22 percent (N=l200), and the 

response rate for the nonrespondent survey was eight percent (N=938). 

The levels of involvement were calculated for each of the three 

measures of involvement. Each respondent received a score for each 

question which was summed across all questions included in each 

involvement measure. The median for each measure was selected as the 

cut-off point between high and low levels of involvement. 

Relationships were analyzed between store attributes, demographics, 

lifestyle categories or psychographies, and levels of involvement. The 

major hypotheses were tested using log-linear, logit and logistic 

regression. In addition, traditional techniques such. as factor 



analysis and regression analysis were used to test the hypotheses. 

Statistical significance of the relationships determined the support 

of the hypotheses. 

Market segment profiles were developed based on the analytical 

results. Following the categorization of the sample into one of two 

levels of involvement, high or low, significant associations were 

established between certain store attributes, lifestyle categories, 

and the levels of involvement. 

Summary of Findings and Conclusions 

The first hypothesis was utilized to explore the relationship 

between the three measures of involvement: 1) clothing interest, 2) 

fashion consciousness, and 3) personal involvement inventory. Log­

linear results indicated that the measures of clothing interest and 

fashion consciousness were associated, however, the personal involve­

ment inventory was distinct. Along with association, agreement was 

measured which indicated a high degree of agreement existing between 

the clothing interest and fashion consciousness measures. Results 

from factor analysis also supported the existing relationship between 

the clothing interest and fashion consciousness measures. 
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The second hypothesis examined the relationship between involve­

ment measures and demographics, lifestyle categories, and store 

attributes. The results of the legit analysis indicated an absence of 

any significant relationship between each of the three involvement 

measures and demographic characteristics. Regression analysis 

suggested-that a relationship existed between age and the clothing 

interest and personal involvement inventory measures. The significance 



of the lifestyle categories varied relative to each of the three in­

volvement measures. Four categories labeled as fashion awareness, 

satisfied with finances, media exposure, and shopping enjoyment had a 

significant association to the clothing interest measure. Only two 

categories, sewer and new brand tryer, were significantly related to 

the fashion consciousness measure. Shopping enjoyment, fashion aware­

ness, self-confidence, media exposure, self-designated opinion leader, 

and homebody were significant for the personal involvement inventory 

measure. These findings suggested that some specific lifestyle cate­

gories related to the involvement measures. 
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Significant relationships were found between the clothing interest 

measure and six store attributes designated as assortment of merchan­

dise, brand names of merchandise, adequate sales information, con­

venience of location, and up-to-date, fashionable merchandise. Only 

one store attribute, adequate sales information, was related to the 

personal involvement inventory. None of the attributes showed any 

relationship to the fashion consciousness measure. Overall, these 

associations suggested that certain significant store attributes were 

more important to the consumers who patronize specialty apparel stores. 

The significant associations did coincide with the multiple regression 

results. The predictive models generated from stepwise regression 

suggested to retailers the specific variables that were related to a 

consumer's involvement. 

When purchase behavior was measured using logit analysis, a 

relationship was found to exist between shopping frequency and the 

clothing interest and personal involvement inventory measures. Cloth­

ing expenditures were significant for only the personal involvement 



inventory. Using regression analysis, purchase behavior was predicted 

only by the personal involvement inventory. 

The largest number of significant relationships exist~d between 
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two of the involvement measures, clothing interest and personal involve­

ment inventory, and the store attributes and lifestyle categories. 

Although these relationships existed, they may have been spurious since 

the results indicated that involvement did not explain a large percent­

age of the variance in the data. This may be the result of the 

homogeneity of the sample. The researcher recognized that the sample 

already exhibited the homogenous characteristic defined as patrons of 

specialty apparel stores. However, these relationships provided the 

most distinct consumer profile for the high involvement consumer. This 

consumer felt that assortment and brand names of merchandise, adequate 

sales information, and up-to-date, fashionable merchandise were salient 

store attributes. Their lifestyle categories included shopping enjoy­

ment, satisfaction with their finances, and exposure to media. The 

profile of the low involvement consumer included one significant store 

attribute, locational convenience. Based on the fashion consciousness 

measure, the high involvement consumer was profiled as being a new 

brand tryer. In contrast, the low involvement consumer was char­

acterized as being a sewer. The personal involvement inventory 

portrayed the high involvement consumer as having a strong awareness of 

fashion and self-confidence as well as a consumer who enjoys shopping. 

This consumer also expressed the importance of brand names and up-to­

date, fashionable merchandise provided by a specialty apparel store. 

In contrast, the low involvement consumer was considered to be a 

homebody. 
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Implications and Suggestions 

Implications for academic researchers were based on the findings 

of this study. The findings suggested that the personal involvement 

inventory measure by Zaichkowsky (1985) was the best measure of involve­

ment because it correlated with purchase behavior, but it still did not 

predict purchase behavior since an inverse relationship to clothing 

expenditures existed. Very few relationships between variables existed 

when the fashion consciousness measure was utilized to measure involve­

ment. The implications may be drawn suggesting that the fashion 

consciousness measure does not measure involvement or that the measure 

may be applicable to higher levels of clothing involvement associated 

with 'high fashion.' 

The findings indicated that legit analysis provided a richer, more 

complete profile of consumers when segmented by involvement. Although 

legit analysis has been underutilized relative to the traditional 

statistical techniques, it should be considered by academic researchers 

for use in future research studies when categorical data is used. The 

results also suggest that more academic research on involvement should 

be attempted. Based on the findings of this study, it was inferred 

that involvement was not a conclusive variable. A critical issue of 

importance to this type of research is still the measurement area. 

More academic research focusing on the investigation of measurement 

techniques is needed. 

Several implications for apparel retailers were suggested based 

on the results of the research. Customer profiles, relative to involve­

ment, were described most thoroughly by the personal involvement 

inventory and the clothing interest measures. Fashion consciousness 
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was an acceptable involvement measure if the apparel retailer's customer 

group was similar to the sample used in this study. Th~ correlation 

results implied that retailers should attempt to change the consumers 

who enjoy shopping into consumers who also enjoy spending money on 

clothing. 

Suggestions for market strategies to be used by apparel retailers 

were based on the results from the hypotheses tested and the literature 

related to segmentation and market strategy planning. The literature 

supported the notion that customers of specialty apparel stores tend 

to be more highly involved in clothing, therefore, the intent of this 

research was to segment that group into higher and lower levels of 

involvement. 

Using involvement as a segmenting variable enables retailers to 

differentiate and target their marketing strategies to the different 

variables, such as store attributes and lifestyle categories associ-

ated with level of consumer involvement. The marketing strategies 

might ,include planning the merchandise mix and promotional efforts 

related to the store attributes that the retailer seeks to stress. Each 

level of involvement has unique apparel store attribute preferences. 

Therefore, marketing strategies relative to the merchandise mix should 

focus on the attributes salient to the consumer segment that the 

retailer desires to attract. If modification of the current store image 

is necessary to optimally serve the desired segment, then salient 

attributes should be identified and included in the marketing strategies. 

Another important managerial implication is gained from the one 

store attribute perceived important by the lower involved consumer. 

This segment felt convenience of store location was the most important 



store attribute. Retailers should be cognizant of this fact when 

planning store locations relative to their desired customer market. 

Since lifestyle preferences are different for each level of in­

volvement, the apparel retailer should attempt to understand the 

lifestyle preferences of the selected consumer segment. This could 

lead to the improvement of retailers• promotional activities. Strat­

egies regarding promotional efforts should be designed keeping in mind 

the lifestyles applicable to the level of involvement of the target 

customer. 

Recommendations for Future Study 

The researcher proposes the following recommendations for future 

research: 

1. Use a larger sample of women•s apparel stores to replicate 

the study with the following revisions: 

a. Use a combination of involvement measures, each with a 

comparable number of questions and types of questions to 

assure consistency 
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b. Reduce the number of questions asked by including only the 

key questions determined through statistical analysis 

c. Develop a shorter questionnaire that may yield a higher 

response rate 

d. Treat the scales used in this study as ordered categories 

which may provide more information from the data since 

the strength of the response is measured. 

2. Compare the results derived from customers of women•s apparel 

stores with similar data relative to customers of men•s apparel stores. 



3. Contrast retailers• perceptions of store attributes consumers 

perceived to be important with consumers• actual perceptions of store 

attributes. 

4. Continue to collect store image and target customer data from 

apparel stores and establish a data bank in the Center for Apparel 

Marketing and Merchandising (CAMM). 

93 



BIBLIOGRAPHY 

Aaker, D. A., & Jones, J. M. (1971). Modeling store choice behavior. 
Journal of Marketing Research,~' 38-42. 

Aiken, L. R. (1963). The relationships of dress to selected measures 
of personality in undergraduate women. The Journal of Social 
Psychology,~' 119-128. 

Alpert, M. I. (1972). Personality and the determinants of product 
choice. Journal of Marketing Research, i' 89-92. 

Arnold, J. J., Ma, S., & Tigert, D. J. (1978). A comparative analysis 
of determinant attributes in retail store selection. In H. K. 
Hunt (Ed.), Proceedings of the Association of Advances in Consumer 
Research, i' 663-667. Ann Arbor, Association for Consumer Research. 

Assael, H. (1983). Consumer behavior and marketing action (2nd ed.). 
Boston: Kent Publishing. 

Bearden, W. 0. (1977). Determinant attributes of store patronage: 
Downtown versus outlying shopping centers. Journal of Retailing, 
.§1(2), 15-22. 

Bearden, W. 0., Teel, J. E., & Durand, R. M. (1978). Media usage, 
psychographic and demographic dimensions of retail shoppers. 
Journal of Retailing, 54(1), 65-75. 

Becker, B. W., & Connor, P. E. (1982). The influence of personal values 
on attitude and store choice behavior. An assessment of marketing 
thought and practice, 1982 Educators' Conference Proceedings, 
Series No. 48. 

Bellenger, D. N., John, C., & Bryant, B. E. (1980). General life style 
segmentation and retail patronage. In J. H. Summey & R. D. Taylor 
(Eds.), Evolvin marketin thou ht for 1980, Proceedin s of the 
Southern Marketing Association pp. 436-440 . 

Bellenger, D. N., & Moschis, G. (1981). A socialization model of retail 
patronage. In A. Mitchell (Ed.), Proceedings of the Association of 
Advances in Consumer Research, 9, 373-378. Ann Arbor: Associa-
tion of Consumer Research. -

94 



95 

Bellenger, D. N., Robertson, D. H., & Greenberg, B. A. (1977). Shopping 
center patronage motives. Journal of Retailing, ~(2), 29-39. 

Bellenger, D. N., Steinberg, E., & Stanton, W. W. (1976). The congru­
ence of store image and self image. Journal of Retailing, 2£(1), 
17-32. 

Berry, L. L. (1969). The components of department store image: A 
theoretical and empirical analysis. Journal of Retailing, ~(1), 
3-19. 

Berry, L. L., & Wilson, I. H. (1977). Retailing: The next 10 years. 
Journal of Retailing,~' 5-28. 

Berkowitz, E. N., Deutscher, T., & Hansen, R. A. (1978). Retail image 
research: A case of significant unrealized potential. In H. C. 
Subhas (Ed.), Research frontiers in marketing: Dialogues and 
directions, 1978 Educators' Conference Proceedings, Series 43. 
Chicago: American Marketing Association. 

Bhapker, J. P., & Koch, G. G. (1968). Hypotheses of 'no interaction' 
in multidimensional contingency tables. Technometrics, 10(1), 
107-109. -

Bishop, Y. M. M., Fienberg, S. E., & Holland, P. W. (1975). Discrete 
multivariate analysis: Theory and practice. Boston: The MIT 
Press. 

Blackwell, R. D., & Hilliker, J. L. (1978). Clothing decisions: A 
decision process analysis of focused group interviews. In H. 
Keith Hunt (Ed.), Proceedings of the Association of Advances in 
Consumer Research, 5, 743-749. Ann Arbor: Association for 
Consumer Research. -

Blackwell, R. D., & Talarzyk, W. W. (1983). Life-style retailing: 
·Competitive strategies for 1980's. Journal of Retailing, 2i(4); 

7-27. 

Block, P. H. (1980). An exploration into the scaling of consumers' 
involvement with a product class. In K. B. Monroe (Ed.), 
Proceedings of the Association of Advances in Consumer Research, 
~' 61-65. Ann Arbor: Association for Consumer Research. 

Boote, A. S. (1981). Market segmentation by personal values and salient 
product attributes. Journal of Advertising Research, £L(l), 29-35. 

f:.,.Bowen, L., & Chaffe, S. H. (1982). Product involvement and pertinent 
advertising appeals. Journalism Quarterly, 21, 613-621. 

Bucklin, L. P. (1966). Testing propensities to shop. Journal of 
Marketing,~' 22-27. 

Burk, M. C. (1967). An integrated approach to consumer behavior. 
Journal of Home Economics, 2i(3), 155-162. 



Bushman, F. A. (1971). Market segmentation via attitudes and life 
styles. In F. C. Allvine (Ed.), Combined Proceedings (pp. 594-
599). Chicago: American Marketing Association. 

Buss, W. C. (1983). An analysis of the need for market segmentation. 
In P. E. Murphy (Ed.), 1983 Educators• Conference Proceedings 
(pp. 344-348). Chicago: American Marketing Association. 

Chance, W. A., & French, N. D. (1964). An exploratory investigation 
of brand switching. Journal of Marketing Research, 1, 9-14. 

Churchill, G. A. (1979). A paradigm for developing better measures of 
marketing constructs. Journal of Marketing Research, li, 64-73. 

Clarke, K., & Belk, R. W. (1979). The effects of product involvement 
and task definition on anticipated consumer effort. In W. J. 
Wilkie (Ed.), Proceedings of the Association of Advances in 
Consumer Research, 6, 313-318. Ann Arbor: Association for 
Consumer Research. -

Coe, B. J. (1981). The polarizing of consumer patronage behavior 
patterns and retailer store image in the first half of the decade 
of the 198Q•s. In R. Lusch & W. Darden (Eds.), Retail Patronage 
Theory: 1981 Workshop Proceedings (pp. 111-117). Norman: 
University of Oklahoma, School of Business Administration, Center 
for Economics and Management Research. 

Copeland, M. T. (1923). Relation of consumers• buying habits to 
marketing methods. Harvard Business Review, 1, 282-289. 

96 

Cart, S. G., Diener, B. J., & Dominquez, L. V. (1980). An empirical 
analysis of competitive structure in retailing: The case of men•s 
clothing. In R. W. Stampfl & E. Hirschman (Eds.), Competitive 
structures in retail markets: The de artment store ers ective 
pp. 88-97 . Chicago: American Marketing Association. 

Cox, H. B. (1971). A study of the influence of consumer characteris­
tics upon buying behavior in competing retail establishments. In 
F. C. Allvine (Ed.), Combined Proceedings (pp. 423-427). Chicago: 
American Marketing Association. 

Crask, M. R., & Reynolds, F. D. (1978). An in-depth profile of the 
department store shopper. Journal of Retailing, 54(2), 23-32. 

Darden, W. R. (1980). A patronage model of consumer behavior. In R. 
Stampfl & E. C. Hirshman (Eds.), Competitive structures in retail 
markets: The department store perspective (pp. 43-52). Chicago: 
American Marketing Association. 

Darden, W. R., & Ashton, D. (1974). Psychographic profiles of patron­
age preference groups. Journal of Retailing, ~(4), 99-112. 

j)Z Day, G. S. (1970). Buyer attitudes and brand choice. New York: 
Free Press. 



Dickinson, R. (1983, May). Innovations in retailing. Paper presented 
at the workshop in Historical Research in Marketing, Michigan 
State University, East Lansing. 

97 

Dommermuth, W. P., & Cundiff, E. W. (1967). Shopping goods, shopping 
centers, and selling strategies. Journal of Marketing, IL, 32-36. 

Doutreaux, J., & Crener, M.A. (1982). Which statistical technical 
technique should I use? A survey and marketing case study. 
Managerial and Decision Economics, 1(2), 99-110. 

Dunlap, K. (1928). The development and function of clothing. The 
Journal of General Psycholody, 1, 64-78. -

Ebeling, H. M. (1966, April). Interest in clothing. In A. M. Creekmore 
(Ed.), Methods of measuring clothing variables (Project No. 783). 
East Lansing: Michigan Agricultural Experiment Station. 

Egan, D. M. (1971, November). Evaluative bias, consumer attitudes and 
department store image. Southern Journal of Business, pp. 73-81. 

Engel, J. F., & Blackwell, R. D. (1982). Consumer behavior (4th ed.). 
New York: The Dryden Press. 

Engel, J. F.,.Fiorillo, H. F., & Cayley, M.A. (1971, Spring). Segmen­
tation: Its place in marketing management. The Business Quarterly, 
pp. 64-75. 

Engel, J. F., Fiorillo, H. F., & Cayley, M.A. (1971, Summer). Segmen­
tation: Prospect and promise. The Business Quarterly, pp. 77-83. 

Everett, B. S. (1977). The analysis of contingency tables. New York: 
John \~i 1 ey and Sons. 

Ezell, H. F., & James, W. L. (1981). The relationship between working 
women's bankjng decisions and lifestyles. In R. D. Taylor, J. H. 
Summey, & B. J. Bergiel (Eds.), Progress in marketing theory and 
ractice Proceedin s of the Southern Marketin Association 
pp. 171-175). 

Fienberg, S. E. (1970). The analysis of multidimensional contingency 
tables. Ecology, 21(3), 419-433. 

Fienberg, S. E. (1977). The analysis of cross-classified categorical 
data. Boston: The MIT Press. 

Fishbein, M. (1973). Attitude, attitude change and behavior: A 
theoretical overview. In P. Levine (Ed.), Attitude research 
budges the Atlantic (pp. 3-16). Chicago: Amer1can Marketing 
Association. 

Fisk, G. (1961). A conceptual model for studying customer image. 
Journal of Retailing, 1ZJ4), 1-8, 54. 



98 

Frank, R. E. (1968). Market segmentation research: Findings and 
implications. In F. M. Bass, C. W. King, & E. A. Pessemier (Eds.), 
The application of the sciences to marketing management. New York: 
John Wiley and Sons. 

Freedman, J. L. (1964). Involvement discrepancy and change. Journal 
of Abnormal and Social Psychology, 69(3), 290-295. 

Gatty, R. (1971). Main problems of multivariate analysis for market 
segmentation. In C. W. King & D. S. Tigert (Eds.), Attitude 
research reaches new heights {pp. 133-142). Chicago: American 
Marketing Association. 

Gentry, J. W., & Burns, A. C. (1977). How 'important• are evaluative 
criteria in shopping center patronage? Journal of Retailing, 
~(4), 73-86, 94, 95. 

Gibbons, K. (1969). Communication aspects of women's clothes and their 
relation to fashionability. British Journal of Social and 
Clinical Psychology,~' 301-312. 

Glazer, R. (1984). Multiattribute perceptual bias as revealing of 
preference structure. Journal of Consumer Research, ll., 510-521.-, 

Goodman, L.A. (1971). The analysis of multidimensional contingency 
tables: Stepwise procedures and direct estimation methods for 
building models for multiple classifications. Technometrics, 
.§§_, 226-227. 

Green, P. E. (1977). A new approach to market segmentation. Business 
Horizons, 20, 61-73. 

Green, P. E., & Cormone, F. J. (1977). Segment congruence analysis: A 
method for analyzing association among alternative bases for market 
segmentation. Journal of Consumer Research, 3, 217-222. 

Green, P. E., Cormone, F. J., & Wachspress, D. P. (1977). On the 
analysis of qualitative data in marketing research. Journal of 
Marketing Research, ]i, 52-59. 

Greenbert, C. J., Topol, M., Sherman, E., & Schiffman, L. G. (1982, 
April 23). An examination of suburban sho~pers. Paper presented 
at Spring Conference, American Collegiateetailing Association, 
Rochester Institute of Technology. 

Greenberg, C. J., Sherman, E., & Schiffman, L. G. (1981). Store choice 
as a function of fashion content. In R. Lusch & W. Darden (Eds.), 
Retai 1 patronage theory, 1981 Workshop Proceedings {pp .- 144-148). 
Norman: University of Oklahoma, School of Business Administration,. 
Center for Economic and Management Research. 



99 

Gripsrud, G., & Gronhaug, K. (1983). Perceived competitive structure 
and choice of strategy in retailing. In P. E. Murphy (Ed.), 1983 
Educators• Conference Proceedings (pp. 246-250). Chicago: -----­
American Marketing Association. 

Gunter, T. H., & Pittman, M. P. (1973). Deriving a marketing strategy 
based on psychographic analysis. In R. L. King (Ed.), Proceedings: 
Southern Marketing Association (pp. 109-114). 

Gutman, J., & Mills, M. K. (1982). Fashion lifestyle and consumer 
information usage: Formulating effective marketing communications. 
An assessment of marketin thou ht and ractice, 1982 Educators• 
Conference Proceedings pp. 99-203 . Ch1cago: Amer1can 
Marketing Association. 

~Gutman, J., & Mills, M. K. (1981). Fashion lifestyle and store 
patronage: A different approach. In R. Lusch & W. Darden (Eds.), 
Retail patronage theory, 1981 Workshop Proceedings {pp. 155-160). 
Norman: University of Oklahoma, School of Business Administration, 
Center for Economic and Management Research. 

~)\Gutman, J., & Mills, M. K. (1982). Fashion life styles, self-concept, 
shopping orientation and store patronage: An integrative analysis. 
Journal of Retailing, 58(2), 64-85. 

Hansen, R. A., & Deutscher, T. (1977). An empirical investigation of 
attribute importance in retail store selection. Journal of 
Retailing, ~(4), 59-72, 95. 

Harrison, M. C., & Hopper, S. S. (1981). A longitudinal study of the 
stability of psychographic dimensions. Paper presented to 
Marketing Research Track, Academy of Marketing Science, Baton 
Rouge, LA. 

Haveisen, W. P. (1981). Market positioning: A new segmentation 
approach. In R. Lusch & W. Darden (Eds.), Retail patronage theory, 
1981 Workshop Proceedings (pp. 86-92). Norman: University of 
Oklahoma, School of Business Administration, Center for Economic 
and Management Research. 

Hawkins, D. I., Coney, K., & Best, R. (1980). Consumer behavior: 
Implications for marketing strategy. Dallas: Business Publi­
cations. 

Hensel, J. S., Anderson, R. L., & Ortinau, P. J. (1981). Retail market 
positioning strategies in the 1980•s: An implementation procedure 
for retailing management. In R. D. Taylor, J. H. Summey, & 
B. J. Bergiel (Eds.), Pro ress in marketin theor and ractice, 
Proceedings of the Southern Marketing Association pp. 78-82 • 

Hensher, D. A. (1984). Achieving representativeness of the observable 
component of the indirect utility function in logit choice models: 
An empirical revelation. Journal of Business, ~(2), 265-281. 



100 

Hirschman, E. C. (1978}. A descriptive theory of retail market struc­
ture. Journal of Retailing, 54(4}, 29-48. 

Hirschman, E. C. (1979}. Intratype competition among department ·stores. 
Journal of Retailing, ~(4}, 20-34. 

Hirschman, E. C. (1981}. Retail research and theory. In B. M. Enis, 
& K. S. Rolling (Eds.}, Review of marketing (pp. 120-133). 
Chicago: American Marketing Association. 

Houston, M. J., & Rothschild, M. L. (1978}. Conceptual and methodolo­
gical perspectives on involvement. InS. C. Jain (Ed.), 1978 
Educators' Conference Proceedings. Chicago: American Marketing 
Association. 

Hupfer, N. T., & Gardner, D. M. (1971). Differential involvement 
with products and issues: An exploratory study. In D. M. Gardner 
(Ed.)', Proceedings of the Association for Consumer Research 
(pp. 262-279). 

Hustad, T. P., & Pessemier, E. A. (1971}. Industry and use of life 
style analysis: Segmenting consumer market with activity and 
attitude measures. In F. C. Allvine (Ed.), Combined Proceedings 
(pp. 296-301}. Chicago: American Marketing Association. 

Jacobi, J. E., & Walters, S. G. (1958}. Social status and consumer 
choice. Social Forces, ~' 209-214. 

James, D. L., Durand, R. M., & Dreves, R. A. (1976). The use of a 
multi-attribute attitude model in a store-image study. Journal 
of Retailing, ~(2), 23-32. 

Jenkins, M. C., & Dickey, L. E. (1976). Consumer gripes based on 
evaluative criteria underlying clothing decisions. Home Economics 
Research Journal, !(3}, 150-162. 

Johnson, R. M. (1971). Market segmentation: A strategic management 
tool. Journal of Marketing Research,~' 13-18. 

,~ Jolson, M.A., & Spath, W. F. (1973}. Understanding and fulfilling 
~- shoppers' requirements. Journal of Retailing, 49(2), 38-50. 

Joyce, M., & Guiltinan, J. (1978}. The professional woman: A potential 
market segment for retailers. Journal of Retailing, 54(2), 59-70. 

Judd, L. L., & Vaught, B. C. (1982). An analysis of market strategy 
and store profitability by area competition: An assessment of 
marketing thought and practice. 1982 Educators' Conference 
Proceedings. Chicago: American Marketing Association. 

~~Kapferer, J. N., & Laurent, G. (1985}. Consumers' involvement profile: 
New empirical results. In E. C. Hirschman & M. B. Holbrook (Eds.), 
Proceedings of the Association for Consumer Research (pp. 290-295. 



101 

I 

,~ Kassarjian, H. H. (1971). Personality and consumer behavior: A review. 
· Journal of Marketing Research, ~' 409-418. 

Kassarjian, H. H. (1980). Low involvement: A second look. In K. B. 
Monroe (Ed.), Advances in consumer research, Proceedin s of the 
Association for Consumer Research pp. 31-34 . 

Kelly, J. S., & Krampf, R. S. (1976). Market segmentation of retail 
in-store decision-makers. In H. W. Nash & D. P. Robfn (Eds.), 
Proceedings: Southern Marketing Conference (pp. 115-117). 

Kenderline, J. M., & Kasulis, _J. J. (1981). The relationship between 
changes in perception of store attributes and changes in consumer 
patronage theory. In R. Lusch & W. Darden (Eds.), Retail patron­
age theory, 1981 Workshop Proceedings (pp. 100-105). Norman: 
University of Oklahoma, School of Business Administration, Center 
for Economic and Management Research. 

King, C. W., Tigert, D. J., & Ring, L. J. (1975). Contemporary fashion 
theory and retail shopping behavior: A segmentation analysis. In 
E. M. Hazze (Ed.), 1975 Combined Proceedings (pp. 422-427). 
Chicago: American Marketing Association. 

King, C. W., & Ring, L. J. (1980). Market positioning across retail 
fashion institutes: A comparative analysis of store types. 
Journal of Retailing, 56(1), 37-39. 

King, C. W., Ring, L. J., & Tigert, D. L. (1980). Fashion involvement 
and retail shopping behavior. In R. W. Stampfl & E. C. Hirschman 
(Eds.), Com etitive structure in the retail markets: The De art­
ment store perspective pp. 88-97 . Chicago: American Market1ng 
Association. 

Knoke, D., & Burke, P. J. (1980). Loglinear models. Bloomington, IN: 
Sage Publications. 

Krugman, H. E. (1965). The impact of television advertising: Learning 
without involvement. Public Opinion Quarterly,~' 349-356. 

Kunkel, J. H., & Berry, L. L. (1968). A behavioral conception of 
retail image. Journal of Marketing, 32, 21-27. 

\( Lastovicka, J. L. (1978). Questioning the concept of involvement 
1' defined product classes. In B. W. Becker & H. Becker (Eds.), 

Proceedings of the Association of Advances in Consumer Research, 
i' 174-179. Ann Arbor: Associatfon of Consumer Research. 

Lastovicka, J. L. (1982). On the validation of lifestyle traits: A 
review and illustration. Journal of Marketing Research, Jjl, 
126-138. 

Lastovicka, J. L., & Bonfeld, E. H. (1979). Explaining the nomological 
validity of life style types. In W. J. Wilkie (Ed.), Proceedings 
of the Association of Advances in Consumer Research, 7, 466-472. 
Ann Arbor: Association of Consumer Research -



102 

Lastovicka, J. L., & Gardner, D. M. (1978). Components of involvement. 
In J. C. Maloney & B. Silverman (Eds.), Attitude research play for 
high stakes (pp. 53-73). Chicago: American Marketing Association. 

Lessig, V. P., & Tollefson, J. 0. (1971). Market segmentation through 
numerical taxonomy. Journal of Marketing Research,~' 480-487. 

Lindquist, J. D. (1974). Meaning of image: A survey of empirical and 
hypothetical evidence. Journal of Retailing, 50(4), 29-38, 116. 

Summey & 

Lumpkin, J. R., Allen, G. S., & Greenberg, B. A. (1982). Female 
shoppers: Exploring the differences in marital status and occupa­
tion for fashion shopping. An assessment of marketinS thought and 
practice, 1982 Educators' Conference Proceedings, Ser1es No. 48. 
Chicago: American Marketing Association 

McAlister, L. (Ed.). (1982). Research in marketing: Choice models 
for buyer behavior. Greenwich, CT: JAI Press. 

McCullough, C. D., & Patterson, C. T. (1978). Demographic U. S. 
psychographic variables in segmenting markets. In R. S. Franz, 
R. M. Hopkins & A. Toma (Eds.), Proceedings of Southern Marketing 
Association {pp. 97-100). 

McEnally, M. R. (1982). Use of chi square and analysis and legit models 
in analyzing qualitative data. In J. H. Summey, B. J. Bergiel & 
C. H. Anderson (Eds.), A spectrum of contemporary marketing ideas 
{pp. 276-279). Chicago: American Marketing Association. 

"-i_McNair, M.P.,- & May, E. G. (1978, April). The next revolution of the 
'If retailing wheel. Harvard Business Review, pp. 81-91. 

-*Maher, J. H., & Kur, C. E. (1983, June). Constructing good question-
, naires. Training and Development Journal, pp. 100-110. 

Malhotra, N. K. (1984). The use of linear legit models in marketing 
research. Journal of Marketing Research, £L, 20-31. 

Marks, R. B. (1976). Operationalizing the concept of store image. 
Journal of Retailing, 2£(3), 37-46. 

Martin, W. S.,_& Achabal, D. D. (1973). Weighted hierarchical grouping 
analysis for market segmentation. In R. L. King (Ed.), Proceedings 
of the Southern Marketing Association {pp. 325-330). 

Martineau, P. (1958). The personality of the retail store. Harvard 
Business Review, 36, 47-55. 



J(' Mason, J. B., & Bellenger, D. (1973). Analyzing high fashion accep-
' tance. Journal of Retailing, 49(40), 79-96. 

j·Mason, J. B., Durand,,R. M.,.& Taylor, J. L. (1981). The role of 
/r consumer values 1n reta1l patronage. In R. Lusch & W. Darden 

(Eds.), Retail atrona e theor 1981 Worksho Proceedin s 
(pp. 161-168 . Norman: University of Oklahoma, School of 
Business Administration, Center for Economic and Management 
Research. 

;~ay, E. G. (1975). Practical applications of recent retail image 
research. Journal of Retailing, ~(4), 15-20, 116. 

103 

Miller, S. J., & Gentry, J. W. (1981). Competition and retail struc­
ture: An empirical assessment. In R. Lusch & W. Darden (Eds.), 
Retail patronage theory, 1981 Workshop Proceedings (pp. 106-110). 
Norman: University of Oklahoma, School of Business Administration, 
Center for Economic and Management Research. 

Mitchell, A. A. (1978). Involvement: A potentially important mediator 
of consumer behavior. In H. K. Hunt (Ed.), Proceedings of the 
Association of Advances in Consumer Research, 5, 191-196. Ann 
Arbor: Association of Consumer Research. -

Monroe, K., & Guiltinan, J. (1975). A path-analysis exploration of 
retail patronage influences. Journal of Consumer Research, 2(1), 
19-28 . 

.. f~oschis, G. P. (1978). Teenagers response to retailing stimuli. 
v\ Journal of Retailing, 54(4), 80-93. 

Myers, R. H. (1960). Sharpening your store image. Journal of 
Retailing, 1§.(3), 129-137. 

Neff, N. A., & Marcus, L. F. (1980). A survey of multivariate methods 
for systematics. New York: American Museum of Natural History. 

Olshavsky, R. W., "& Granbois, D. H. (1979). Consumer decision making-­
fact or fiction? Journal of Consumer Research, £(2), 93-100. 

Oxenfeldt, A. R. (1973). A marketing manager looks at attitude re­
search. In C. W. King & D. J. Tigert (Eds.), Attitude r-esearch 
reaches new heights (pp. 13-25). Chicago: American Marketing 
Association. 

J·jayne, S. L. (1951). The art of asking questions. Princeton, NJ: 
~ Princeton University Press. · 

Perry, M., & Norton, N.J. (1970). Dimensions of store image. The 
Southern Journal of Business, i(2), 1-7. 

\,.vJessemier, E. A. {l980a). Retail patronage behavior. Boston: Marketing 
~~· Science Institute. 



,tPessemier, E. A. (1980b). Store image and positioning. Journal of 
Retailing, ~(1), 94-106. 

~Pessemier, E. A. (1980c). Retail patronage models. In R. W. Stampfl 
' & E. Hirschman (Eds.), Com etitive structure in retail markets: 

104 

The department store perspective pp. 88-97 . Chicago: American 
Marketing Association. 

~7 Peter, J. P. (1979). Reliability: A review of psychometric basics 
and rece~t marketing practices. Journal of Marketing Research, 
1.2.' 6-1 6 • 

Peterson, R. A., & Kerlin, R. A. (1981). Image measurement and patron­
age behavior: Fact and artifact. In R. Lusch & W. Darden (Eds.), 
Retail patronage theory, 1981 Workshop Proceedings {pp. 221-228). 
Norman: University of Oklahoma, School of Business Administration, 
Center of Economic and Management Research. 

Press, S. J., & Wilson, S. (1978). Choosing between logistic regres­
sion and discriminant analysis. Journal of the American 
Statistical Association, 11(364), 699-705. 

Plummer, J. T. (1974). The concept and application of life style 
segmentation. Journal of Marketing, 38, 33-37. 

Powell, T. E., Bello, D. C., & Parker, G. A. (1982). The impact of 
product orientations on retail store choice. In J. H. Summey, 
B. J. Bergiel, & C. H. Anderson (Eds.), A spectrum of contemporary 
marketing ideas {pp. 94-97). Chicago: American Marketing 
Association. 

~Prasad, V. K. (1975). Socioeconomic product risk and patronage 
, preferences of retail shoppers. Journal of Marketing, 39, 42-47. 

Ray, M. L. (1978). Involvement and other variables mediating communi­
cation effects as opposed to explaining all consumer behavior. In 
H. K. Hunt (Ed.), Proceedings of the Association of Advances in 
Consumer Research, 5, 197-199. Ann Arbor: Association of 
Consumer Research. -

Rhine, R. J., & Severance, L. J. (1970). Ego-involvement, discrepancy, 
source credibility and attitude change. Journal of Personality and 
Social Psychology, }i(2), 175-190. 

1Fich, S. V., & Jain, S. C. (1968). Social class and life cycle as pre­
dictors of shopping behavior. Journal of Marketina Research, i' 
41-49. 

~~Richards, E. A., & Rachman, D. (Eds.). (1978). Market information and 
J. research in fashion management. Chicago: American Marketing 

Association. 



105 

Ring, L. J. (1977). A pragmatic approach for retail fashion monitoring. I 
In H. K. Hunt (Ed.), ProceedinAs of the Association of Advances in V 
Consumer Research, 5, 13-16. nn Arbor: Association of Consumer 
Research. -

y Ring, L. J. (1981). Fashion positioning: Exclusive appeal versus mass 
~ appeal. In R. Lusch & W. R. Darden (Eds.), Retail patronage 

theory, 1981 Workshop Proceedings (pp. 149-154). Norman: Uni­
versity of Oklahoma, School of Business Administration, Center for 
Economic and Management Research. 

Ring, L. J., King, C. W., & Tigert, D. J. (1979). Market structure 
and retail position. In R. W. Stampfl & E. R. Hirschman (Eds.), 
Com etitive structure in retail markets: The de artment store 
perspective pp. 149-160 . Chicago: American Marketing Associ­
ation. 

yRoach, M. E., & Eicher, J. B. (1965). Dress, adornment, and the social 
· order. New York: John Wiley and Sons. 

~Robertson, T. S., Zrelinski, J., & Ward, S. (1984). Consumer behavior. 
\!' Chicago: Scott, Foresman Co. 

Rosenbloom, B. (1983). Store image development and the question of 
congruency. In W. R. Darden & R. L. Lusch (Eds.), Patronage 
behavior and retail management {pp. 141-150). New York: North­
Hall and. 

Rosenbloom, B. (1980). Strategic planning in retailing: Prospects 
and problems. Journal of Retailing, 56(1), 107-119. 

Rosenbloom, B. (1981). Congruence of consumer store choice evaluative 
criteria and store image dimensions. In R. Lusch & W. Darden 
(Eds.), Retail patronage theory, 1981 Workshop Proceedings (pp. 82-
85). Norman: University of Oklahoma, School of Business 
Administration, Center for Economic and Management Research. 

Rosenbloom, B., & Schiffman, L. (1981). Retailing theory: Perspec­
tives and approaches. In R. Stampfl & E. Hirschman (Eds.), Theory 
in retailin : Traditional and nontraditional sources (pp. 168-
179 . Chicago: American Marketing Association. 

Rosencranz, M. L. (1949). A study of women•s interest in clothing. 
Journal of Home Economics, fl, 460-462. 

Rothschild, M. L. (1977, February). Advertising strategies for high 
and low involvement situations. Working paper, University of 

·wisconsin, Madison. 

Rothschild, M. L., & Houston, M. J. (1979). The consumer involvement 
matrix: Some preliminary findings. In W. S. Wilkie (Ed.), 
Proceedings of the Association of Advances in Consumer Research, 
I, 95-98. Ann Arbor: Association of Consumer Research. 



106 

'>};-Ryan, M. S. (1966). Clothing: A study in human behavior. New York: 
· Holt, Rinehart and Winston. 

Schiffman, L. G., Dash, J. F., & Dillion, W. R. (1977). The contribu­
tion of store-image characteristics to store-type choice. Journal 
of Retailing, 53(2), 3-15. 

Schultz, H. G., Baird, P. C., & Hawkes, G. R. (1979). Life styles and 
consumer behavior of older Americans. New York: Praeger Publi­
cations. 

Scott, R. (1976). The female consumer. London: Associated Business 
Programmes. 

;,!!.Scotton, D. W., & Zallocco, R. L. (1980). Readin~s in market segmenta-
'iv tion. Chicago: American Marketing Associat1on. 

Sewell, S. W. (1974). Discovering and improving store image. Journal 
of Retailing, ~(4), 3-7. 

t:l.~Sheth, J. N. (1974). Models of buyer behavior. New York: Harper 
:.:.- and Row. 

Sheth, J. N. (1974). A field study of attitude structure and attitude­
behavior relationship. In J. N. Sheth (Ed.), Models of buyer 
behavior (pp. 242-270). New York: Harper and Row. 

~Sheth, J. N. (1983). An integrative theory of patronage preference and 
behavior. In W. R. Darden & R. F. Lusch (Eds.), Patronage behavior 
and retail management (pp. 8-28). New York: North-Holland. 

~Sheth, J. N. (1983). Emerging trends for the retailing industry. 
·J- Journal of Retailing, 59(3), 7-18. 

Sibley, S. D., & Weller, R. B. (1981). Multiple cue influence on store 
patronage attitudes. In R. Lusch & W. Darden (Eds.), Retail 
patronage theory, 1981 Workshop Proceedings (pp. 93-99). Norman: 
University of Oklahoma, School of Business Administration, Center 
for Economic and Management Research. 

Smith, B. (1974). Fashion preferences and fashion buying practices of 
professional Black women. Unpublished master's thesis, Louisiana 
State University. 

Smith, W. (1956). Product differentiation and market segmentation as 
alternative marketing strategies. Journal of Marketing, £L, 3-8. 

~Sproles, G. B. (1977). Fashion preferences and store patronage: A 
?·- longitudinal study. In H. K. Hunt (Ed.), Proceedings of the 

Association of Advances in Consumer Research, 4, 675-681. Ann 
Arbor: Association of Consumer Research. -

.~proles, G. B. (1981). Analyzing fashion life cycles--principles and 
· perspectives. Journal of Marketing, 45, 116-124. 



107 

~Sproles, G. B. (1979). Fashion: Consumer behavior toward dress. 
-- Minneapolis: Burgess Publishing. 

~-Sproles, G. B. (1981). Perspectives of fashion. Minneapolis: Burgess 
- Publishing. 

Sproles, G. B., & King, C. W. (1973, December). The consumer fashion j 
agent: A theoretical conceptualization and empirical identification. 
Unpublished Graduate School of Management paper No. 433, Institute 
for Research in the Behavioral Economics and Management Sciences, 
Purdue University. 

Stanton, W. W., Reese, R. M., & Miller, S. J. (1981). Structural 
determinants of retail trade flaws. In R. D. Taylor, J. H. Summey 
& B. J. Bergiel (Eds.), Pro ress in marketin theor and ractice, 
1981 Proceedings of the Southern Marketing Association pp. 55-58 . 

Stone, G. P. (1954). City shoppers and urban identification: Observa­
tions on the social psychology of city life. American Journal of 
Sociology, 60, 36-45. 

Summers, J. 0. (1970). The identity of women•s clothing fashion 
opinion leaders. Journal of Marketing Research, I, 178-185. 

~ 1984 Survey of buying power, Part II. (1984, October 29). Sales and 
l Marketing Management, p. 24. 

Swan, J. E., & Futrell, C. M. (1980). Increasing the efficiency of the 
retailer•s image study. Journal of the Academy of Marketing 
Science, ~(1), 51-57. 

Tauber, E. M. (1972). Marketing notes and communications. Journal of 
Marketing, 36, 46-59. 

>~-Thomas, M. (1980, Autumn). Market segmentation. The Quarterly Review 
' of Marketing, pp. 25-27. 

)~Tigert, D. J., King, C. W., & Ring, L. (1979). Fashion involvement: 
~r crosscultural comparative analysis. In W. J. Wilkie (Ed.), 

Proceedings of the Association of Advances in Consumer Research, 
I, 17-21. Ann Arbor: Association of Consumer Research . 

A 
v 

. ~~Tigert, D. J., Ring, L. J., & King, C. W. (1975). Fashion involvement ~v~' :t- and-buying behavior: A methodological study. In B. B. Anderson 
(Ed.), Proceedings of the Association of Advances in Consumer 
Research, 1, 46-52. Ann Arbor: Association of Consumer Research. 

Tigert, D. J., & Arnold, S. J. (1981). Comparative analysis of 
determinants of patronage. In R. Lusch & W. Darden (Eds.), 
patronage theor*, 1981 Workshop Proceedings {pp. 118-124). 
University of 0 lahoma, School of Business Administration, 
Center for Economic and Management Research. 

Retail 
Norman: 



108 

~Trout, C. M., & Shanteau, J. (1976). Do consumers evaluate products by 
· adding or averaging attribute information? Journal of Consumer 

Research, 1, 101-106. 

United States Department of Labor, Bureau of Labor Statistics. (1984). 
Employment and earnings, ll(lO), 85. 

~Weale, W. B. (1961). Measuring the customer's image of a department 
' store. Journal of Retailing, 1L(2), 40-48. 

Weale, W. B. (1975). Psychographies: A critical review. Journal of· 
Marketing Research, JI, 196-213. 

"*Wells, W. D., & Tigert, D. J. (1971). Activities, interest and 
~ opinions. Journal of Advertising Research, 11, 27-35. 

~Wilkie, W. L., & Pessemier, E. A: (1973). Issue in marketing's use of 
multiattribute attitude models. Journal of Marketing Research, 
.!.Q., 428-441. 

Williams, J., & Dardis, R. (1972). Shopping behavior for soft goods 
and marketing strategies. Journal of Retailing, 48(3), 32-41, 126. 

Wind, Y. (1978). Issues and advances in segmentation research. Journal 
of Marketing Research, Ji, 317-337. 

Wind, Y. (1971). Life style analysis: A new approach. In F. C. 
Allvine (Ed.), Combined Proceedings, Spring/Fall Conference 1971 
( PP. 302-305). 

Wolf, R. S. (1977). Clothing values of college women. Unpublished 
master's thesis, Oklahoma State University. 

Zaichkowsky, J. L. (1985). Measuring the involvement construct. 
Unpublish~d Kogod College of Business Administration paper, 
American University, Washington, D.C. 

Zins, M. A. (1976). An exploration of the relationship between general 
and specific psychographic profiles. Marketing: 1776-1976 and 
beyond, Educators• Conference Proceedings (pp. 507-511). Chicago: 
American Marketing Association. 



APPENDIXES 

109 



APPENDIX A 

SELECTED MARKETING MODELS 

110 



l.------Determinants ----..,l 
Personal 

1. Personal values 

2. Social values 
J. Epistemic 

values 

Product 

1. Product 
typology 

2. Usage typology 

J. Brand 
predisposition 

I 
,.---
I 

I 
I 
I 
I 
~-

________ _. 

1. Location 

2. Retail 
Institutions 

3. Positioning & 
image 

1. Merchandise 

2. Service 

3. Advertising & 
promotion 

Market Company 

t._ ____ Determinants ____ _.t 

Source: "An Integrated Theory of Patronage Preference 
and Behavior" by J. N. Sheth, 1983, Patronage 
Behavior and Retail Management, p. 12. 

Figure 3. An Integrated Theory of Shopping Preference 
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Figure 4. An Integrated Theory of Patronage Behavior 
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Simplest Log=linear Model 

log mijk = ~+~l(i)+~2(j)+~3(k) 

where mijk denotes the cell frequency for the ith category of the 

first variable, the jth category of the second variable and the kth 

category of the third vari ab 1 e. ~ denotes an overa 11 mean. pl ( i) 

accounts for the main effect of the ith category of variable 1, ~2 (j) 

the main effect of the jth category of variable 2 and ~3 (k) the 

main effect of the kth category of variable 3. 

First Order Interaction Model 

log mijk = ~+~l(i)+~2(j)+~3(k)+~l2(ij)+pl3(ik)+p23(jk) 
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where ~l 2 (ij) ~l 3 (ik) ~23 (jk) denote the association between variables 

1 and 2, variables 1 and 3, and variables 2 and 3, respectively. 

Saturated Model 

log m ijk = ~+~l(i)+~2(j)+~3(k)+~l2(ij)+~l3(ik)+~23(jk)+~l23(ijk) 

where ~123 (ijk) denotes the joint association of variables 1, 2, 

and 3. 



Logit Model 

log p. "1 lJ 

where P .. 1 and P .. 2 represent the proportion for categories 1 and 2 
lJ lJ 

of the dependent variable, respectively. 60, 61, 62 are unknown 

parameters. 61 and s2 measure the influence of the independent 

variables. The Xi•s are indicator variables denoting the level 

of the independent variables. 
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[]]§[[] 
Oklahoma State University 

CENTER FOR APPAREL MARKETING & MERCHANDISING 

March 5, 1985 

Dear Retailer: 

I STILLWATER, OKLAHOMA 74078 
HOME ECONOMICS WEST 306 

1405) 624-7469 

We greatly appreciate your participation in one of the workshops sponsored 
by the Center for Apparel Marketing and Merchandising (CAI·1M) in the various 
market centers. Members of the CAMM staff are actively involved in research 
which benefits small apparel retailers. Currently, we are developing cus­
tomer profiles based on clothing interests and patronage behavior, This 
research ~lill enable retailers to identify and serve their target customers 
more effectively. 

We have prepared a survey for customers of small apparel stores in order to 
collect data for our research. You were selected as one of the retailers to 
participate in the study. Please send a copy of your customer mailing list 
to the CAMM office in the next three weeks in order to be included in this 
study. 

As a participant in this research, you will receive a free confidential 
profile of your customers when the research is completed. Please complete 
the enclosed questionnaire for retailers who are participating in this study. 
Return the retailer questionnaire and your customer mailing list to the 
CAi~M office by March 20, 1985. 

We greatly appreciate your time and effort in assisting us with the study. 
If you have any questions, please contact Dr. Greenwood or me at (405) 
624-7469 or by mail. 

Sincerely, 

(Signed) 

Ann Fairhurst 
Research Associate, CAMM 

(Signed) 

Dr. Kathryn r~. Greenwood 
Director, CAM!~ 

' f} 
Tr 

CENTENNrlt 
DECADE 

)980•1990 
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STORE ATTRIBUTES 

CENTER FOR APPAREL MARKETING AND MERCHANDISING 
Department of Clothing, Textiles and Merchandising 

College of Home Economics 
306 Home Economics West 

Stillwater, OK 74078 

RETAILER'S SURVEY 

126 

As a retailer, what do you perceive is important to the customer when shopping for cloth­
ing in an apparel store? Please rate the importance of each of the following attributes and 
characteristics. Circle the number to the far right of each statement that best describes 
the importance of the store attribute or characteristic. 

1 2 3 4 5 
Very Somewhat Not Very 

Important Important Neither Important Unimportant 

1. Assortment of merchandise 2 3 4 5 
2. Quality of merchandise 2 3 4 5 
3. Value for the price 2 3 4 5 
4. Brand names of merchandise 2 3 4 5 
5. Variety of store services 2 3 4 5 
6. Adequate sales information 2 3 4 5 
7. Convenience of store location 2 3 4 5 
8. Up-to-date, fashionable merchandise 2 3 4 5 

TARGET CUSTOMERS 

Please answer the following questions based on your perceptions of your target customers. 

9. In general, would you say your customers buy new women's clothing fashions earlier in the 
season, abou: the same time or later in the season than most other women? 
A. earlier i:1 the season than most women-------------------
B. About the same as most other women 
C. Later in the season than most women·---------------------

10. Would you say your customers give very little information, an averaae amount of infor­
mation, or a great deal of information about new women's clot1ing f;shion to their 
friends? 
A. They give very little information to friends 
B. They give an average amount of information to""7fr~,r:·e~n:-:rd-=-s-------------
C. They give a great deal of information to friends---------------

11. In general, would you say your customers are less interested, about as interested,~ 
interested in women's clothing fashion than most other women? 
A. Less interested than most other women 
B. About as interested as most other wome-::n-------------------
C. More interested than most other women-------------------

STORE PROFILE 

The following information will be kept confidential and will be used only for 
statistical analysis. 

12. What is the size of the city or town where your store is located? 
------;Less than 10,000 
____ _,10,001 to 25,000 
-----i25,001 to 50,000 

50,001 to 75,000 
----..--;75,001 to 100,000 
____ __:Over 100,000 



13. What type of store do you own? 
Women's apparel 

-----:Children's apparel 
Men's apparel 

-----;Family store 
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----~Other {please specify) ---------------------

14. What is your current job title/position? 
Store owner 

-----;Store manager 
Store owner/manager 

----"""'Other {please specify) ---------------------

15. Please check the range of your annual sales volume. 
Under $100,000 

------i$100,001 to $300,000 
-----'$300,001 to $500,000 
------i$500,001 to $750,000 
-----'Over $750,000 

16. Length of time you have been associated wi"h the store. 
-----;Less than 1 year 

1 to 5 years 
-----:6 to 10 years 
-----'Over 10 years 

ADDITIONAL COMMENTS: -------------------------

Thank You For Your Assistance! 

Please include this survey with your mailing list and return to c.~MM by March 20 in the 
enclosed envelope. 



Procedures to Obtain Sample of Retailers 

1. 120 retailers were selected from a sample of 772 retail partici­

pants in 10 Center for Apparel Marketing and Merchandising 

workshops. 

2. A retailer survey instrument was developed to investigate 

retailers• perceptions of their target customers as well as infor­

mation pertaining to their stores. 

3. Retailer•s survey included a cover letter explaining the research 

and self-addressed return envelope. 

4. Retailers who agreed to participate were promised a free confi­

dential profile. 

5. Within eight days of the questionnaire distribution, a follow-up 

postcard was sent to the selected sample of retailers. 
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[[]§[][] 
Oklaho1na State University I STillWATER. OKINIOMA 14011 

HOME ECONOMICS WEST 306 
1405) 624-141o9 

CENTER FOR APPAREL MARKETING I. MERCHANDISING 

April 26, 1985 

Dear Consumer, 

Customer satisfaction is increasingly important to today's retailers. 
At all levels, retailers are striving to create a shopping environment 
in which the consumer can be better served. As a graduate student in 
Clothing, Textiles and Merchandising, I am investigating the reasons 
consumers like to shop in small apparel stores. 

The Center for Apparel Marketing and Merchandising provides assistance 
to appare 1 retailers through workshops, seminars and consulting. These 
retailers have expressed an interest to develop a better understanding 
of the consumers needs and desires when shopping for apparel. 

Your name was among those submitted to us by one of these retailers and 
you were selected to receive the enclosed Clothing Involvement Survey. 
We urgently need your response to the questionnaire. You can be assured 
that the information you provide will be kept confidential. 

Thank you for your time and cooperation fn assisting us with this survey. 
Your f111nedfate response wi 11 be sincerely appreciated. If you have any 
questions, please contact me or Dr. Greenwood. 

Sincerely, 

0"-'VJ~t-
Ann Fairhurst 
Graduate Research Associate 

;(~r'"J)~~oJZ 
Dr. Kathryn M. Greenwood 
Director 

I 
I 

ft ;; 

CENTENN!!l 
DECADE 

11110•11190 
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CLOTHING INVOLVEMENT SURVEY 

SECTION A: 

Instructions: Please check only one an~wer for each question. Choose the b~st 
answer for you. There are no right or wrong answers. 

1. Do you look at fashion magazlnPs? 
often __ , sometimes __ , seldom __ , never __ 

2. Do you ever want to know what oth•r people think of your clothes? 
often __ , sometlnJes __ , seldom __ , never __ 

3. Do you like to attend fashion shows? 
yes __ , no __ 

4. Do you think people pay any attention to the kinds of clothes you wear? 
often __ , son1etimes __ , seldom __ , never __ • 

5. llow much do you like to spend time shopping for clothes or material? 
very much __ , somewhat __ , very llttle __ , not at all __ • 

6. llow oflen do you th1nk about the clothes that you wear? 
often , when dressing , when buying clothes 
cas ions_. --

7. Do you ever buy an article of clothing to cheer you up? 
often __ , sometimes __ , seldom __ , never __ 

8. Do you window shop In clothing stm·e windows? 
often __ , sometimes __ , seldom __ , never __ . 

9. How Interested are you in style changes? 

--· special oc-

very n1uch __ , somewhat __ , very little __ , not at all __ 

10. Do you ever refuse inv1tatlons to go out because you feel you do not have 
tht• right clothes to wear? 
often , sometimes __ , seldom __ , never __ 

11. Do you think womPn who dress well are often better liked than those who do 
not .dress as we 11? 

12. 

13. 

14. 

yes __ , no __ 

Do the clothes you wear to a social gathering have an effect on whether you 
fe•l at ease or not? 
oflen , sometimes , seldoiR __ , never __ 

Oo you enjoy clothes llke some people enjoy such things as books, records 
or movies? 
often __ , sometimes __ , seldom __ , never __ 

Do you enjoy shopping for clothes? 
often , sometimes __ , seldom __ , never __ 

15. Do you wish stores carried a wider style selection from which you could 
choose clothing? 
yes __ , no __ • 

16. Do you wish you had noore o1oney to spend on clothes7 
yes __ , no __ 

17. 

18. 

19. 

20. 

21. 

In general, would you say you buy new wnmen's clothing fashions Pari1Pr In 
the season, about the sanJC time, or later in the season than most o{her 
women7 --

Earlier In the season than most wo11Jen • 
About the same time as most othPr women-- • 
later In the season than most other women _. 

Would you say you qive ver.L!.!ttle lnfon11ation, an avera!ll!_amount of In­
formation, or a Jl!:eat dealorliifiii'iiiatloi'iii6outnew woiiiiil'"SCioth~ng fash­
Ions toyour frieiias 

give very 1 ittle information to my friends 
1 give an average amount of Information to 111yri'lends • 
I give a great deal of information to my friends __ -.--

In general, would you say you are less interested, about as luterested, or 
more Interested In women's clothing-raSlilons thailiiJOstOthi!i'WOiiie~ 

less Interested than most other women , 
About as int•restPd as most other wonll!_n__ • 
More interested than most other women ...=-
Compared with most other wonJen, are you less li~. about as 1 ikely, or 
n10re likely to be asked for advice aboutnewwomen's ClothTrigrashlons7 

less likely to be asked than most othor WOIIIen • 
About as 1 lkely to be asked as u10st other women-- • 
More likely to be asked than OJOSt other WOIIH!n ...=-
Which one of the statemf'nts below best describes your reaction to chang­
in!!_ fashions in women's clothes? 
\Even-uiou!)lltlieri!-il,iiY!ienostat•ment listed which exactly describes how 
you feel, make the best choice you can from the answers listed). 

I rPad the fashion news regularly and try to keep my wardrobe up-to-date 
with the fashion trends __ • 

ke•p up-to-date on all the fashion changes although 
tempt to dress according to those changes __ • 

don't always at-

ch•ck to see what is currently fashionable only when I need to buy soniC 
new clothes __ 

don't pay much attention to fashion trends unless a major change takes 
place __ • 

am not at all Interested In fashion trPnds __ • 

SECTION 8: 

Please circle the number to the far riqht of the statememt that best d•scrlbes 
your answer. for example, If you DISAGREE with a statement, circle number "4", 

1 
Strongly 

Agree 

2 
Agree 

3 
Neither Agree 
or Disagree 

4 
DlSagree 

5 
Strongly 
Disagree 

22. I usually have one or nKJre outfits of the very latest style. I 2 J 4 5 

__, 
w 
0 



23. I 1 Ike to try things just b•cause they are new. 

24. I like to sew and frequently do. 

25. I shop a lot for "specials". 

26. I buy many things with a credit card or a charge card. 

21. I think I have more self-confidence than most people, 

28, My friends or neighbors often come to me for advice. 

29. I often seek out the a•'vlce of my friends regarding which 
brand to buy. 

30. Our family Income fs hfgh enough to satisfy nearly all our 
Important des 1 res. 

31. An Important part of my life and activities fs dressing 
Slllilr tiy, 

32. I really enjoy beating everyone to a new product. 

33. I usually watch the advertisements for announcements of sales. 

34. Vuu can save a lot of money by making your own clothes. 

35, I would rather spend a quiet evening at home than go out to 
a party. 

J6. I would rather go to a sporting event than a dance. 

37. I like to pay cash for everything I buy. 

38, I am more Independent than most people. 

39. I sometimes Influence what 11\Y friends buy. 

40. I spend a lot of time talking wfth my friends about 
products and brands. 

41. 

42. 

43. 

wl sh I had a 1 ot more money. 

enj,oy going through an art gallery. 

1 Ike to shop for clothes. 

44. A person can save a lot of money by shopping around 
for bargains. 

45. I often look for new things to try so I can stay ahead of 
"IY friends and acquaintances. 

46. I would like to know how to sew 1 ike an expert. 

47. I like parties where there fs a lot of music and talk. 

48. It fs good to have charge accounts. 

49. I like to be considered a leader. 

I 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

I 2 3 4 5 

2 3 4 5 

I 2 3 4 5 

I 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

1 2 3 4 5 

50. rroJ>le come tn rue more often than I go to them for 
InformatiOn about brands, 1 2 3 4 5 

51. No m.1tter how fast my Income goes up I never seem to get ahead, 1 2 3 4 5 

52. I enjoy going to concerts, 1 2 3 4 5 

53. I buy less because of rfsfng prices. I 2 3 4 5 

54. When I must choose between the two, I usually dress for comfort. 1 2 3 4 5 

55. I like to go to stores to see what's new. I 2 3 4 5 

56. I am not as concerned with fashion as with modest price and 
"earab1lfty. I 2 3 4 5 

57. I like ballets. I 2 3 4 5 

58. I am a homebody. 1 2 3 4 5 

59. like to shop many different stores. 1 2 3 4 5 

60. Spending excessive amounts on clothes fs ridiculous. 1 2 3 4 5 

61. An important part of my lffe and actfvftfes fs dressing smartly. 1 2 3 4 5 

62. I make fewer shopping trips due to gas cost. I 2 3 4 5 

63. I go shopping to get Ideas. 1 2 3 4 5 

64. I read women's fashion magazines. (Glamour, Harper's Bazaar, 
Vogue). 1 2 3 4 5 

65. I watch at least three hours of TV per day. 1 2 3 4 5 

66. I read women's magazines. (McCall's, Redbook, Family Circle). 1 2 3 4 5 

SECTION C: 

How Important fs each specific store characteristic to you 1n shopping for cloth­
Ing Hems fn a specialty apparel store? Please rate the Importance of each of 
the following store attributes and character1st ics. Circle the number to the far 
right of each statement that best describes the Importance of the store attri­
bute or chuacterfstic. 

1 
Very 

Important 

2 
Somewhat 
Important 

3 
Nef ther 

Important 
Nor 

Unimportant 

67. Assortment of merchandf se 

68. Qua 1 fty of merchandf se 

69. Value for the price 

70. Brand names of merchandise 

71. Variety of store services 

72. Adequate sales Information 

73. Convenience of store location 

74. Up-to-date, fashionable merchandise 

Not 
Important 

5 
Very 

Unimportant 

1 2 3 4 5 

1 2 3 4 5 

I 2 J 4 5 

I 2 3 4 5 

I 2 3 4 5 

I 2 J 4 5 

1 2 1 4 5 

1 2 J 4 5 

__. 
w 



SECTION 0: 

To tak• tlds measure we nerd you to judge clothing against a series of descrip­
tive scales according to how YOU preceive clothing. Here is how you are to use 
these scales: 

If you fPel that clothing is very clo'~ related to one end of the scale, you 
should place your check-mark asfollows·: ---

Unimportant X : : : : : : : Important 

Unimportant : : : : : : X : Important 

If you feel that clothing is fuite close!)' related to one or the other end of 
the scale (but not extremely , yousnoulu place your check-mark as follows: 

Appealing : X : : : : : : Unappealing 

If you feel th,Jt clothinq seems onlx s!J..!jht!l_ related (but not really neutral) 
to one end of the scale, you shoula~place your cfiecJ<:ma-rk as follows: 

Un t nteres ted : : : : X : : : Interested 

CLOTIIING 

Important : : : : : : : unimportant 

of no concern : : : : : : : of concern to me 

Irrelevant : : : : : : : relevant 

means a lot to me : : : : : : : means nothing to me 

useless : : : : : : : usefu 1 

valuable : : : : : : : worthless 

tnvial : : : : : : : fundamenta 1 

beneficial : : : : : : : not beneficial 

matters to me : : : : : : : doesn• t matter 

uninterested : : : : : : : Interested 

s1gn1ficant : : : : : : : insignificant 

vita I : : : : : : : super·fluous 

boring : : : : : : : Interesting 

unexpected : : : : : : :exciting 

dff''" I o ny : : : : : : unappealing 

mundane : : : : : : : fascinating 

esscnt ia 1 : : : : : : : nones sent ia 1 

undesirable : : : : : : : desirable 

wanted : : : : : : : unwanted 

•tot needed : : : : : : : needed 

SECT ION E: 

How often have you shopped at a women's specialty store In the past six months7 

Less than 5 t lmes 
== Over 10 t lmes 

From 5 to 10 t lmes 

What do you estimate your clothing expenditures were during the last six months7 

Under $100 
== $301 - $400 

$101 - $200 
== $401 - $500 

$?01 - $300 
==Over $500 

The followiny Information will be kept confidential and will be used only for 
statistical analysis. 

Please check your age range, 
20 years or younger 

-- 21-29 years of age 
== 30-3g years of age 

40-49 years of age 
-- 50-59 years of age 
== 60 years or older 

of your educatton attainment. 
Some co 11 ege 

-- College graduate 
== Graduate degree 

Please indicate the highest level 
Less than high schoo 1 

--High school graduate 
==Vocational/Technical training 

Please check your current marital status. 
Single, never married Separated, widowed or 

==Married --divorced 

Please check the range your Income falls in. 
$9,999 or less 

-- $10,000 - $19,999 
== $20,000 - $34,ggg 

Please check your present occupation. 
Ret I red 

-- Uilill'r mdnagemPnt/admtn1strt1on 
=::=Middle Management/sa les/servlce 

Clerical/white collar 

$35,000 - $49,99g 
-- $50,000 - $65,000 
==Over $65,000 

Professional 
-- ll(lmemdkPr 
-- Ulue collar 
==Student 

-- Unemp 1 nyed 
==Other (please specify)--------------

THANK YOU FOR YOUR ASSISTANCEI 

Please fold And Return To The Address Listed On Th• Back Page 

__, 
w 
N 



CENTER FOR APPAREL MARKETING & MERCHANDISING 

Home Econom1 cs Un1Versi ty Extens1 on 
HEW 306 (405) 624·7469 
Oklahoma State Un1Versity 

St1llwater, OK 74078 

DATE: 

TO: 

FROM: 

SUBJECT: 

M E M 0 R A N 0 U M 

May 21, 1985 

Apparel Store Customers 

Ann Fairhurst and Kathryn Greenwood 

Mini Clothing Involvement Survey 

As a customer of a small apparel store, we need your immediate response 

to the enclosed mini-survey. Please give us two minutes of your time 

so we can complete the research on the clothing interests and needs 

of the apparel store customer. 

Thank you for your time and cooperation in assisting us with this sur-

vey. Your immediate response will be sincerely appreciated. 
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1. In general, would you say you are less interested, about as interested, or more 
interested in women's clothing fash1ons than most other women? 

Less interested than most other women • 
About as interested as most other wome_n__ • 
More interested than most other ~1omen --.-

2. Compared with most other women, are you ~likely, about as likely, or more 
likely to be asked for advice about new women's clothing fash1ons? 

Less likely to be asked than most other women . 
About as likely to be asked as most other wome_n __ . 
More likely to be asked than most other women --.-

3. In general, would you say you buy new women's clothing fashions earlier in the 
season, about the same time, or later in the season than most other women? 

Earlier in the season than most women . 
About the same time as most other wome_n__ • 
Later in the season than most other wome_n __ . 

4. Would you say you give very little information,-an-averaoe amount of information, 
or a great deal of information about new women's clothing fashions to your 
friends? 

I give very little information to my friends • 
I give an average amount of information to my friends 
I give a great deal of information to my friends 

How important is each specific store characteristic to you in shopping for clothing 
items in a specialty apparel store? Please rate the importance of each of the fol­
lc~iing store attributes and characteristics. Circle the number to the far right of 
each statement that best describes the importance of the store attributes or char­
acteristic. 

1 2 3 4 5 
Very Somewhat Neither Not Very 

Important Important Important Important Unimportant 
Nor 

Unimportant 

5. Assortment of merchandise 1 2 3 4 5 
6. Quality of merchandise 1 2 3 4 5 
7. Value for the price 1 2 3 4 5 
8. Brand names of merchandise 1 2 3 4 5 
9. Variety of store se~vices 1 2 3 4 5 

10. Adequate sales information 1 2 3 4 5 
11. Convenience of store location 1 2 3 4 5 
12. Up-to-date, fash:onable merchandise 1 2 3 4 5 

The following information will be kept confidential and will be used only for statis­
tical analysis. 

13. Please check your age range 
20 years or younger 

-- 21-29 years of age 
=====: 30-39 years of age 

1~. Please check your present occupation 
Retired 

--Upper manaoement/administration 
--Middle management/sales/service 
--Clerical/white collar 
-- Unemployed 
=====: Other (please specify) 

40-49 years of age 
-- 50-59 years of age 
=====: 60 years or older 

Professional 
Homemaker 

--Blue collar 
--Student 

THANK YOU FOR YOUR ASSISTANCE! 

Please re-fold to use self-mailer. Staple or tape at the bottom to return. 



APPENDIX F 

FACTOR ANALYSIS 
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FACT9R ANALYSIS OF ACTIVITY, OPINION, AND INTEREST ITEMS: 
ROTATED FACTOR PATTERN 

Factor Factor Loading Eigenvalue Cumulative Percent 

Factor 1: Shopping Enjoyment 7.39 16.42 
*Question 43 .66 
Question 55 .70 
Question 59 .71 

Factor 2: New Brand Tryer 4.40 26.20 
Question 32 .74 
Question 45 .72 

Factor 3: Satisfied with Finances 2.49 31.74 
Question 30 .61 
Question 41 .67 
Question 51 .85 

Factor 4: Self-Confident 2.27 36.77 
Question 27 .71 
Question 38 .70 
Question 49 .69 

Factor 5: Home Body 2.21 41.68 
Question 35 .76 
Question 36 .69 
Question 47 .67 
Question sa .66 

Factor 6: Price Conscious 1.80 45.67 
Question 25 .78 
Question 33 .33 
Question 44 .67 

Factor 7: Credit User 1.66 49.36 
Question 26 .81 
Question 37 .80 
Question 48 .68 

Factor 8: Arts Enthusiast 1.38 52.42 
Question 42 .78 
Question 52 .63 
Question 57 .57 

Factor 9: Self-Designated Opinion Leader 1.30 55.30 
Question 28 .43 
Question 29 .64 
Question 39 .66 
Question 40 .69 
Question 50 .46 

Factor 10: Sewer 1.22 58.02 
Question 24 .66 
Question 34 .34 
Question 46 .63 

Factor 11: Media Exposure 1.20 60.68 
Question 64 .41 
Question 65 .58 
Question 66 .65 

Factor 12: Fashion Awareness 1.08 63.09 
Question 22 .54 
Question 61 

Factor 13: Shopping Enjoyment 1.01 67.61 
Question 62 .43 

*Refer to Appendix E for complete statement of questions. 



APPENDIX G 

RESPONSE RATES FOR SURVEYS 
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NUMBER OF PERCENTAGES OF RESPONSES TO THE 
TWO QUESTIONNAIRES 

Questionnaire 

Customer's Survey 

Non-Respondents' Survey 

Mailed 
N 

1200 

938 

Returned 
N % 

262 22 

77 8 

Deleted 
N 

42 
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Total 
Useful 

220 

77 
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LOCATION OF RESPONDENTS BY STATE 

Regional Area Retailer Customer 

Central 

Illinois 4 96 
Indiana 2 96 
Michigan 3 6 
Texas 2 

Eastern 

Louisiana 1 1 
North Carolina 2 55 
Virginia 1 

Western 

California 2 89 
Nevada 1 
New Mexico 1 9 



APPENDIX H 

SUMMARY OF NONRESPONDENT DATA 
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SUMMARY OF NON-RESPONDENT DATA 

Question 

1. Interest in women's fashion 
Less interested than most women 
About as interested as most women 
More interested than most women 

2. Likelihood of being asked for advice about women's clothing 
Less likely to be asked 
About as likely to be asked 
More likely to be asked 

3. When purchase women's fashions 
Earlier in the season than most women 
About the same as most women 
Later in the season than most women 

4. Contribution of fashion information to friends 
Give very little information 
Give an average amount of information 
Give a great deal of information 

5. Perceptions of store attributes 

a. Assortment of Merchandise 
b. Quality of Merchandise 
c. Value for the Price 
d. Brand Names of Merchandise 
e. Variety of Store Services 
f. Adequate Sales Information 
g. Convenience of Store Location 
h. Up-to-Date, Fashionable Merchandise 

6. Age range 
Young (less than 29) 
Middle (29 to 49 years) 
Old (50 and above) 

7. Employment 
Employed 
Unemployed 

1* 

55 
88 
82 
33 
27 
52 
40 
65 

2 

40 
12 
13 
25 
40 
30 
40 
25 

3 

3 

5 
30 
17 
13 
15 
5 
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Percentage of 
Responses 

4 

2 

7 
13 

2 
5 
2 

12 
68 
22 

25 
63 
12 

30 
45 
25 

35 
52 
13 

5 

19 
62 
19 

5 
3 
3 

3 

100 

*l=Very important; 2=Somewhat Important; 3=Neither Important Nor Unimportant; 
4=Not Important; 5•Very Unimportant 



APPENDIX I 

SUMMARY OF RETAILERS' DATA 
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RETAILERS AND STORE PROFILES 
(N=20) 

Responses 

143 

Demographic Data Frequency Percent 

Size of City or Town of Store Location 

Less than 10,000 
10,001 - 25,000 
25,001 - 50,000 
50,001 - 75,000 
75,001 - 100,000 
Over 100,000 

Current Job Title/Position 

Store Owner 
Store Manager 
Store Owner/Manager 

Store•s Annual Sales Volume 

Under $100,000 
$100,001 - $300,000 
$300,001 - $500,000 
$500,001 - $750,000 
Over $750,000 

Length of Association with the Store 

Less than 1 year 
1 - 5 years 
6 - lO years 
Over 10 years 

7 
3 
2 
1 
1 
6 

7 
4 
9 

4 
13 

2 
1 

2 
14 

3 
1 

35 
15 
10 

5 
5 

30 

35 
20 
45 

20 
65 

10 
5 

10 
70 
15 

5 



RETAILERS' PERCEPTIONS OF CUSTOMERS' PERCEIVED 
IMPORTANCE OF RELEVANT STORE ATTRIBUTES 

(N=20) 

Store Attribute Very 
Percent Rank of Im~ortance 

Somewhat Not 
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Very Un-
Important Important Neither Important Important 

Assortment of 
Merchandise 70 30 

Quality of 
Merchandise 70 25 5 

Value for the 
Price 80 15 5 

Brand Names of 
Merchandise 10 35 25 30 

Variety of Store 
Services 35 50 10 5 

Adequate Sales 
Information 35 40 15 10 

Convenience of 
Store Location 50 35 5 5 5 

Up-to-date, Fashionable 
Merchandise 65 25 5 5 



RETAILERS 1 PERCEPTIONS OF THEIR TARGET CUSTOMERS 
RELATED TO CLOTHING INTEREST AND 

FASHION COCSCIOUSNESS 
(N=20) 

Responses 
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Perception Indicators Frequency Percent 

Purchases of Women•s Fashions 

Earlier in the Season 
Same Time as Other Women 
Later in the Season 

Amount of Fashion Information Given to Friends 

Very Little Information Given 
Average Amount of Information Given 
Great Deal of Information Given 

Interest in Clothing 

Less Interested than Most Women 
About as Interested as Most Women 
More Interested than Most Women 

5 
12 

3 

3 
14 

3 

2 
13 
5 

25 
60 
15 

15 
70 
15 

10 
65 
25 



APPENDIX J 

SUMMARY OF CUSTOMER DATA 
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FREQUENCIES AND PERCENT OF RESPONSES 
FOR CUSTOMER DEMOGRAPHICS 

Demographic Freguency Percent 

Age Range 

20 years or younger 12 5.5 
21 - 29 years 31 14.1 
30 - 39 years 56 25.5 
40 - 49 years 40 18.1 
50 - 59 years 46 20.9 
60 years or older 35 15.9 

Level of Education Attainment 

Less than High School 6 2.7 
High School Graduate 42 19.1 
Vocational/Technical Training 27 12.3 
Some College 60 27.3 
College Graduate 58 26.4 
Graduate Degree 27 12.3 

Marital Status 

Single, Never Married 20 13.6 
Married 147 66.8 
Separated, Widowed or Divorced 43 19.6 

Income Ranges 

$9,999 or less 23 10.5 
$10,000 - $19,999 48 21.8 
$20,000 - $34,999 65 29.5 
$35,000 - $49,999 47 21.4 
$50,000 - $65,000 22 10.0 
Over $65,000 15 6.8 

Present Occupation 

Retired 34 15.5 
Upper Management/Administration 7 3.2 
Middle Management/Sales Service 29 13.2 
Clerical/White Collar 37 16.8 
Unemployed 4 1.8 
Professional 53 24.1 
Blue Collar 39 17.7 
Student 



FREQUENCIES AND PERCENT OF RESPONSES TO 
LIFESTYLE (AlO) QUESTIONS 

Frecuencies and Percents 
Strongly Agree Neither Disagree Strongly 
Agree Agr~e or Disagree 

Lifestyle Category Disagree 
and Questions Freq/% Freq/% Freq/% Freq/% Freq/% 

PRICE CONSCIOUS 

1. I shop a lot for 
"specials". 75/34.1 60/27.3 32/14.5 27/12.3 26/11.8 

2. I usually watch the adver-
tisements for announce-
ments of sales. 56/25.5 87/39.5 36/16.4 22/10.0 19/8.6 

3. A person can save a lot 
of money by shopping 
around for bargains. 84/38.2 82/37.3 30/13.6 16/7.3 8/3.6 

4. I buy less because of 
rising prices. 28/12.7 76/34.5 76/34.5 30/13.6 10/4.5 

FASHION AWARENESS 

1. I usually have one or 
more outfits of the 
very latest style. 21/9.5 69/31.4 58/26.4 53/24.1 19/8.6 

2. I like to try things 
just because they are 
new. 10/4.5 36/16.4 57/25.9 69/31.4 48/21.8 

3. An important part of my 
life and activities is 
dressing smartly. 31/14.1 65/29.5 64/29.1 33/15.0 27/12.3 

4. When I must choose between 
the two, I usually dress 
fer comfort. 48/21.8 102/46.4 49/22.3 18/8.2 3/1.4 

5. I am not as concerned with 
fashion as with modest 
price and wearability. 37/16.8 69/31.4 70/31.8 28/12.7 16/7.3 

SEWER 

1. I like to sew and 
frequently do. 34/15.5 33/15.0 24/10.0 45/20.5 84/38.2 

2. You can save a lot of 
money by making your 
own clothes. 56/25.5 64/29.1 52/23.6 25/11.4 23/10.5 
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Freguencies and Percents 
Strongly Agree Neither Disagree Strongly 

Lifestyle Category 
Agree Agree or Disagree 

Disagree 
and Questions Freq/i Freq/% Freq/% Freq/% ~req7% 

3. I would like to know how 
to sew like an expert. 61/27.7 54/24.5 36/16.4 31/14.1 38/17.3 

HOMEBODY 

1. I would rather spend a 
quiet evenin1 at home 
than go out to a party. 18/8.2 41/18.6 91/41.4 39/17.7 31/14.1 

2. I would rather go to a 
sporting event than a 
dance. 29/13.2 44/20.0 60/27.3 45/20.5 42/19.1 

3. I like parties where there 
is a lot of music & talk. 33/15.0 84/38.2 56/25.5 25/11.4 22/10.0 

4. I am a homebody. 19/8.6 50/22.7 77/35.0 42/19.1 32/14.5 

CREDIT USER 

1. I buy many things with a 
credit card or a charge 
card. 42/19.1 64/29.1 28/12.7 35/15.9 51/23.2 

2. I. like to pay cash for 
everything I buy. 47/21.4 51/23.2 56/25.5 46/20.9 20/9.1 

3. It is good to have 
charge accounts. 31/14.1 •73/33. 2 84/38.2 15/6.8 17/7.7 

SELF-CONFIDENT 

1. I think I have more self-
confidence than most 
people. 36/16.4 82/37.3 72/32.7 23/10.5 7/3.2 

2. I am more independent 
than most people. 62/28.2 88/40.0 52/23.6 15/6.8 3/1.4 

3. I 1 ike to b·_ considered 
a leader. 45/20.5 50/22.7 87/39.5 26/11.8 12/5.5 

SELF-DESIGNATED OPINION LEADER 

1. My friends or neighbors 
often come to me for 
advice. 19/8.6 69/31.4 71/32.3 42/19.1 19/8.6 

2. I sometimes influence what 
my friends buy. 16/7.3 66/30.0 71/32/3 38/17.3 29/13.2 
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Freguencies and Percents 
Strongly Agree Neither Disagree Strongly 
Agree Agree or Disagree 

Lifestyle Category _Qig_g~ 
and Questions Freq/% Freq/% Freq/% Freq/% Freq/% 

3. People come to me more 
often than I go to them 
for information about 
brands. 15/6.8 43/19.5 98/44.5 39/17.7 25/11.4 

INFORMATION SEEKER 

1. I often seek out the advice 
of my friends regarding 
which brand to buy. 3/1.4 26/11.8 63/28.6 73/33.2 55/25.0 

2. I spend a lot of time 
talking with my friends 
about products & brands. 10/4.5 37/16.8 62/28.2 63/28.6 48/21.8 

SATISFIED WITH FINANCES 

1. Our family income is high 
enough to satisfy nearly all 
our important desires. 31/14.1 73/33.2 55/25.0 44/20.0 17/7.7 

2. I wish I had a lot more 
money. 84/38.2 67/30.5 43/19.5 1717.7 9/4.1 

3. No matter how fast my in-
come goes up I never seem 
to get ahead. 20/9.1 53/24.1 72/32.7 56/25.5 19/8.6 

NEW BRAND TRYER 

1. I really enjoy beating 
everyone to a new product. 10/4.5 15/6.841/18.6 75/34.1 79/35.9 

2. I often look for new 
things to try so I can 
stay ahead of my friends 
and acquaintances. 8/3.6 12/5.5 57/25.9 69/31.4 74/33.6 

ARTS ENTHUSIAST 

1. I enjoy going through 
an art gallery. 51/23.2 69/31.4 60/27.3 25/11.4 15/6.8 

2. I enjoy going to concerts. 50/22.7 99/45.0 431<9.5 14/6.4 14/6.4 
3. I like ballets. 34/15.5 51/23.2 56/25.5 39/17.7 40/18.2 
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Freguencies and Percents 
Strongly Agree Neither Disagree Strongly 
Agree Agree or Disagree 

Lifestyle Category Disag~ 
and Questions Freq;:; Freq/i Freq/% Freq/% Freq/i 

MEDIA EXPOSURE 

1. I read women's fashion 30/13.6 56/25.5 53/24.1 44/20.0 37/16.8 
magazines. 

2. I watch at least three 
hours of TV per day. 40/18.2 52/23.6 31/14.1 62/28.2 35/15.9 

3. I read women's magazines. 47/21.4 74/33.6 39/17.7 29/13.2 31/14.1 

SHOPPING ENJOYMENT 

1. I like to go to sores to 
see what's new. 59/26.8 90/40.9 45/20.5 18/8.2 8/3.6 

2. I like to shop many 
different stores. 50/22.7 75/34.1 46/20.9 35/15.9 14/6.4 

3. I make fewer shopping 
trips due to gas cost. 7/3.2 19/8.6 63/28.6 84/38.2 47/21.4 



APPENDIX K 

FORMULA FOR MEASURES OF AGREEMENT 
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Formula for Measures of Agreement 

K = E p i i - E p i t p t i 

1 - E P P , 
i t t i 



APPENDIX L 

PERCENTAGES FOR EACH LEVEL OF INVOLVEMENT 

IN THE THREE MEASURES 

154 



Percentages for Each Level of Involvement 
in the Three Measures 

Three Measures Important Neutra 1 Unimportant 

CLOTHING INTEREST MEASURE 
Assortment of Merchandise High 63.41 16.67 

Low 36.59 83.33 100.00 
Brand Names of Merchandise High 69.57 56.92 37.50 

Low 30.43 43.08 62. so 
Adequate Sales Information High 64.33 47.37 36.36 

Low 35.67 52.63 63.64 
Convenience of Store Location High 34.78 62.31 72.73 

Low 65.22 37.63 27.27 
Fashionable Merchandise High 68.57 30.00 20.00 

Low 31.43 70.00 80.00 

FASHION CONSCIOUSNESS MEASURE 
Sewer High 25.00 43.75 63.64 

Low 75.00 56.25 36.36 
New Brand Tryer High 62.50 51.79 47.37 

Low 37.50 48.21 52.63 

PERSONAL INVOLVEMENT INVENTORY 
Shopping Enjoyment High 84.62 55.56 33.33 

Low 15.38 44.44 66.67 
Fashion Awareness High 83.33 45.00 25.00 

Low 16.6;- 55.00 75.00 
Adequate Sales Information High 64.33 47.37 36.36 

Low 35.67 52.63 63.64 
Self-designated Opinion 

Leader High 7:.43 45.45 26.67 
Low 28.57 54.55 73.33 

Homebody High 33.33 53.33 60.00 
Low 66.67 46.67 40.00 

Shopping Enjoyment High 66.67 60.00 28.57 
Low 33.33 40.00 71.43 

Media Exposure High 75.00 52.00 20.00 
Low 25.00 48.00 80.00 

Self-confidence High 64.29 47.37 20.00 
Low 35.71 52.63 80.00 

Brand Names of Merchandise High 53.91 50.77 25.00 
Low 46.09 49.23 75.00 

Up-to-Date Fashionable High 54.86 26.67 06.67 
Merchandise Low 45.14 73.33 93.00 
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