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PREFACE

The study explored the ready-made clothing buying practices and
problems of selected homemakers in the four largest communities of
one county in Oklahoma in the belief that the information would be
helpful in developing educational programs for homemakers.
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Ilse Wolf for her valuable assistance, guidance, and inspiration
throughout the study. Appreciation is also expressed to Dr. Florence
McKinney for her helpful contributions and suggestions throughout the
study and to Dr. June Cozine for many suggestions in the initial stages
of the study.

Gratitude is also extended to Dr. Carl E. Marshall, Director of
Statistical Laboratory, Oklahoma State University, for his assistance
in developing the instrument and sampling procedure, and to the Com-
puting Center Staff, Oklahoma State University, for processing the data.

Indebtedness and appreciation are expressed to the Oklahoma Co-
operative Extension Service and Oklahoma State University for educa-
tional leaves and scholarships which provided the opportunity for study
toward a degree.

The writer is deeply grateful to the home demonstration club members
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CHAPTER I
INTRODUCTION

One of the many responsibilities of homemakers today is that of
selecting and buying clothing for family members of widely differing
ages. Because of the increasing number of women in the labor force,
and the many roles of today's homemaker, there is limited time to con-
struct clothing for the family. The improvement in the quality of ready-
made clothing and a wide choice of prices, styles, and fabricshhave en-
couraged many homemakers to purchase the family wardrobe of ready-made
garments.

According to the 1960 census the population of the United States
of 178,464,236 is an all time high.1 The personal consumption expendi-
tures for clothing and related items is $30,600,000,000.2 This, ac-
cording to the Bureau of Census, is also a record high.

Clothing ranks fourth in the expenditures of families in this coun-
try, superceded only by food, housing, and transportation. Knowledge
of family clothing buying practices is an important phase of family

economics. In the 1965 edition of Consumer Problems and Personal Finance

Troelstrup reported that research showed . . . "women buy about 55 percent

u. s. Bureau of the Census, United States Census of the P_pulation,
1960, I, U. S. Government Printing Office (Washington, D.C.), p. W«

2U. S, Bureau of the Census, Historical Statistics of the United
States, 1962, U. S. Government Printing Office (Washington, D.Ca), p. 26.




of all consumer goods for the family and have a 57 percent influence

in determining what is to be bought. Their family clothing purchases
ranged from a low four percent for men's clothing, to over 50 percent
for boys, 75 percent for girls, and 88 percent for their clothing.
Moreover they exert considerable influence on clothing bought by other
family members. "3 Consequently, women occupy positions of responsibility
and influence as purchasing agents of clothing for their families in the
American economy. For this reason they need to be well informed consum-
ers in order to make wise purchases of clothing for their families. A
major responsibility of today's homemaker is buying clothes intelligent-
ly in terms of the needs and desires of their families. The advent of
many new fibers, the blending and mixing of the new and traditional fi-
bers, and the development of countless finishes afford special uses and
satisfactions as well as an almost endless variety of styles and types
of garments and present a formidable array for selection. The homemaker
should know what to buy and where to shop.

The Extension program in home economics focuses its attention on
family living. The goal of the program is to strengthen family living
by helping families recognize and meet their problems as theylwork to
improve the quality of their life at home and in the community.

For many years the study of clothing has been emphasized in the
Cooperative Extension Family Living program. This phase of the program
stressed clothing construction, but gave limited attention to the con-

sumer aspect of buying ready-made clothing.

3Arch W. Troelstrup, Consumer Problems and Personal Finance, McGraw-
Hill Book Company, Inc., New York, 1965, pP. 153.




For an educational program to serve the people effectively it
must involve itself in the continuous changes in family living to meet
the needs of those it serves. With social, economic, and technological
changes, homemakers are recognizing the need for up-to-date consumer
information regarding ready-made clothing. To plan a functional pro-
gram demands that the home demonstration agent have an understanding
of the present practices and problems of the families with whom she
works.

This study is concerned with identifying some of the ready-made
clothing buying practices and problems encountered by homemakers, both
home demonstration club members and non-members, and formulating sug-
gestions for the further development of the county Extension clothing

program.

Statement of Problem

The problem selected for the study was to learn more about the
ready-made clothing buying practices and problems of families in
Jefferson County, Oklahoma.

Sub=problems necessary in developing the over-all study were:

1. What ready-made clothing articles are purchased?

2. What proportion of the family income is spent on clothing for
the family?

3. Where does the homemaker get information for purchasing cloth-
ing? -

4. What factors does the homemaker consider in purchasing ready-
made clothing?

5. For what reasons does the homemaker purchase ready-made gar-
ments?

6. Where do families purchase ready-made clothing?



?o
8.

9.

Purposes

How do families pay for the purchase of ready-made clothing?

What are some of the problems homemakers encounter when pur-
chasing ready-made clothing?

How may age, educational level, income, home demonstration

club membership, family size, and ages of children affect
the practices and problems of buying ready-made clothing?

of the Study

1e

2.

b,

5-

To identify some of the clothing articles purchased by a group
of home demonstration club members and selected non-members.

To identify some of the problems in purchasing ready-made
clothing by the two groups of homemakers.

To determine some of the buying practices of homemakers in
purchasing ready-made clothing.

To determine if age, educational level, income, home demon-
stration club membership, family $ize, and ages of children
have any relation to the purchasing practices and problems
of ready-made clothing for families.

To develop proposals for a county Extension program designed
to assist homemakers in solving some of their problems in
purchasing ready-made clothing.

Statenent of the Hypotheses and Assumptions Related to the Study

The study was planned and based on the following hypotheses:

(1) homemakers do buy much ready-made clothing for their families,

(2) they have problems in buying ready-made clothing, and (3) their

buying practices and problems are affected by certain characteristics

of the homemakers and their families.

The following assumptions underlie the hypotheses of the study:

1.

2,

The Cooperative Extension Service is an educational organi-
zation of an informal nature designed to help people learn
to solve the problems they encounter in everyday living.

The Family Living program of the Cooperative Extension Ser-
vice is designed to assist individuals and families in solving
their everyday problems in home, family, and community living.



The development of educational consumer programs for families
is one of the responsibilities of the Cooperative Extension
Service.

By identifying the consumer practices and problems of families
and using this information in Extension program development,
county Extension workers will be able to serve the consumer
effectively.

The questionnaire will identify some of the practices and prob-
lems encountered by homemakers in the purchase of ready-made
clothing.

Definition of Terms

Throughout this study, the following interpretation of major ter-

minology related to the problem is used:

1e

2.

Se

6.

?o

Cooperative Agricultural Extension Service, Extension Service,
and Extension refer to the same off campus informal educational
program in agriculture, home economics, and related areas spon-

" sored jointly by the federal, state, and county governments

and administered through state land-grant college. Programs
at the county level are conducted by county Extension work-
ers who are field staff of the state land-grant institutions.

Extension Family Living Program or Home Demonstration Program
refers to the home economics phase of the Cooperative en-
sion Service. This program is under the direct supervision
of the county home demonstration agent.

Home Demonstration Club is an organization of women whose edu-
cational program in individual, family, and community living
is developed and implemented under the guidance of the home
demonstration agent.

Home Demonstration Club Members refers to the women, mostly
homemakers, who belong to a home demonstration club.

Non-members refers to the women or homemakers not enrolled in
a home demonstration club.

Clot%%gg Practices refers to activities engaged in when
, shopping, and making actual purchases of ready-made
garments.

Ready-made clothing and cloth refer to manufactured clothes
available for use when purchased. Throughout the study the
term, clothing, will generally be used to designate ready-made
or ready-to-wear clothing.




Limitations of the Study

This study was limited in relation to the selection of the ready-
made clothing articles purchased and to the problems encountered in
the purchasing of clothing by selected homemakers in Jefferson County,
Oklahoma.

A second limitation of the study resulted from the selection of
the population sample which represented homemakers living in the four
largest towns of the county, each of which had one home demonstration
club.

The four home demonstration clubs had approximately 80 members
each. Two questionnaires were distributed to each club member in at-
tendance at the regular club meeting in May, 1965. Each club member
was asked to answer one questionnaire and to take a second questionnaire

to be answered by a non-member of her choice.

Procedure

In order to determine the ready-made clothing buying practices
and problems of selected families in Jefferson County, Oklahoma, the

subsequent procedure was used:

1. Research and other literature related to the study were re-
viewed and summarized.

2. Possibilities for the study were discussed with Oklahoma State
University faculty members serving as consultants in research
methods in Home Economics and in the subject matter area of
Home Management.

3. The problem was clarified and limited and the study justified.
4o An analysis of methods for collecting data resulted in the

use of a questionnaire. A tentative questionnaire was pre-
pared and pretested before the final one was developed.



5. A method for selecting the sample was determined with the
assistance of the Director of the Statistical Laboratory at
Oklahoma State University.

6. Tables were planned along with the questionnaire.

7. The study was made in the towns of Waurika, Ringling, Ryan,
and Hastings, all located in Jefferson County, Oklahoma.

8. The data were machine tabulated and percentages were figured.
9. The findings were analyzed and summarized.
10. Conclusions were drawn and recommendations made.

11. Proposals were developed for a county clothing educational
program.

The homemakers selected for this study were home demonstration
club members and non-members. These groups were chosen because Extension
has been giving consideration to methods of broadening the Home Economics
Extensian program by increasing the depth and scope of program content
for members and by reaching homemakers who are not members of organized
home demonstration clubs.

From a review of literature and related research the questionnaire
was selected as a functional method for collecting data. The questions-
naire was organized in three parts, namely: (a) personal information
concerning the homemaker and her family, (b) a list of clothing articles
the homemaker may purchase for her family, and (c) problems that may
be encountered in making these purchases. A copy of the questionnaire
is included in the appendix.

Selected persommel of the Oklahoma Cooperative Extension Service
were asked to review the instrument for clarity and content. They re-
ported no difficulty in interpreting it. The instrument was pretested
with a group of home demonstration club members in Cotton County, Okla-
homa. These homemakers were comparable to the homemakers who were in-

cluded in the study.



At the regular May meeting of four home demonstration clubs of
Jefferson County, Oklahoma, the agent was in attendance and distributed
the questionnaires. As the agent read each statement on the question-
naire, the club member checked the appropriate answer for herself and
her family. Thus, each club member attending this May meeting of her
club was involved in the study. A second guestionnaire was given to
each of these club members to take home. Each club member was to select
and ask a homemaker who was not a member of a home demonstration club
to answer the same questiomnaire. Each club member assumed the respon-
sibility of returning the completed questionnaire to the club president.
After the presidents of the four clubs collected the questionnaires,
they gave them to the home demonstration agent.

Questionnaires from 72 club members and 58 non-club members were
received. All of these questionnaires, except two from club members,
were answered completely and were used in the study.

The data from the questionnaires were transferred to data process-
ing cards and machine tabulated. The responses were compiled and trans-
posed to percentages for both members and non-members. The information
was analyzed for each group of respondents in terms of five variables:
age, educational level, home economics study, income, and home demonstra-
tion club membership.

The hypotheses, purposes, assumptions, procedures, and other in-
formation relating to the development of this problem have been presented
in this chapter. In Chapter II information concerning Home Economics
Extension work and a review of related studies dealing with ready-made
clothing buying practices and problems will be presented. The findings
of the study and the interpretation of these data are described in



Chapter III. The summary of the study, conclusions, and recommendations

are outlined in Chapter IV, the final chapter.



CHAPTER II
REVIEN OF LITERATURE

The Cooperative Extension Service came into existence in 1914
with the passage of the Smith-Lever Act. This act stated that the
purpose of the agency was:

o o » to aid in diffusing among the people of the United States

useful and practical information on subjects related to agricul-

ture ?nd home economics and to encourage the application of the
same.

The Cooperative Extension Service is the educational arnoof'the
United States Department of Agriculture and the State Land-Grant lnsti-
tution. It is a partnership agency of the federal, state and county
government. Its aim is to help carry out programs for the educational
and social benefit of the community and its 1ndividual members. ‘

Extension is an 1nformal and distinct type of educational program
and has been guided by the principle of ”helping peoplé to help them-

selves." According to the Scope Report, the organization has helped

people to attain:

(1) greater ability in maintaining more efficient farms and homes;
(2) greater ability to acquire higher incomes and level of living;
(3) increased competency and: ability by both adults and youth to
assume leadership and citizenship responsibilities; and (4) in-
creased ability and willingness to undertake organized group action
which w111 contribute to improving the welfare.

1Lincoln David Kelsey and Cannon Chiles Hearne, Cooperative Exten-
sion Work (Ithaca, New York, 1963) Ps 27+

. 2Paul A. Miller, et al., A Statément of Scope and Res sponsibility
of the CooperatiVe Extension Ser¥ice, (Washington, April, 19537: Pe 3o

- 10



The Scope Report points out the organization has helped people

to:

(1) identify their needs, problems, and opportunities; (2) study
their resources: (3) become familiar with specific methods of over-
coming problems; (4) analyze alternative solutions to their prob-
lems where alternatives exist; and (5) arrive at the most promising
course of action in light of their own desires, resources and
abilities.J

economics, home demonstration, or family living program. This program
is concerned with the improvement of individual, family and community
living. The committee on Home Economics Development of the American
Association of Land-Grant Cclleges and State Universitles stated:
Phases of the home economics Extension program are designed to
help families acquire the krniowledge, the experience, and the
understanding that will enable them to adjust tohthe everchang-
ing social and economic conditions of the world.
The home economics Extension program emphasizes the participation of
people in plamning and conducting informal educational efforts. In
recent years the Cooperative Extension Service has placed increased
emphasis on consumer education. Hall, at a workshop on consumer edu-
cation at New York State women'é program, stated:
Consumer education means many things. It should provide infor-
mation and prevent the consumer from being victimized; it should
provide education that points out helpful buying factors, and

it should provide a meaningful background that acquaints the con-
sumer with the procedures of business and manufacturing.

31bid., p. 4.

Hlela 0'Tocle, et al., Home Economics in Land-Grant Colleges and
Universities, A Statement of Objectives and Future Directions,grﬁhsh-
ington, 1960), p. 10=11,

5Frederica L. Beinert, "Editer's Page," What's New In Home Economics,
XXXIX (March, 1962), p. 15.
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o Armstr@ngg a former Extension Clothing Specialist in Oklahoma,
statad in a 1955 Extension bulletin:

Every woman wants to get the most for her money and get full re-

turn for the money she spends on clothing; she not only wants it

to be flattering in appearance but she wants it to wear well and
then to look well as long as ?t wears. With 15 Percgnt of thg
yearly budget spen? for clothing, buying wisely is essential.

The review of research supported the fact that today's families
are selecting and purchasing greater quantities of ready-to-ﬁear than
families did fifty years age. If the homemaker is to be an intelligpnt
consumer, she needs more information about selecting ready-made clothes
than her greatagrandmotherov Choicemmaking is important for today's fami-
lies. Troelstrup stated that the choices an individual makes, consciously
and subconsciously, determine, to a large gxtent, his character.’

Moreoﬁer, several studiesshnwmﬂ that new developments in fibérs
‘;nd finishes are rapid and most consumers are confronted with the need
for speéific.information of the changes in_textiles an& clothing. The
many new sYnthetiq fibers being used in addition to the familiar man-
mgde and natpral‘figeré, the growing practice of blending two or more
fibers within a fabric and the application of new finishes have made
the need fbr knowledge of care and performance features. greater than
ever béfore.

A ;tudy conducted by Bryan in 1959 with home demonstration members

in Garvin County, Oklahbm;; indicated that more articles of clothing

are purdhased‘ready-made than are produced in the home. Her findings

6014 Armstrong, Your Clothing Dollar, Extension Circular 561,
(Oklahoma, 1955), po 1.

: 7 prch W, Troelstrup, Consumer Problems and Personal Finance, McGraw-
Hill Book Company, Inc., New York, 1965, p» -%%i
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also indicated that 75 percent of the homemakers reported that learning
how to select ready-made clothing was important to them.8
Studies conducted by Tate and Glisson listeéd reasons why the home-

maker purchases ready-made garments for the family, namely: (1) home-
makers are spared long hours in constructing garments at home; (2)
garments can be easily purchased and are ready for use; (3) the wearer
can see how a garment looks before investing any money; and (4) large
numbers of women work outside the home»and have less time for home
sewing.9

~ Because technological, social, and economic changes have been so
rapid during the past 50 years, Curtis, in 1961, conducted a study to
determine how these changes have affected the way a homemaker selects,
usés, and cares for clothing of family members in a selected area in
Wakefield, Rhode Island. In the Curtis study the factors considered
by homemakers in selecting clothing were grouped into practical and
aesthetic features. The practical features included quality, duram
bility, ease of care,_versatility, eonstruction features, room for
growth,card comfort. The aesthetic group included suitability to_the
person, style, fit, aﬁd suitability for special occasions. The study
revealed that homemakers mentioned the practical features more often

than the aesthetic features. The investigator stated that this bears

8Cleo Stiles Bryan, A Study of Garvin County Homemakers and
Members Drop Out of Home Demonstration Clubs, Unpublished Master's Thesis,
Oklahoma State UniVersity, 1959,

9Mildred Thurew Tate and Oris Glisson, Family Clothing, John Wiley
and Sons, Inc., New York, 1961, p. 32.
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out the general trend today in which practical features are highlighted

in advice regarding the selection of clothing.'®

According to Tate and Glisson, a family's philosophy toward cloth-
ing influences the way the clothing mohey is spent.

"To some families, the chief purpose of clothing is to protect the
body and meet the minimum requirements of the culture. To others
clothing is an art and an expression of personality, requiring as
much study for successful performance as any factor associated with
the life of the family."!1

Through its philésophy the family attempts to pinxpoint its cloth-
ing problems by identifying its attitudes toward clothing and the needs
clothing must fulfill to achieve family satisfaction. Sturm and Grieser
to be an intelllgent consumer stated:

After you have planned your clothing needs and know what you have

to buy and how much money you can spend, your next step is to buy
the clothes which will best meet your needs. Intelligent buying
fulfills your wardrobe requirements with clothes that will give

good service and that you will enjoy. It is as important to a suc-
cessful wardrobe as any part of your clething plan. Successful
buying includes wise shepping, awareness of your own clothing stand-
ards, ?ﬁd acceptance of your responsibility as an intelligent con-
sumer.

Because of wide spread psychological appeal used in advertising
and selling Erwin and Kinchen recommended:

A better understanding of our psychological needs and our habit

of associating meanings, attitudes, feelings, and moods with the

things we buy would make us wiser consumers. These symbolic mean-
ings are related to basic urges as hunger, sex, and the desire

10Patrlcia B, Curtis, Relation of Socio-Economic Chagggg to Changing
Patterns of Clothing Selection, Care : and Use by Homemakers in a Selected
Area in Wakefield Rhode Island Unpublished Master s Thesis, Univer51ty
of Rhode Island 1961o , v

M Tate and Glissonp Do 19-20.

12Mary Mark Sturm and Edwina H. Grieser, Guide to Modern Clothing,
McGraw-Hill Bock Company, St -Leuks,19965, 92186,
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for recognition, affectlon, security, and new experiences (avoid-
ance of boredom)

To support the idea that clothes do make a difference in the way
people feel, Hurlock stated:

One of the chief values of clothing is that it enables people to

advertise themselves in a way that will win the attention and

admiration of others. Many who lack any ability and could not

hope to rise above the "average"” on their merits alone, find a

satisfactory outlet for this desire for recognltion through the

medium of dress. !

This idea is supported by Flugel who declared, "There can be 1lit-
tle doubt that the ultimate and essential cause of fashion lies in
social competitian“15

However, as alleged by Stepat:

We vary in our tésts, our attention toward clothing, the satisfac-

tions we gain, and the ways in which we use clothing to express

ourselves. A person's interests, attitudes and goals tell some-
thing about her values in her relation to her appearance. '

Research of younger women at various social and age levels by
Ryan indicated, Y. . . that the individual's satisfaction from clothing
depended to a great extent on the social accéptability of the individual
through clothingo“17

Rosencranz inferred from her research in 1960 that clothing se-

lected by older women contributed to the mental health of the individual.

In a group of older women, garments were purchased as a means to "cheer-up,"

13Mabel D, Erwin,and Llla A, Klnchen, Clothlng for Moderns, The
Madmillan Company, " New York, 1964, p. 214,

14E13 zabeth B. Hurlock, The Psychology of Dress Ronald Press Company,
New York, 1929D pPe 27

155, C. Flugel, The Psychology of Clothes, Hogarth Press, Ltd.,
London, 1950, Po, 1386 -

16Dorothy Stepat, "Before and After With A Clothing Selection Class,“
Practical Home Economics, XXXIII, No. 8, (April, 1955), p. 14.

17Mary S. R Psychol
¥ S. Ryan, Psychological Effect of Clothing, Cornell University
Agricultural Expepf'{ment Statior BeTTetin 98 (Hls. 19530, p. 23,
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This method of "cheering-up" appeared stronger among the women héving
a yearly income over $2,OOO»18
The attention given ¢lothing and the satisfactions gained by the
individual are affected by many outside factors, especially in the case
of young people. This ldea is supporfed by Hurlock:
Youth is extremely suggestible and easily led. In no phase of
life does this show itself so well as in clothing. Newspapers,
advertisers, fashion journals, and cinema all bring news as to
what is being worn in the big fashion centers of the world. The 9
adolescent is the first to take up each new fashion as it appears.
Clothing consumption ranks fourth in family expenditures. Monroe

stated tha@:

Personal consumption expenditures for clothing were in excess of
24 billions of dollars in 1962 in constant dollars--an amazing
sum. What we are less likely to read is that around half of this
dollar volume of clothing goes to the richest one~fourth families;
the rest Oprobably a little less than half, te the other three~

f@urthsaé

In a paper presented at the 40th Annual Agriculture Outlook Con-
ference in November, 1962, Britton reported that from 1941 to 1961,
clothing purchases per person had fluctuated within a relatively narrow
range, showing only about five percent difference between the highest
and the lowest annual expenditures. At that time she peinted out that
disposable personal income had increased considerably, and because of
this, clothing expenditures declined from 13 percent of income in 1929
toe 11 percent in 1941 and 10 percent in 1961 in constant dollars. She

indicated that several reasons have been sﬁggested for this declining

18Maloa'Ebe1'ing and Mary Lou Rosencranz, "Sociological and Personal

Aspects of Clothing for Older Women Studies,” Journal of Home Economics,
Vol. 57, (March, 1961), p. 464465,

19%urleck, p. 183.

620Day Monroe, "Why Do People Buy?" Better Selling, VI, (July, 1962),
Po 26,
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long time trend in clothing expenditures. These are the increased com-
petition of other goods and services; the changing‘comp@sition of the
pepulation, the greater utility of the fibers used, today's casual mode
of dressing, and the price changes in clothing compared with those‘in
@thér items.?2!

Britten also commented on other ways consumers have found te‘spend
their money: expenditures for gasoline and oil have been increasing,
durable goods purchases arebhighD h©using and household @perationg are
taking a greater pr©p@rti©n_@f real income than before the war, with
the house perhaps repla@ing-cl@thing as a status item.2?

An@ther important point made in Britton's report was that the cCom=
position of the population has been changing, and now includes a higher
proportion of those persons who @ustomarily spend less for clothing.

The number of ﬁeTSOnS under 15 years of age and those 65 or over increased
from 32 percent of the population in 1940 to 40 percent in 1960. At the
same time, the:e has been a_decline in the proportion of the population
that is 15 to 34 years old. This may be a further explanation of the
dde¢lining importance of clothing expenditures since young adults are
usually high clothing consumers and aré quick to accept and demand new

styles°23

!

A study was made by BeSS©n of alumnae who graduated between 1940

te 1959 at Northera Illineis University; she lnvestigated the practices

21¥irginia Britton, "Supplies and Prices of Clothing and Textiles,®
A Report to the Fortieth Annual Agricultural Conference, Washington, D.C.,
(November 16, 1962), p. 1.

22Tbidy, Po 1.

23Ibid,, p. 2.
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families used when buying major cost clothing items. According_to
Besson's study the majority of families paid cash for their purchasesn
A few more of the families who did not have children tended to buy in
certain stores where they could charge their purchases, while a few
more of those families with children bought in certain stores where
they could obtain discounts. However, slightly more of the women with
children paid for their purchases through charge accounts. More of the
families.who did not have children than those who did paid less than
planned or they expected to spend for élothing° As the fémily expanded,
more clothing purchases were charged, perhaps for ease of returni#g;
families with children found it difficult to spend less than plan?ed
or anticipated for clothing. Relativeiy few women participating ;n
the study kept records of clothing expenditures. Less than one<half
of all women kept actual clgthing records with a number equal to those
who did keep records using stere sales.slips or receipts, or check book
entries, stubs, or canceled_checks fof.this purpose. Many of the women
reperted beingCinfluenced in their pur@hasing of family clothing by
‘their need for the item, by its practicality, quality, becemingness,
and price, by previcus experience with a similar item and by’salesozu
A sﬁudy conducted by Field in 1961 with high school girls on the
selection and buying of ready-to-wear, reported that the majority of
girls bought most of their élothing reédyamadea The. reason for buying

a garment and the factors which influenced the girl to buy a particular

: zuHargery Louise Besson, Effect g{_Selécted Factors On Practices
and Problems in Buying Ready-Made Clothing, Unpublished Doctoral Dis=
sertation, Ohio State University, 196&.
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garment were similar. The reasans which were given most often for
buying were: style, fit, color, quality, serviceability, need, and
construction. The:fa@t©rs which influenced a girl to buy were: style,
price, color, qaglity, fit, and attractliveness., The sources of infora
mation most often used by girls when shopping or planning to shop were:
newspaper advertisements, store window displays, and clothing worn by
classmates. The méjority of clothes was purchased in department stores
or speciality shops. Paying cash was the methed of payment most often
used by ?he girls. Lay-away and charge accounts were also commonly
used. 22

In a study of family clothing inventories conducted by Brew, O!'Leary,
and Dean in 1956, the following information was given:

The largest proportion of clothing acquired was purchased new,

ready-to-wear. However, appreciable amounts of clothing were

received as gifts from persons cutside the immediate family.

A1l of these studies seem to indicate that all members of the
family are purchasing more readymmade @l@thing than they are making.

Research also revealed.that as families buy increasing amounts of
their clothiﬁg ready-made they often encounter problems in making a
satisfactory ;él@@ti@no S@me difficulﬁies which people have experienced
in shopping éfe aerived from the fact thét:

Only three @ut of every ten purchases are firﬁly decided upon

before the shopper gels to the store. The remaining seven are

purchases resulting either from some vague advance plan or from
a spur-¢f-the-moment decision. Almost half of all purchases are

25Nancy Ellen Fleld, A Summary of Research Done On The Selection
and Buying of Ready-To-Wear and Recommendations For Use, Unpublished
Master Thesls, Oklahoms State University, 1950.

26Margaret L. Brew, R. R. O'Leary, and L. C. Dean, Family Clothing
Inventoriss and Purchases: With An Analysis ito Show Factors Affecting
Consumption, Agricultural Information Bulletin, Ne. 148, (Washington, D.C.,
Apriln 1]95 )o Pn 3" .
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made completely on impulse. Two out of three shoppers never bother
to prepare even a partial shopping list.<7

An item sometimes causing difficulty is the faet that most buying
motives are emotional in nature, and nearly all consumer goods and
services araq sold through appeals to the customer's basic pride. An-

other type of buying difficulty discovered by Stone and Form centered

arcund salespeople.

When a cross section of Vansburg homemakers in 1957 were asked:
What irritates you most about clerks when you shep for women's
clothing? the mest frequently menticned responses divided them.
selves between "low pressure’! techniques on the part of the clerk,
such as ignoring the customer; not giving the customer enough

time, or displayling reluctance to wail on the customer; and 'high
pressure’ techniques, like misinferming the customer to complete

a sale, attempulng to sell the customer sgmethﬂng she doesn't like,
or supervising the customer too closely

A study conducted by Drake and Grimes in 1959 on comsumers' in-
terest in the use of label information em ready-made street dresses

revealed that:

Most of the women interviewsd looked for labels when purchasing
dresses. More than half made this a usual practice. Only one-
£ifth indieated they paid little or no attentiom teo labels. Those
who sought labsel information when buying made good use of the inw
formatien found. There were indications that they would make bet-
ter uss of information if more wers available %o them.29

Another important peint in theilr study was that the women were

encountering problems of understanding the content of the label. The

27prncld B. Baruch, ed., Kiplinger's Family Buying Guide, (New
Jersey, 1939}, p. 11.

28Gr@g@ry P. Stone and We. H. Form, The Local Community Clothing
Market: A Study of the Social and Soeial-Psychological Contexits of
Sh@gging “Technical Bulletin 262, (Michigan, November, 19574, Pe 50Ce

29Phyllis Drake and Mary Anpa Grimes, Labeling of Rea@yaMada Dresses
Technical Bulletin 943, (Texss, 1559), p. 2.
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majority of women preferred specific information in a brief and clearly
stated form and reliable instructions for the care of the garment.
Label information considered most helpful in the order given by the
women was: care, washing instructions, fiber content, brand, shrink-

age, size, colorfastness, and finishes.J0
Summary

The Cooperative Extension Service is an educational agency designed
to serve all people. The establishment and development of the United |
States Department of Agriculture and the land-grant institution led to
the beginning of Extension. The Cooperative Extension Service was created
by the Smith-Lever Act of 1914 to provide for informal instruction and
practicél demonstrations in agriculture and home economics. Extension
is guided by the principle of helping people to help themselves. There-
fore it is directed toward helping people analyze local conditions and
to develop anducarry out programs for the education and social benefit
of the community and its individual members.

The home economics Extension program emphasizes the participation
of people in planning and conducting informal education experiences.

It is concerned with the improvement of individwal, family, and com-
minity 1iving. -

Because homemakers are in the labor force and incomes for the
majoriﬁ& of fémiiies have increaséd, there is generally more money to
buy but iess'time to construct clothing for the family. In addition,

improvements in the quality of ready-made clothing and a wider choice

30Ibid., p. 5.
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of styles and fabrics have encouraged many homemakers to purchase family
wardrobes of ready-made garments.

Clothing ranks fourth in expenditures of American families. The
way the family feels about elothing influences the way clothing money
is spent. One of the chief values of clothing is that it enables in-
dividuals to advertise themselves in a way that will win the attention
and admiration of others.

A review of related studies showed that more garments are purchased
ready-made than are made at home. The reasons most frequently given
for selecting a particular garment were style, fit, color, need, con-
struction, and serviceability. The sources of information found most
helpful for the purchasing of clothing were newspaper advertisements
and the satisfactions with the clothing worn by individuals. Paying
cash was the method of payment most often used.

The present study was designed to identify the clothing buying
practices and problems of a selected group of Jefferson County, Oklahoma,
families and to provide information whereby the Extension-cloﬁhing pro-
gram may keep pace with changing conditions and more effectively serve
homemakers. The following chapter will present the findings of this
study. It will reveal information concerning the articles purchased
and problems encountered by two groups of homemskers: members and non-

members of home demonstration clubs.



CHAPTER III
ANALYSIS OF DATA

An analysis and summary of the data obtained in this study are
presented in this chapter. The study involved two groups of homemakers,
home demonstration club members and non-members. The purposes of the
study were to (1) identify some of the clothing articles purchased by
the two groups of homemakers; (2) ascertain some of the problems they
encountered in purchasing ready-made clothing for the family; (3) de-
termine some of their buying practices; (4) determine if age, education,
study of Home Economics in school, income, home demonstration club member-
ship, and sex and age of children under 20 may have any relation to the
purchasing practices and problems of ready-made clothing for families;
and (5) to develop proposals for a county Extension program designed
to assist homemakers in solving their problems in purchasing ready-
made clothing.

The questionnaire was organized in three .parts; namely, (1) per-
sonal informafinn concerning the homemaker and her family, (2) clothing
articles the homemaker may purchase for her family, and (3) problems
that she may encounter in the market. Two copies of the questiomnaire

were distributed at the regular club meeting in May, 1965, to each mem-
ber in at‘&:er;dan@e° Club members did not know about the questionnaire
until they arrived at the meeting. During the meeting each member an-
swered one questionnaire and then was asked to téke the second question-

naire to a non-member for answering.

23
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. Questionnaires were received from 72 club members and 58 non-members.
Two questionnaires from members were incomplete, therefore, were not used

in the study.
Characteristics of Homemakers and Their Families

The first eight items of the questiomnaire were related to char-
acteristics of the homemakers participating in the study. The responses
to these items were reported for the member group of 70 homemakers and
the non-member group of 58 homemakers in Tables I through VIII.

Table I indicates that 92.7 percent of the members, compared with
81 percent of non-members were married at the time of the study. Of
the widowed homemakers the largest percentage‘(1?.2 percent) were non-
members. It was interesting to note that only one homemaker in the non-
member group and none in the member group was divorced.

Table II shows an analysis of the age of members and non-members.
Nearly one-half of the respondents were 50 years of age or older. Only
14 (11 percent) of the homemakers were 29 years of age and under. In
this age group there were four times as many non_ﬁembers as members.
The largest percentages of hcmemakers who were 30-49 years were non-
members. A large proportion of the club members were 50 years of age
and older. On the whole, thé non-members were younger than members.

An examination of Table III shows that more of the respondénts
had completed high school than any other educational level. Approxi-
mately one~fifth of the homemakers had received some education beyond
\high schoel, while more than two-fifths had not completed high school,
For participants in the study the members tended ﬁo choose non-members

with more education than they had had.
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- MARITAL STATUS OF HOMEMAKERS
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Marital Members Non-Members Total
Status N~70%* N-58 N-128
No. % No. . No. %
Married 64 91 .4 uy 81,0 111 86,7
Widowed 5 7.1 10 17.3 15 1.7
Divorced 0 00.0 1 1.7 1 . 0.8
*One did not respond.
TABLE II
AGE OF HOMEMAKERS
Members Non-Members Total
Age N-70% N-58 N-128
No. % No. % No.
19-29 years 3 4,3 11 19,0 14 10.9
3049 years 25 35.7 26 44,8 51 39.8
50 years or older 41 58.6 21 36.2 62 L8.4
*One did not respond.
TABLE IIT
EDUCATION OF HOMEMAKERS
Educational - Members Non-Members Total
Level . N=70° _ N-58%* N.128
No. % No. % No,
8th grade or less 12 17.2 2 ‘ 3.4 1 10.9
1.3 years high school 14 = 20,0 15 25,4 29 22,7
Completed high school 29 1.4 26 Ly, 8 55 43.0
1=3 years college 19 15.7 7 12,1 18 4.1
Completed college 4 5.7 7 12,1 11 8.6

*%0One did not respénd.
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The findings in Table IV indicated that approximately three-fourths
or more homemakers in both groups had studied home economics in high
school. This investigation also pointed out that more non-members
than members had received iraining in home economics in high school.

A small percentage of the resp;ndents in both groups had studied home
economics beyond high school. All non-members reported some hbme econ-
omics course work in either‘high school or college.

Of the 70 members the iargest percentaée (33.4 percent) had par-
ticipated 16 or more years in Extéhsion (Table V). The next largest
percehtage was the less than four year membership group with approxi-
mately 30 percent of the members in this group. |

Forty-four percent of the total sample; as shown in Table VI,
reported incomes within the $5,000-$9,999 category during 1964. More
menbers were in the lowest or $1,500-$2,499 income category and in the
highest or ${O,COO or over than were non-members. Because so few cases
were included in the lowest and highest cétegories, each of these will
be combined with the nearest group in the subsequent analysis of data.
Hereafter;’thé categories will be less than $2,500; $2,500-$4,999;
$5,000 and over. |

The age and sex of theichildren under 20 years of age in the two
groups offhomemakers are presented in Table VII. Both members and nonw-
members hadvqhildren in each age group. However, more of the children
of non-members were in the infant through five years age le\fel and more—
of the ghildrén of members were in the 13 through 20 years age level.

The 128 respondents reported a total of 67 boys and 66 girls,
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TABLE IV

STUDY OF HOME ECONOMICS IN SCHOOL PROGRAMS

Members Non-Members Total
School Programs N-.70 N-58 N-128
No. % No. % No. %
Highschool 41 58,7 50 86.3 91 71,1
College 5 7.1 8 13.7 13 10.1
None S 24 34,2 -0 00,0 24 18.8
TABLE V

 NUMBER OF YEARS OF MEMBERSHIP IN HOME DEMONSTRATION CLUB

Number Reporting ‘ Per Cent
Number of Years N-70%

Less than 4 years ' 21 ‘ 30,0
49 years o 15 21.4
10-16 years | 10 14.3
16 and over | 23 33.3
*One did not respond.

TABLE VI

FAMILY INCOME OF HOMEMAKERS

Members Non-Members Total

Income N..70 N-58 N-128
' NG, % No. % No. ‘ %7
$1,499 or less 1 1.4 1 1.7 2 1.6
$1,500~$2,h99 12 171 3 5.2 15 11.7
$2,500-$4,999 219 30,0 25 43,1 L6 35.9
$5,000-$9,999 29 4i, 5 28 48,3 57 L, 5

$10,000 or: over 7 10.0 T 1.7 8 6.3




TABLE VII

SEX AND AGE OF CHILDREN UNDER TWENTY

"~ Members "Non~Members. “Total
N-70 . - N-58 N-128
Male Female ) Male __ Female Male Female--
Age Total Total _Total Total
No. No. No. No. ‘
Fami-~ Total Fami- Total - Fami- Total Fami- Total T -
lies No. % _ilies - No. % “lies No. lies No. - No. % No. %
Infant |
through
5 years 5 5 71 5 6 8.6 12 _ 14 20.0 11 15 21.4 19 14,8 2_1 16.4
6-12 years 8 10 14,3 8 11 157 8 13 18,6 7 10 14.3 23 18.0 21 16.4
13«20 years 13 15 21.4 11 15 21.4 10 14,3 8 g 12.9 25 19.5 24 18.8

17

8¢
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A summary is presented in Table VIII of the employment status of

the homemskers. More members (71.0 percent) than non-members (53.5

percent) were full-time homemakers--not employed outside the home.

However, five times more non-members than members reported full-time

employment. Slightly over one~-fifth of all homemakers had part-time

employment with the number of members exceeding the mumber of non-

members.
TABLE VIII
EMPLOYMENT OUTSIDE THE HOME OF HOMEMAKERS
Members Non-Members Total
Employment N-70 " Ne58:-- N-128
- NOO‘ NO- . %' NQ. %
None 50 71.0 31 53.5 81 63.3
Full-time 3 bl 16 27.6 19 14,8
Part-tinme 17 . 24,6 11 18,9 28 21.9

Procedures Related to Securing Family Clothing

The fables IX through XIV record plans and payment of clothing

items as related by the homeémakers to questions 19 through 25 of the

questionnaire.

Frequency of Keeping Records ‘of Clothing Expenditures

The data in Table IX revealed that 6ver three-fourths of the fami-

lies did not keep an account of money spent on clothing purchases. Of

the 28 who did keep records of clothing expenditures, 17 were members

and 11 were non-members.

The methods used for keeping records most
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frequently were using home acéount book, keeping sales slips and check

stubs, and memory.

Plans for Purchasiﬁg the Family Clothing

The data in Table X disclosed the number of families making plans
for purchasing family clothing.

Seventy-two families (56.3 percent) reported thay did not have a
plan. A partial plan was listed by 50 (39.1 percent) of the homemakers.
Only one homemsker who was a club member indicated that her family used
a definite plan. The findings from homemakers in both the member and
non-member groups were quite similar. Four checked other methods of

planning but did not specify what was meant.

Method of Payment for Ready-Made Clothing

Information presented in Table XI indicated methods of payment
for clothing purchases for the family.

Over one<half of the respondents indicated that they paid cash for
their purchases. A combination of charge accounts and cash was checked
by an additicnal 40 percent of the homemakers. Thus, only about two
homemakers out of ten used lay-a-way mbthod of financing clothing pur-

chases.

Credit Obligations for Clothing and Clothing Items

As shown in Table XII, only three homemakers in both groups reported
that they had missed credit obligations. However, one non-member indi-

cated that she had e¢lothing items on lay-a-way which had not been claimed.
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TABLE IX
FREQUENCY OF KEEPING RECORDS OF CLOTHING EXPENDITURES BY HOMEMAKERS

Members Non-Members Total
Record N-70 N.58 N-128
No. % No. % No. %
Yes 17 24,3 11 18.9 28 21.9
No 53 75.7 b7 81.0 100 78,1
TABLE X

PLANS FOR PURCHASING THE FAMILY'S CLOTHING BY HOMEMAKERS

Members Non-Members “Total
Use of Plan N-70 N-58%% N-128
) No. ) _% No. % Noo %
Complete plan 1 RR? 0 00,0 1 0.8
Partial plan 28 40,0 . 22 ' 37.9 50 39.1
No plan 38 543 34 58.6 72 56.2
Other 3 4.3 1 1.7 b 3.1
¥%0ne did net rasp@nd;

TABLE XI

METHOD OF PAYMENT FOR READY-MADE CLOTHING PURCHASES BYfHOMEMAKERS

' Members, an-Members Total

Method of Payment N=70% . N 58%% N-128
| No. % No. 7 No, %
Always cash- o 37 52,9 29 50.0 66 51.6
Charge account 0 00.0 1 1.7 1 0.8
Charge account and cash 31 4i.3 24 b1.4 55 43,0
Lay—a=way ' 1 1.4 1 1.7 2 1.6

*One did nut respond.
**Three did not respond.
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Percentages of Family Income Used for Clothing

Table XIII shows that approximately four out of ten families in
both groups spent the same percentages as the national average, 10-12
percent of yearly income on clothingo1 Three out of ten reported that
they spent less and the same number reported that they did not know

how much they spent.

Family Income Allocated to Family Members

Over 77 percent of both groups of families reported they did not
have a definite plan for dividing the money allocated for family cloth;
ing among_family members as pfesented in Table XIV. Less than 20 per-
cent indicated that they did éuch planning sometimes while only two

families reported this to be a regular practice.

Clothing Purchases

Data related to clothing buying practices and problems of the
128 reospondents are presented in Tables XV through XLVII. These in-
clude information séurceé used, factors considered important, reasons
for purchasing, label information considered important, place of pur-
chase, types of sales patronized, frequency of clothing purchased and
satisfaction with the purchase, and problems encountered in selecting

clothing.

Sources of Information Used in Clothing Purchases

One of the sub-problems cutlined for this study was to learn the

sources from which homemakers get information for pufchasing clothing.

1Virginia Britton, "Supplies and Prices of Clothing and Textiles,"
A Report to the Fortieth Annual Agricultural Conference, Washington, D. C.
(Novenmber 16, 1962), p. 1.
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TABLE XII
CREDIT OBLIGATIONS FOR CLOTHING AND CLOTHING ITEMS BY HOMEMAKERS

‘ Members Non.Members Total
Use of Credit ___N-70 N-58 N-128
No. % No. % Ne.
Payment missed 2 2.9 1 1.7 3 2.3
Unclaimed lay-a-ways O 00.0 1 1.7 1- 7.8
TABLE XIII

PERCENTAGE OF FAMILY INCOME USED FOR CLOTHING PURCHASES BY HOMEMAKERS

Members Non-Members Total
Percentage of N-70 N-58 N-128
Family Income No. % No. % No. %
More than 10124 1 1.4 1 1.7 2 1.6
Less than 10-12% 21 30,0 15 25,9 36 28,1
Average (10-12%) 30 42.9 25 43,1 55 43,0
Did not know 18 25,7 17 29.3 35 27.3

TABLE XIV

FAMILY INCOME ALLOCATED TO FAMILY MEMBERS FOR CLOTHING

Members Non-Members Total
Proportion of N-70 N 58%* N-128
Family Income No. % No, % No. %
Always 1 1.4 1 1.7 2 1.6
Sometimes 15 214 10 17.2 25 19.5
Never 54 7701 99 774

ks 77.6

**Two did not respond.
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A summary of these findings are presented in Table XV. The question-
naire listed 10 scurces of information and asked each participant to
check as many as she used effectively. Six of the sources related to
printed material, three to personal contacts, and one to the past ex-
perience of the participant. All sources listed in the questiohnaire
were checked by four or mere participants. The most frequently checked
source for both groups was past experience which was checked by over
eight out of ten responﬂents. This proportion was also true with re-
gard to duration of membership.

Approximately four out of ten respondents used magazine advertise-
ments. However, this source was checked by more non-members than members.
It was the third most frequently used source for the non-members, and
ranked fourth by members.

For the club members the extension bulletins were third from the
top as an effective source of infrdmation; about 42 percent of the mem-
bers used them. This source, along with @he home economics trained per-
son was the least used source of information by the non-members. Both
sources were used by only four, or 6.9 percent, of the 58 non-member
homemakers. The use of a home economics trained person ranked second
by the members. This source was reported by eight times more members
than non-members. Only four (6.9 percent) of the non-.members checked
the home economics trained person as a source, however all the non-
members themselves had had some formal home economics education in

school. It was interesting to note that the mest frequent use of the
home economics trained person was reported by the members with long

membership, 16 years or over.



TABLE XV
SQURCES OF INFORMATION USED IN CLOTHING PURCHASES BY HOMEMAKERS ACCORDING TO MEMBERSHIP

Members Non-Members Total

_ N-70% B N-58 N-128
Information Sources Less than #.9 years 10-16 years 16 yrs. and Total

4 yrs, No2i**k  N_{5%k%  N_10%%%  over N.23%** N_70
_ Ne. % . No. % Noe % No. % No. % No, % No. %

Magazine advertisements 5 23.8 6 40.0 6 60,0 7 30.4 24 34,3 24 .4 4B  37.5
Magazine articles 6 23°6 6 40.0 1 10.0 8 34.8 21 30,0 10 17.2 31. 24,2
Newspaper advertisements 6 28.6 2 13.3 4 40.0 6 26,1 18 25,7 14 24,1 32 25,0
Newspaper articles . 5 23.8 2 13.3 0 00.0 6 26,1 13 18.6 11 18.9 24 18.8
BExtension bulletins 8 38.1 6 40.0 1 10,0 14 60.9 29 41,4 4 6.9 33 25.8
Testing laboratory bi9.0 & 26,7 0 00.0 7 30.4 15 21.4 6 10,3 21 16.4
Salespersons 5 23.8 2 13.3 5 50.0 4 17,4 16 22,9 14 24,1 30  23.4
Your past experience 19 90.5 14 63.3 9 90.0 19 82,6 61 87.1 44 75,9 105 82.0
Friend's advice 7 33.3 L 26.7 5 50.0 5 21.7 21 30,0 25 43,1 L6  35.9
Home Economics trained

© person 8 38,1 8 53.3 5 50,0 11 47,8 32 45,7 L 6.9 36 28.1

*One did not respond.
***Homemakers checked more than one source.
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Magazines published by indepéndent testing laboratories were checked
least frequeﬁtly with only two out of ten respondents reporting them as a
source of informétion. A small number of both members and nonfmeﬁbers
reported reéei;ihg information from heﬁspaper advertisements, ﬁagazine
articles, saléspersons, and newspaper articles. Although less than one
third of the members checked friend'é advice as a source of information,
it was the most frequently checked source recorded for non-members.

Are the sources of information used in clothing purchases affected
by age, education, home economics study, and income of the homemakers?
Table XVI comparés the sources of information used by homemakers of |
three age éfoups: 19 through 29, 30 through 49, and 50 years or older.
Regardlesg of.age of the homemaker the most frequently used source. of
information was past experience. The non-members in the 50 years or
older category used magazine advertisements and friend's advice as sec-
ond and third most frequently checked sources of information while the
members in the same age group used information from home economics trained
persons and extension bulletins. The club members in the middle age
group used past experience, home economics trained persons, and magazine
advertisements in that descending order of frequency as their sources
for information.

.The responses related to use of information analeed according to
education of the respondents are summarized in Table XVII. Only three
sources (magazine articles,‘testing laboratories, and past experiences)
were checked by at least one respondent in each educational level. How=
ever, past experience was most frequenﬁly checked with the range of 69.2
percent te 100 percent of the respondents. Non.members who had one to

three years of college or who were college graduates indicated more



TABLE XVI
SOURCES OF INFORMATION USED IN CLOTHING PURCHASES BY HOMEMAKERS ACCORDING TO AGE

Members Non-Members
N-_70% N-58
Information Sources 19=29 years . 30-49 years 50yrs. or older 19-29 years  30-49 years 50 yrs. or older
' N-3 ~ N-25 N-i1 N-11 N-26 N-21
No. % No. % No. % No. % No. % No. %

Magazine advertisements 0. 00.0 12 48,0 12 29.3 L 36.4 10 38.5 10 47,6

Magazine articles 1 33.3 9 36,0 11 26.8 2 18.2 -~ 4 154 4  19.0
Newspaper adverﬁisemenéé‘ 0  00.0 io 40,0 8 19.5 3 27.3 6 231 5 23,8
Newspaper articles 0 00.0 7 28.0 6 14,6 2 18.2 5 19,2 4 19,0
Extension bulletins 1 333 11 4,0 17 W15 2 18.2 2 7.7 0 00.0
Testing laboratory 0 00.0 1 4,0 14 35,2 0 00.0 5 19.2 1 4.8
Sales persons ) 0 00.0 9 3640 7 171 2 18.2 L {5,4 8 38.1
Your past experience 3  100.0 24 96.0 33 80.5 9 81.8 21 80.8 14 66.7
Friend'é advice 2 66,7 9 36.0 10 24,4 7 63.6 8 30.8 10 47,6
Home Economics trained -

person 1 33.3 14 56.0 17 41,5 3 273 1 3.8 0 00.0

*One did not respond.
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TABLE XVII

BY HOMEMAKERS ACCORDING TO EDUCATION

SOURCES OF INFORMATION USED IN CLOTHING PURCHASES

Mernbers Non-Members
N-70 N-58¢*
. 8th grade 1-3 yrs. Completed 1.3 yrs. Completed 8th grade 1=3 yrs. Completed 1=3 yrs. Completed
Sources of Information or less high school high school college college or less bigh school  high school college college
N-12 N-14 N-29 N-11 Nl N-2 N-15§ N-26 N-7 N-7
No. Z No. 4 No. 4 No. ¢ No. [4 No. % ‘No. No. z No. % No.
Magazine advertisements 2 16.7 1 7.1 13 44.8 5 45.5 3 75.0 0 00.0 10 £6.7 5 19.2 [ 714 n 51.1
Magazine articles 2 16,7 4 28,6 9 31.0 3 27.3 3 75.0 2 100.0 1 6.7 3 1.5 2 28.6 2 28.6
Newspaper advertisements 2 16.7 4 28.6 9 31.0 3 27.3 3 75.0 ] 00.0 1 6.7 7 26.9 n 57.1 2 28.6
Newspaper articles 0 00.0 1 7.1 9 31.0 2 18,2 1 250 1  50.0 1 6.7 2 707 2 28.6 4 57.1
Extension bulletins 3 25.0 8 57.1 16 55.2 2 18.2 0 00.0 0 00.0 1 6.7 1 3.8 0 00.0 2 28.6
Testing laboratory 1 8.3 5 35.7 7 24,1 1 9.1 1 25.0 1 50.0 1 6.7 2 7.7 1 14,3 1 14.3
Salespersons 1 g.3 1 741 9 31.0 4 36.4 1 25.0 1 50.0 - 6 40.0 6 23.1 1 14.3 0 00.0
Your past experience 10 83.3 12 85.7 26 89.7 9 81.8 4 100.0 2 100.0 11 73.3 18 69.2 é 85.7 é 85.7
Friend's advice 2 16.7 2 14,3 12 41,4 5 45,5 0 00.0 2 100,0 7 46.7 14 53.8 2 28.6 0 00.0
Home Economics trained person 5 41.7 8 57.1 15 51.7 3 27.3 1 25.0 0 00.0 0 00.0 2 7.7 0 00.0 2 és, 6

**0ne did not respond.
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sources béeing used; however, members who had one to three years high
school or were high school graduates reported using more sources than
non-members. Because of the small number in each educational category
no definite relationship was established between sources of information
and education.

As depicted in Table XVIII a higher percentage of members who had
received home economics training in high school or college reported
using more sources of information for clothing purchases than non-
members, although the difference is very small fof several of the
sources.

Table XIX presents a summary of the responses related to use of
information recorded according to income. Both members and néh-members
in the $2,499 or less income level reported using fewer sources than
those in the other two income levels. More members with $5,000 and
over income reported using more sources than non-members in the same
income level. Regardless of income levels, the most frequently used
source of information was past experience. Few non-members used ex-

tension bulletins or consulted home economics trained persons.

Factors Considered in the Purchase of Ready-Made Clothing

Twelve items were listed in the qhestionnaire as factors influenc-
ing the purchase of ready-made clothing. The homemakers were asked to
indicate the ones they considered most important in selecting clothing
for children under twelve, teenage boys;'teenage girls, for themselves,
and for men. A summary of responses is presented in Table XX.

"Design," "price," and "care" were among the three factors most

frequently checked by both groups of homemakers regardless of club



TABLE XVIIT

SQURCES OF INFORMATION USED IN CLOTHING PURCHASES BY HOMEMAKERS
ACCORDING TO HOME ECONOMICS STUDY

Members Non-Members
N-70%
Information Sources Highschool College Highschool College
N-41 N-5 N-50 N-8

No. % No. % No. % No. %
Magazine advertisements 19 46.3 4 80.0 23 46,0 5 62.5
Magazine articles 14 35.2 3 60.0 8 16.0 2 25,0
Newspaper advertisements 17 41.5 3 60,0 13 26,0 3 37.5
Newspaper articles 12 29.3 2 40,0 10 20.0 3 37.5
Extension bulletins 20 48,8 0 00.0 4 8.0 2 25.0
Testing laboratory 9 22.0 0 00.0 5 10,0 0 00.0
Sales persons 11 26.8 2 40.0 13 26.0 0 00.0
Your past experience 37 90.2 4 80.0 39 78.0 8 100.0
Friend's advice 17 4.5 1 20.0 20 40,0 0 00.0
Home Economics trained person 22 53.7 1 20,0 L 8.0 2 25.0

*24 reported no training.

oty



TABLE XIX

SOURCES OF INFORMATION USED IN CLOTHING PURCHASES
BY HOMEMAKERS ACCORDING TO INCCOME

Members Non-Members
o N.70% N-58 :
Sources of Infermation $2,399 and less $2,500-$4,999 $5,000-over $2,599 and less $2,500-$4,999 $5,000-0ver
N-13 N=21 N-36 N4 N=25 N-29

No. % No. & No. % No. 4 No. 7 No. KN

Magazine advertisements 5 38.5 5 23.8 14 38.9 1 25.0 9 36.0 14 L6,7
Magazine articles B 3 23.1 8 38.1 10 27.8 0 00.0 4 16.0 6 20,0
Newspaper advertiéements 0 00,0 3 14.3 15 41,7 1 25.0 3 12.0 10 33.3
Newspaper articles 1 7.7 2 9.5 10 27.8 0 00,0 3 12.0 8 30.0
Extension bulletins: 7 53.8 9 42,9 13 36.1 0 00.0 1 4,0 3 10.0
Testing laboratories 3 23e1 1 4.8 11 30.6 1 25.0 L 16.0 1 3.3
Salespersons 4 30.8 3 4.3 9 25.0 2 50,0 7 28.0 5 16,7
Your past experience 8 61,5 21 100,0 32 8.9 3 750 17 68,0 24  80.0
Friend's advice 3 23.1 5 238 13 361 1 250 14 56,0 10.° 333
Home Economics trained ’ ' T ’ o

person 5 38,5 10 47,6 17 47.2 0  00.0 2 8.0 2 6.7

*One did not respond.

b



TABLE XX

FACTORS CONSIDERED IN THE PURCHASE OF READY-MADE CLOTHING FOR CHILDREN, TEENAGE GIRLS,
TEENAGE BOYS, WOMEN, AND MEN BY HOMEMAKERS

Members Non-Members Total
¥-70 N-58 N-128
Chiidren Teenage Teenage Women Men Children Teenage Teenage Women Men Children Teerage Teenage Women Hen
Factors Girls Boys Girls Boys Girls Boys
Na21 N.-20 K17 N-70 N-61 N-30 N-15 N-16 N-58 K49 N5t K-35 N=33 N-128 N-110
No. No. % No. % No. € No. [ No. % No. 4 No. % No. No. No. Z No. % No. Xo. No.
Design or siyle i8 857 20 100.0 17 100.0 70 100.0 52 85.2 25 83.3 15 100.0 14 67.5 58 100.0 48 98.0 43 84.3 35 100.0 31 93.9 128 300.0 100 90.9
Color 1%  76.2 18 90.0 12 70.6 61 87.1 45 73.8 23 76,7 12 80.0 11 68.8 49 8.5 37 75.5 39 76.5 30 857 23 69.7 110 E€5.9 82 74.5
Durabilicy of fabric 21 100.0 15 75.0 16 94,1 42  60.0 51 83.6 29 96.7 7 467 13 B1.3 33 56.9 &1 83.7 50 98,0 22 62.9 29 87.9 75 58.6 91 82.7
Workmanship 20 95.2 17 85.0 16 94,1 58 82.9 60 98.4 23 76.7 12 80.0 13 81.3 L 759 38 77.6 43 843 29 829 29 87.9 102 79.7 98  89.1
Brand name 8 38.% 9 45.0 8 47.4 29 41.h 31 S50.8 10 33.3 4 267 5 31.3 23 39.7 1 W7 18 35.3 13 3.1 13 394 52 L0.6 48 436
Weight of fabric o 66.6 12 60.0 11 64,7 25 357 36 59.0 15 50.0 2 13.3 5 31.3 16 27.6 26 53.1 29 56,9 1k 40.0 16 48,5 L1 32.0 62 56.b4
Fiber content 12 57.1 9 45,0 7 ®.2 30 42.9 25 41.0 10 33.3 4 267 8 50.0 25  L43.1 16 32.7 22 43.1 13 37.1 15 45,5 55  43.0 41 37.3
Texture of fabric 14 66.7 13 65.0 10 58.8 38 .s4.3 28 459 13 43.3 3 20.0 6 37.5 23 39.7 26 53.1 27 52.9 16 45.7 16 LB.S 61 47.7 54 49,1
Hormony with wardrobe 15 71.4 20 100.0 1% 82,4 62 88.6 40 656 15 50.0 11 73.3 10 62.5 Ly B81.0 30 63.2 30 8.8 3t 88.6 24 727 109 852 70 63.9
Care 20 95.2 18 90.0 14 824 65 92.9 57 93.4 30 100.0 14 93.3 16 100.0 50 86.2 41 83.7 50 98.0 3@ 9t.k 30 90.9 115 89.8 98 89.1
Informative label 16 76.2 15 75.0- 11 6.7 43 614 31 50.8 12 40.0 6 40.0 7 43.8 22 37.9 2t 42.9 28 5.9 21 60.0 18 545 65 50.8 52 4.3
Price of garment 18 85.7 20 95.0 17 100.0 64 9t.4 57 93.4 27 90.0 13 86.7 &4 87.5 52 89.7 L& .89.8 45 88.2 33 943 31 93.9 116 90.6 101 91.8
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membership. "Brand name" and "fiber content" were the two factors that
were least frequently checked as important in selecting ready-made cloth-
ing by all homemakers.

The majority of members and hon-members considered "durability"
and "workmanship® important in selecting clothing for children and teen-
age boys and "color" in selecting clothing for teenage girls and women.

Table XXI shows the factors considered in the purchase of ready-
made clothing by homemakers classified according to home economics study.
Of the 41 member homemakers who had studied home economics in high schoel,
90 percent ceonsidered "design or style," "pfice,"‘”careﬂ" and "harmony
with the present wardrobe" important. Less than half of the members
who had studied home economics in high school considered "brand name,"
"fiber content," and "weight of fabric.®

The five members who studied home economics in college checked
the same three characteristics: deéign_or style, care, and price.

The factors considered less frequently by the non-members with home
economics training in college were "weight of fabric," "informative
label," "texture eof fabric," and "brand name."

A summary of factors homemakers considered helpful in the purchass
of ready-made clothing for women and men according to income is pre-
sented in Table XXII. There was compleﬁe agreement by respondents in
all income levels that design was helpful in purchasing women's clothing.
Secondly, "price" was considered by all members and non-members on all
income levels with the exception of members in $5,000 and over income
level who considered care. However, they did list price third. Weight
of fabric was checked by the smallest number of respendents con all income

levels as being an important facter in the purchase of readynmade,clqthing



TABLE XXT

FACTORS CONSIDERED IN THE PURCHASE OF READY-MADE CLOTHING FOR WOMEN
BY HOMEMAKERS ACCORDING TC HOME ECONOMICS STUDY

Mombers — Ton-Members
N=70 ! N-58
Women
. Factors Highschosl Codlege Highscheol College
Nelt N-50

No. % No. % Noo % No. %
Design ér style L9 100.0 5 100.0 50 100.0 8 100.0
Color 35 85, 4 4 80.0 48 86,0 7 87.5
Durability of fabric 27 65.8 L 80.0 29 58,0 5 62.5
Workmanship 35 85.4 4 80.0 38 76,0 8 100,0
Brand name 16 39.0 1 20.0 - 20 40,0 4 50,0
Weight of fabriec 18 43,9 2 40.0 i5 30.0 3 37.5
Fiber content 17 b.5 2 40,0 23 46,0 5 62.5
Texture of fabric 27 65.8 2 40.0 19 38.0 3 375
Harmony with present wardrebe 37 90.2 L 80.0 Iy 80.0 6 75.0
Care 37 90.2 5 100.0 L2 84.0 6 75.C
Informative label 24 58.5 3 60.0 18 36.0 L 50,0
Price of garment 38 92.7 5 100, 0 Ly 88.0 5 62.5



TABLE XXII

FACTORS CONSIDERED IN THE PURCHASE OF READY-MADE CLOTHING FOR WOMEN AND MEN
BY HOMEMAKFRS ACCORDING TO INCOME

Members Non-Members
N-70 N-58
$2,499 and less $2,500-$4,999 45,000 angd over $2,499 and less $2,500--$4,999 $5,000 and over
Factors Women Men Wamen Men Women Men Women Men Women Men Women Men
N-13 Na11 021 k.18 N-36 N-32 N-b N-2 N-25 N-18 N-29 N-29
No. % No. Z No. Z Ho. Z No. £ To. No. 2 do. % lNo. No. No. No.
Design or style 13 100.0 9 81.8 21 100.0 13 72.2 36 100.0 30 93.8 L 100.0 2 100.0 25 100.0 18 100.0 29 100.0 28 96.6
Color 12 92,3 6 545 17 81.0 12 66,7 32 8.7 27 84k 2 5.0 1 50,0 22 88.0 4 77.8 25 B81.2 22 759
Durability of fabric 6 46.2 10 90.9 12 57.1 15 83.3 24 66.7 26 81.3 0 00.0 1 50.0 10 40.0 16 88.9 23 79.3 24 82.8
Workmanship 11 8.6 11 100.0 17 8t.t 17 944 30 83.3 32 100.0 2 50.0 1 50.0 17 68.0 13 72.2 25 86.2 24 82.8
Brand name 8 69.2 6 545 7 33.3 10 55.6 1 38.9 15 L46.9 2 5.0 0 00.0 8 32.0 6 33.3 13 4.8 11 3.9
Weight of fabric L 30.8 6 4.5 5 23.8 11 61.6 16 Lk 19 594 1 250 1 50,0 4 16.0 7  38.9 11 37.9 18 62.1
Fiber content 4 30.8 3 27,3 8 36.1 7 38.9 18 50.0 15 469 0 00.0 O 00.0 7 28.0 3 16.7 18 62.1 13 448
Texture of fabric 4 30.8 3 27.3 14 66.7 6 33.3 20 556 19 59.4 1 250 ‘0 00.0 6 240 7 389 16 55.2 19 655
Harmony with present wardrobe 11  84.6 5 45,5 19 90,5 $ 50.0 32 88.9 26 81.3 1 250 1 50.0 21 84,0 8 44l 25 86.2 21 72.4
Care 11 846 9 81.8 20 952 18 100.0 3 9h.h 30 93.8 4 100.0 1 50.0 22 88.0 17 o4k 24 B2.8 23 79.3
Informative label 8 61.5 3 27.3 10 A4p.6 6 33.3 25 69.4 22 68.8 1 250 O 00,0 6 240 4 22.2 15 51.7 17 5B.6
Price of garment 2 92.3 1t 100.0 20 95.2 17 94h 32 88.9 29 90.6 3 750 2 100.0 22 88.0 15 83.3 27 931 27 93.1

G
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with the exception of members in $5,000 and over income level who consid-
ered brand name. Next, fiber content and brand name were frequently
mentioned by members in all income levels as not important factors in
selecting clothing with the exception of members in $2,499 or less in-
come level more of whom checked texture of fabriczas not important.
Informative label was the second least frequently checked factor as
helpful in selecting clothing by non-members with the exception of
the $5,000 and over income group who checked second least frequently
brand name and checked infermative label third least frequently.

There was less agreement as to what was helpful in purchasing
men's clothing than for women's clothing, Four different items (work-
manship, care, price, and design or style) were checked by 100 percent
of the respondents within one or two income levels. But by members in
the lowest income level texture of fabric and fiber content were checked
least frequently as helpful in buying men's clothing, whereas, members
of the middle income level checked brand name and weight of fabric
least frequently and members of the higher inceme levels checked fiber
content and brand name least frequently. Over 58 percent of the high-
est income level of non-members checked all of the items as helpful in
buyling men's clothing with the exception of brand name and fiber content
which weré chacked by only 37.9 percent and 44,8 percent of the respondents,
raspectively. In contrast, siz of the items were checked as helpful in
ouying men's clothing by less than 45 percent of the middle income level

of non-members.
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Reasons for Purchasing Ready-Made Clothing

Table XXITI shows the reasons for purchasing ready-made clothing.
Of the eight cholces presented in the questlommaire the one most fre-
quently checked by the respondents was lack of time to sew. Although
more non-members were employed cutside their homes than were members,
2 higher percentage of members (70.0 percent) than non-members (56.9
percent) checked this as a reason. More members who had belonged to a
club four to nine years checked lack of time to sew than any other
membership category. The second mest frequently given reasoen for pur-
chasing garments was lack of sewing ability. A higher percentage of
non-members than members gave this as a reason.

Other reasons given by homemakers in descending order were: gar-
ments you make look "homemade,” ready-made garments fit better, too
time consuming, do not like to sew, and less expensive. Of the 128
homemakers only five gave do nolt have a sewing machine as a reason for
purchasing ready-made c¢lothing.

An examinalion of Table XXIV shows that all age categories, both
non-members and members, listed lack of time to sew, do not sew well,
and garments look "home-made" most frequently as the reasons for their
purchasing clothing ready-made. Equal numbers of non.members listed
too time consuming and do not like to sew.

- The responses according to the education of the respondents are
summarized in Table XXV. Regardless of educational level the reason
most frequently given was lack of time to sew. Three groups gave do
not sew well and two groups listed lack of time. Members and non-members

with one to three years of college listed garments look "homs-made" and



TABLE XXIII

REASONS FOR PURCHASING READY-MADE GCLOTHING BY HOMEMAKERS ACCORDING TO MEMBERSHIP

Members Total Members Non-Members Total
N-70% N-70% N-58 N-128
Less than 1.9 10-16 16 years
Reason L years years years and over
N-21 N-15 N=10 N=273
N@o % N@o % Ndc % NOO % NGD % N@a A_% N@o %
Lack of time 16 76a2 13 86.7 6 60.0 14 60.9 49 70,0 33 5.9 82 64.1
b@ not sew well 6 29.2 3 20,0 5 50,0 8 34,8 22 3,4 22 37.9 44 L4
Less expensive 1 b,8 1 6.7 0 00.0 1 4.3 3 4,3 6 10.3 9 7.0
Garments look better 4 19,0 i 6.7 2 20,0 7 30,4 14 20.0 9 155 23 18.0
Garment locks "homemade® 9 43,7 L 26.7 1 10.0 5 21.7 19 27.1 11 19.0 30 23.4
Do not like tc.sew 1 4.8 0 00.C 5 50.0 4 7.4 10 14.3 9 15.5 19 14,8
Do not have a sewing
machine 0 0.0 0 00.0 1 10.0 0 06.0 1 1.4 L 6.9 5 3.9
Too time consuming 3 14,3 3 20.0 1 10.0 2 8.7 9 12.9 11 19.0 20 15.6

*One did not respond. -
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TABLE XXIV

REASONS FOR PURCHASING READY-MADE CLOTHING BY HOMEMAKERS
ACCORDING TO AGE

*Qne did not respond.

Members Non-members
N-70% N-58
A 19=29 30=39 50 years 1929 30-39 50 years
Reason years years and over years years and over
N=3 N-25 N1 - N=11 N-26 - N=21
No. . No. % No. No. No. No.
Lack of time 3 100.0 20 80.0 26 63.4 4 36,3 17 654 12 57,1
Do not sew well 2 66,7 9 36,0 11 26.8 6 54.5 11 42.3 7 33.3
' Less expensive 0 00,0 0O 00,0 3 7.3 1 9.1 3 11,5 2 9.5
Garments fit better 0 00.0 4 16.0 10 24.4 1 Q.1 4 15,4 4 19,0
Garments look "homemade" 2 66.7 6 24,0 11 26,8 2 18.2 2 7.7 5 23.9
Do not like to sew 0 00.0 3 12.0 7 17.1 1 9.1 6 23.1 2 9.5
Do not have a sewing machine 0 00,0 0 “00.0 1 2.4 1 9.1 0 00.0 3 14.3
Too time consuming 0 00.0 3 12,0 6 14.6 2 18,2 6 23.1 3 14.3

&n



REASONS FOR PURCHASING READY-MADE CLOTHING BY HOMEMAKERS

TABLE XXV

ACCORDING TO EDUCATION

Too time consuming

**One did riot respond.

L 13.8 S.1

Members Non-Member

: §-70 N-58%%
8th grade 1.3 years Completed 1.3 years Completed ©8th grade 1-3 years Completed 1-3 years Completed
Reason or less highschool highschool college college or less highschool highschool college college

N-12 N-14 N-29 N-11 N-4 N-2 N-15 Na26 N7 N-7

No. No. : No. No. No. No. » No. No. No. . No. %
Lack of time 6 50.0 10 71.4 23 79.3 7 63.6 3 750 1 50.0 9 60.0 14 53.8 3 42.8 5 71.4
Do not sew well 5 4.3 2 4.3 8 27.6 7 63.6 0 00.0 1 50.0 4 25.7 13 50.0 2 28.6 2 28.6
Less expensive 1 8.3 0 00.0 2 6.9- 0 ©00.0 O ©00.0 O 00.0 1 6.7 3 11.5 0 00.0 2 28.6
Garments fit better L 333 2 .3 5 17.2 3 27.2 0 00.0 O 00.0 1 6.7 3 11.5 3 42.9 1 14,3
. Germents look "homemade" 2 -16.7 2 143 g 31.0 .5 45,4 1 25.0 0 00.0 2 13.3 4 15.4 3‘ 42.9 1 14.3
Do not like to sew 3 250 4 28.6 0. 000 3 273 0 ©00.0 O 00.0 2 13.3 4 154 1 14,3 2 28.6
Do not have a sewing machine 1 ~ 8.3 0 00.0 O 00.0 0 00.0 0 00.0 O 00.0 1 6.7 1 3.8 1 1453 1 14.3
1 8.3 -2 1t4.3 1 1 250 0 00,0 O 00.0 6 23.1 2 28,6 2 28.6

0%
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garments it better as second and third most frequently checked reasons
for not sewing. Five age levels did not seem to believe that home sew-
ing was less expensive than purchasing ready-made garments.

The responses related to reascons for not sewing according to home
economiés study of respondents are presented in Table XXVI. All of the
respondents who had studied home economics in high schocl or college
except the member group with college training reported the most frequent
reason for purchasing ready-made clothing was lack of time. A majority
of the homemakers listed they did not sew well as the second most fre-
quently checked reascn. No members indicated that they did not have a
sewing machine,

A summary of the responses to reasons why homemakers purchase
ready-made clothing are analyzed according to income level in Table
XXVII. Members in $2,499 or less income category gave a wider range
of reasons, however, not as many gave the lack of time to sew as those
in the other two income categories. Regardless of income, the lack
of time t@ sew was the reason most frequently given for purchasing

ready-made garments by the respondents.

Label Information Considered Helpful

The answers to a questlion designed to learn what label information
vh@memakers found helpful in ready-made clothing purchases is presented
in Tables XXVIIT A and XXVIII B. The respondents checked Misually,"
"sometimes,” or "never" as their response to information contained on
labels of ready-made clothing.

Nearly 90 percent of the respondents reported that they usually

locked for size, care, and washing instructions on the label. This



TABLE XXVI

REASONS FOR PURCHASING READY-MADE CLOTHING BY HOMEMAKERS
ACCCRDING TO HOME ECONCMICS STUDY

Menbers ‘ ' Non-Members
N-70% N-58 -
‘ Highschool Colliege ‘ Highschool College
Reason ' _NM N-5 N-50 N-8
Yes Yes Yes Yes
No. % No. % No. - % No.
Lack of time 31 75,6 2 40,0 27 54,0 5 6245
Do not sew well ' TP 3.1 2 40,0 18 36,0 1 12.5
Less expensive 1 2.4 0 00.0 5 10,0 1 12.5
Garﬁents fit better 10 24,4 2 40,0 9 18.0 0 00,0
Garments look "homemade® 4 o1 3 60,0 10 20,0 2 25,0
Do net like to sew 5 12,2 1 20,0 7 14,0 1 12.5
Do not have a sewing machine 0 00.0 0 00,0 3 6.0 1 12.5
Too time consuming 6 14,6 1 20.0 11 22,0 3 37. 5

*Twenty-four did not respond.
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TABLE XXVII

REASQNS FOR PURCHASING READY-MADE CLOTHING BY HOMEMAKERS
ACCORDING TO INCOME

Members Non-Members
N-70 : N-58
. Wz 9“’99 $2 9 500"‘ $5 3 OOO . $2 9499 $2 ] SOO"' $5 9 000
Reason and less $4,999 and over and less $4,999 and over
N-13 N-21 N-36 Nl N-25 N-29
NOo NO» Noo NOO % No- % No.
Lack of time 6 46,2 15 71.4 28 77.8 2 50.0 13 52,0 18 62.1
Do not sew well 3 23.1 L 19,0 15 41,7 1 25.0 10 40.0 11 37.9
Less expensive 3 23.1 0 00.0 0 OO;O 1 25.0 2 8.0 3 10.3
Garments fit better L 30,8 L 19.0 6 16.9 0 00.0 L 16.0 5 17.2
Garments look "homemade® L 30.8 5 23.8 {0 27.8 2 50.0 L 16,0 5 17.2
Do not like to sew 3 23.1 0 00.0 7 19.4 1 25,0 3 12.0 5 17.2
Do not have a sewing machine 1 7.7 0 00.0 0 00.0 0 00,0 2 '8.0 2 6.9
Too time consuming 1 7.7 3 14.3 5 13.9 0 00.0 2 8.0 9 31.0

€q



LABEL INFORMATION CONSIDERED HELFFUL IN READY-MADE CLOTHING FURCHASES BY HOMEMAKERS
ACCORDING TO MEMBERSHIPS

TABLE XXVIIIA

Members Total Members
N-70%
L years cr less L-G years 10-16 years 16 years and over
Lebel Information N-21 N-15 N-10 §-23
Usually Sometimes Never Usually Sometimes Never Usually Sometimes Never Usually Sometimes Usuzlly Sometimes Never
No. % No. : No. No. No. 5 No. No. J No. % o 5 ¥o. % %

Care 21 100.0 0 00.0 ¢ 00.0 12 80.0 3 20.0 O 00.0 100.0 0 00.0 00.0 20 &7.0 13.0 90.0 7 00.0
vWashing instructions 1g 9C.5 2 9.5 o} 00.0 15 100.0 0 00.0 0 00.0 90.0 1 10.0 00.0 19 82.6 17.4 90.0 7 00.0
Fiber content 12 57.1 G 42.9 4] 00.0 9 66.0 6 u40.0 4] 00.0 70.0 3 30.0 00.0 14 60.9 9 39.1 61t 27 0C.0
Shrinkage 19 90.5 2 9.5 0 00.0 11 73.3 4 267 0 00.0 90.0 1 10.0 00.0 17 73.9 26.1 81.4 13 00.0
Size %9 96,5 2 9.5 © 00.0 15 100.0 0O 00.0 O 00.0 10 100.0 O 00.0 0.0 22 95.6 b3 95.7 3 00.0
Brand 4 28.6 15 74.4 0 00,0 7 46,7 8 533 0 00.00 3 30.0 7 70.0 0.0 5 39.1 60.9 R 00.0
Colorfastness 18 83.7 3 .3 0 00.0 10 - 66.7 5 33.3 0 00,0 9 0.0 1 10.0 00.0 16 69.6 26.1 7.4 15 1.4
Finish W 867 7 23.3 0 00.0 8 53.3 7 467 0 00.0 5 50.0 5 50.0 00.0 ~ 15 65,2 26.1 6.4 25 2.9
Manufacturer's name 5 23.8 tkh  66.7 2 9.5 L 26,7 9 60.0 2 13.3 2 20,0 5 50.0 30.0 Lol 69.6 22,9 bh 14,3
Special seals

a. Good Housekeeping 2 9.5 9 b2.9 10, U47.6 Lo 267 b 26,7 7 467 1 10,0 0O 00.0 90.0 10 43.5 30,4 24,3 20 47.1
b. Parent Magazine 2 9.5 & 28.6 13 £1.9 3 20,0 5 33.3 7 467 00.0 0 00.0 40 100.0 2 8.7 8.7 10.0 13 1.4

*One did not respond.
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TABLE XXVIIIB

LABFL INFORMATION CONSIDERED HELPFUL IN READY-MADE CLOTHING PURCHASES BY HOMEMAKERS

Total Members "~ Non-Members Total
Label Information : R-70" . N-58 N-128
Usually Sometimes Never Usually Sometimes Never Usually Sometimes Never
No. No. No. No. No. No. No. % No. No.
Care 63 90.0 7 .10.0 ¢ 00.00 53 91.4 5 8.6 0 00.0 116 90.6 12 9.4 0 00.0
Washing instructions 63 90.0 7 10.0 0 -00.0 49 - 84,5 9 15.5 0. 00.0 112 87.5 16 12.5 0 00.0
Fiber content 43  61.4 27 38.6 o 00.0 18 31.0 35 60.3 5 8.6 61 47.7 62 48,4 3 3.9
Shrinkage 57 81.4 13 18.6 0 00.0 35 60.3 20 34.5 3 - 5.2 92 -71.9 33 25.8 3 2.3
Size 67 95.7 3 L, 3' 0 00.C 52 89.7 6 10.3 0 00.0 119 93.0 9 7.0 0 00.0
Brand 26 37.1 . By 62.9 0 00.0 23 39.7 33 56.9 2 3.4 L 38,3 77 60.2 2 1.6
Colorfastness 5 77.1 15 21.4 1 1.4 38 655 17  29.3 3 5.2 92 71.9 32 25.0 4 31
Finish . L3 61.4 25 35.7 2 2.9 27 46.5 28 48.3 3 5.2 70  54.7 53 414 5 3,9
Manufacturer's name 7 16 22,9 44 .62.9 10 14.3 18 31.0 29 50.0 11 19.0 3w 26.6 73 57,0 21 16.4
Special séals ‘ 7 . :
a. Good Housekeeping 17 24.3 20 _28.6 33 47,1 14 24,1 13 22.4 31 53.4 31 - 24.2 33 258 64  50.0
| 7 10.0 13 18.6 50 7.k 2 3.4 11 19.0 45 77.6 9 7.0 24 18.7 85 6h.b

b. Parent Magazine
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was true for members regardless of length of membership in a home demon-
stration club.

Manufacturer's name and special seals such as Good Housekeeping
and Parent Magazine were less frequently mentioned as label information
considered helpful by homemakers, even less frequently by non-members
than members.

On the whole, the homemakers indicated that they used much of the
information found on labels in buying ready-made clothing.

In answer to a free response question only 13 homemakers listed
the following additional label information which they considered help-
ful: price, wash and wear, wrinkle resistance, and where the fabric
was madee

An analyses of label information considered in purchasing ready-
made clothing by homemakers according to different age levels is pre-
sented in Table XXIX.

Of the ten kinds of label information that homemakers considered
helpful, five were mentioned more frequently by all homemakers in all
age levels than any of the others, however, they were not mentioned in
the same order by the different groups. These were care, size, washing
instructions, shrinkage, and colorfastness.

Non-members checked sometimes that they considered most frequently
brand, finlsh, and fiber content; members also considered these; and
in addition, manufacturer's name. Nevertheless, the percentage check-
ing each of these aspects of label information varied among age groups
for beth members and non-members. The majority of respondents in both
groups did not consider Parent Magazine seal as helpful. As the age

level in both grbups increased, non-members indicated that they never



LABEL INFORMATION CONSIDERED HELFFUL IN READY.MADE CLOTHING FURCHASES

TABLE XXIX

BY HOMEMAKERS ACCORDING TO AGE

*One did not respond.

36.4

19.2 20

Members Non-Members
13-29 years 30—1:9‘-52;-5 20 years and older 19-29 years 30—49—years 50 years and older
Label Information - N-25 41 N-11 N-26 N-21

Ng?uall 1%gx.netimesl\m%!ever Ngfualéy gg?etimes Nol.iever Ngfuall ng.uetj.mes No?‘lever ‘Ng?uall ﬁgx'neti%esml?ever Ngfusﬂ.%y Sgr.neti;xes No!}ever Ngfuall ggx::etimes Nol:lever
Care 3100.0 0 00,0 O 00.0 23 92.0 2 8.0 O 00.0 36 8.8 5 12.2 0 00.0 10 90.9 4 9.1 0 00.0 24 92.3 2 7.7 © 00.0 19 90.5 2 9.5 0 00.0
Washing instructions . 1 33.3 2 66.7 0 00.0 25100.0 O 00.0 O 00.0 36 87.8 5 12.2 0 00.0 o 8.8 2 18.2 0 00.0 21 80.8 5 19.2‘ 0 00.0 19 90.5 2 9.5 0 00.0
Fiber content 0 00.0 3100.0 0 00.0 17 68:0 & 32.0 0 00.0 25 61,0 16 39.0 0 00.0 3 20,3 8 72.7 0 00.0 9 3.6 15 5.7 2 7.7 6 28.6 12 57.1 3 4.3
Shrinkage 2 66.7 1 33.0 0 00.0 21 B%.0 % 16.0 0 00.0 3+ 8.9 7 7.1 0 00.0 5 454 . 6 545 O 00.0 17 65.4 30.8 1 3.8 13 61.9 6 28.6 2 9.5
Size 3100.0 0 00.0 O 00.0 2% 96.0 1 %0 0 00.0 39 951 2 k9 0 00.0 10 go.g 1 9.1. 0 00.0 26100.0 O 00.0 0 00.0 16 76.2 5 23.8. 0 00.0
Brand t 333 2 667 0 00.0 9 .36-0 16 64.0. 0 00.0° 16 39.0 25 61.0 0 00.0 1 9.1 10 90,9 0 00.0 10 38.5 15 57.7 1 3.8 12 57.1 8 38,1 1 L.8
‘Colorfastness 1 33.3 2 66.7 0 00.0 19 76.0 6 24.0 0 00.0 34 82.9 6 146 1 2.h 5 45k 5 454 1. 9. 19 731 6 23.1 1 3.8 1h 66.7 6 28.6 1 4.8
Finish 1 33.3 2 66.7 0°00.0 15 60.0 10 40.0 0 00.0 27 65.8 12 29.3 2 L9 2 8.2 9 81.8 0 00.0 12 46.1 12 461 2 7.7 13 61.9 7 33.3 1 4.8.
Manufacturer’s name 0 00.0 2 66.7 1 33.3 & 16.0 16 64.0 5 20.0 11 26,8 26 63.4 4 79.8 9. 7 63.6 3 27.3 9 3.6 15 57.7> 2. 7.7 8 381 7 333 6 28.6
Special seals ' . .
&. Goma:Housekeeping 0 00.0 2 66.7 1 33.3 3 12.0 6 24.0 16 64.0. 14 341 11.26.8 16 39.0 1 g1 5 hsh 5 L4 8 30.8 5 19.2 13 50.0 5 23.8° 3 b3 13 61.9
b. Parent Magazine 0 00,0 1.333 2 66.7 .3-12.0 5 20.0 17 68.0 & 9.8 6 14.6331 756 1 g1 .4 6 55.5 1 3.8 5 7.9 0 00.0 2 9.5 ,9'90.5
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used the Good Housekeeping seal for purchasing clothing; however, this
was not true for the members.

Table XXX shows the label information considered helpful by both
groups of homemakers with different educational attainment. Fewer
non-members who had attended college or graduated reported that they
never considered label information with the exception of manufacturer's
name and magazine seals. Care, washing instructions, shrinkage, and
size were usually considered important by from 70 to 100 percent of the
members in all educational levels. This was also true for non-members
with the exception of a statement relative to shrinkage which was con-
sidered helpful by from 50 to 71 percent. Over 70 percent of the mem-
bers and over 60 percent of the non-members witﬁ exception of two who
had an eighth grade or less education usually considered colorfastness.

Does home eccnomics study in high school or college influence the
label information homemakers considered in purchasing clothing? In
Table XXXI are the answers given by the respondents of this study.
Slightly more of the members than non-members who had studied home
economics in high scheol and/or college reported that they considered
the label information of care, washing instructions, fiber content,
shrinkage, size, colorfastness, and finish in the purchasing of cloth-
ing. Two to three of the 50 non-members whe had studied home economics
in high school never considered fiber content, finish, shrinkage, or
colorfastness. Every college graduate regardless of membership con=-
sidered to some degree each of the ten items related to label infor-
mation. Manufacturer's name and special magazine seals were most fre-
quently checked as "never® being considered by the respondents in buying

clothing.



LABEL INFORMATION CONSIDERED HELPFUL IN READY-MADE CLOTHING PURCHASES

TABLE XXX

BY HOMEMAKERS ACCORDING TO EDUCATION

Members
N-70
Bth grade or less 1-3 years highschool Completed highschool 1-3 years college Completed college
Label Information N.12 N1l N-29 - -
Usually  Sometimes Never Usually Sometimes Never Usually Sometimes Never Usually Sometimes Never Usually  Sometiries Never
No. % _ Yo, No. Ho. No. No. No. % ¥o. YNo. No. No. No. % Xo. No. No.
Care g 750 3 25.0 0 00.0 12 85.7 2 14.3 0 00.0 29 100.0 0 00.0 0 00.0 10 90.9 1 9.1 0 00.0 3 75.0 1 25.0 ¢ 00.0
Washing instructions 10 83.3 2 16,7 0 00.0 12 857 2 143 0 00.0 27 93.1 2 6.9 0 00.0 10 90.9 1 9.1 0 00,0 4 100.0 O 00.0 O 00.0
Fiber content 7 58.3 5 41,7 0 00.0 11 78.6 3 2.4 0 00.0 14 4B.3 15 51.7 ¢ 00.0 8 72,7 3 27.3 0 00,0 3 750 t 250 O 00.0
Shrinkage 10 83.3 2 16.7 0 00.0 13 92.9 1 7.4 0 00.0° 23 79.3 6 20.7 0 00.0 8 72.7 3 2.3 0 00,0 3 750 1 250 0 00.0
Size t2 100.0 0 00.0 0 00.0 - 13 92.9 1 7.1 0 00.0 27 93.% 2 6.9 0 ©00.0 11 100.0° O 00.0 O 00.0 4 100.0 O 00.0 O 00.0
Brand 7 583 5 4.7- 0 000 L4 28.6 10 7.4 0 00.0 10 3.5 19 65.5 0 00.0 L4 364 7 63.6 0 00,0 1 250 3 750 O 00,0
Colorfastness 9 75.0 2 16.7 1 8.3 13 92.9 1 7.1 0 -00.0 22 759 -7 244 0 00,0 -7 63.6 & 364 0 00,0 3 750 1 250 0 00.C
Finish 8 66.7 3 250 1 8.3 . 9 643 L 2B.6 1 7.1 19 655 10 3.5 0 00,0 4 364 7 63.6 0 000 3 750 1 250 O 00.0
Manufacturer's name 5 41,7 6 50.0 1 8.3 3 21.4 10 7t 1 7.1 4 13.8 20 69.0 5 17.2 3 27.3 6 545 2 18.2 t 250 2 5.0 1 250
Special seals
a. Good Housekeeping 3 25.0 3 250 6 50.0 6 42.9 3 214 5 357 7 2kt 10 3.5 12 bt 1 9.1 3 27.3 7 636 0 00.0 1 250 3 750
b, Parent Magazine 1 8.3 1 8.3 10 833 2 1.3 3 2.4 9 6&3 4 138 6 207 19 655 o0 .0 2 18L 9 31.0 O 00.0 1 250 3 75.0
= = = HNon-Members = = - =
N-58%* .
8th grade or less 1~3 years highschool Completed highschool t-3 years college Completed college
Label Information - - N-26 N~ .
Usually  Sometimes Never Usually Sometimes Never . Usually Sometimes Never Usually Sometimes Never Usually Sometimes Never
No. No. No. No. No. No. No. % XNo. No. No. % No. No. No. No. No.
Care 2 100.0 0 00.0 O 00.0 14 93.9 1 6.7 0 00.0 24 92:3 2 7.7 0 00.0 6 857 1 143 0 00.0 & B5.7 -1 14,3 0 00.0
Washing instructions 2 100.0 0 00.0 0 00.0 14 93.9 1 6.7 ¢ <00.0 2t 80.8 5 19.2 0 00.0 6 B85.7 1 4.3 0 00.0 5 71.4 28.6 0 00.0
Fiber content 1 50.0 1 50.0 0 00.0 3 20.0 10 66.7 2 13.3 6 23.1 17 65.4 3 11.6 2 28.6 5 7.4 0 00.0 5 7.4 2 2B.6 0 00.0
Shrinkage 1+ 5.0 1 5.0 0 00.0 ¢ -60.0 5 333 1 6.7 15 57.7 9 34.6 2 7.7 5 7. 2 28,6 0 00,0 4 57.1 3 L42.9 0  00.0
Size 2 100.0 0 00.0 0 00.0 13 86.7 2 13.3 ‘ 0 00.0 25 92.3 2 7.7 0 00.0 6 B5.7 1 .15.3. 0 00.0 6 85.7 1 1h.3 0 00.0
Brand 0 00.J 1 50.0 1 50.0 5 33.3 10 66.7 0 00.0 10 38.5 15 57.7 t 3.8 3 L2.9 4 57.1 [+ 00.0 &  57.1% 3 42.9 0 00.0
Colorfasiness 0 00.0 2 100.0 O 00.¢0 10 66,7 L 26.7 1 6.7 16 61.5 8 . 30.2 2 7.7 6 85.7 1 14.3 0 00.0 5 7.4 2 28.6 O 00.0
Finishes 1 5.0 1 50.00 0 00.0 ‘9 60.0 5 33.3 1 6.7 8 30.8 17 65.4 1 3.8 4 5.1 2 28.6- 1 143 L4 5.1 3 42,9 0 00.0
Manufacturer's name 0 00.0 1 50.0. 1 -50.0 & 26,7 7 467 L 26,7 7 26.9 15 57.7 4 154 2 28.6 3 L42.9 2 28.6 4 57.1 3 42.9 0 00.0
Special seals . - : .
a. Good Housekeeping ¢ 50.0 1 50,0 0 00.0 3 20.0 -2 13.3 10 66.7 = 5 19.2 5 19.2 16 61.5 2 28.6 0 00.0 5 7i.4 3 42.9 4 5.4 0 00.0
b.  Parent Magazine 6 00.0 "1 50,0 1 50.0 O 000 1 6.7 14 93.9 0 00.0 5 19.2 2t B0.8 1 4.3 0 00,0 6 857 1 14.3 3 42.9 3 42.8

**0ne did not respond



TABLE X¥XT

- LABEL INFORMATION CONSIDERED HELPFUL IN READY-MADE CLOTHING PURCHASES
BY HOMEMAKERS ACCORDING TO HCME ECONOMICS STUDY

b. Parent Magazine

Members Non-Members
N-70% ) N-58
Highschool College Bighschool College
Label Informetion N4t . _N-5 N-~.50 =
: . Usually Sometimes Never Usually - Sometimes Never Usually Sometimes Never Usually Sometimes Never
No. No. No. No. No. No. No. No. ‘No. No. No. No.
Care 39 95.{ 2 4.9 0 00.0 4 80.0 1 20.0 O 00.0 45 90.0 5 10.0 0 00.0 6 9750 2 250 O 00.0
Washing instructions 37  90.2 4 9.8 0 '00.0 5 100.0 O 00.0 O 00.0 42 84.0 8 16.0 0 0.0 6 9750 2 250 O 00.0
Fiber content 22  53.7° 18 - 46,3 1 2.4 5 100.0 0 00.0 O 00.0 16 32.0 3 62.0 3 6.0 3 37.5 5 62.5 0 00.0
Shrinkage - 33 80.5 8 19.5 0 00.0 &4 80,0 1 20.0 0 00.0 30 ;60.0 18 36.0 2 4.0 4 50.0 ‘4 50.0 0 00.0
Size 38 92.7 3 7.3 0 00.0 5 100.0 O 00,0 O . 00.0 45 '90.0 5 10.0 0 00.0 6 9750 2 250 0 00.0
Brand 16. 39.0 25 61.0 0 .00.0 2 4.0 '3 60.0 O 00.0 20 40.0 29 °58.0 1 2.0 3 37.5 5 62.5 0 00.0
Colorfastness 31 F75.6 10 244 0 00.0 4 80.0 1 20,0 O 00.0 35 70.0 13 26,0 2 4.0 5 62.5 3 -37.5 0 00.0
" Finish 25 61.0 16 39.0 0 00.0 2. 40.0 3 60.0 O 00,0 23 46,0 25 50.0 . 2 4.0 3 37.5 4 50,0 1 .12.5
Manufacturer's name 8 19.5 26 63.4 7 174 2 40.0 2 40.0 1 20,0 14 . 28,0 .26 52.0 ‘10 20.0 2 250 5 62.5 1 12.5
Speciel Seals . : .
" a. Good Housekeeping 9 2.9 12 29.3. 20 48.8 0 00.0 O 00.0 5 100.0 11 22.0 10 20.0 29 58.0 3 37.5 3 37.5 .2 25.0
5. 12.2 8 19.5 28 65.8 0 00.0 O 00.0 5 100.0 2 4.0 9 18.0 ‘39 78.0 2 250 3 37.5 3

37.5

09



61

This study was also designed to learn if there was any relation
between label information considered by homemakers and the income of
their families. In Table XXXII is a summary of the responses tabulated
according to ineccme. All respondents in ali income levels considered
care, washing instruction, fiber coﬁtent, shrinkage, size, brand, cclor-
fastness, and finish either usually or sometimes with the exception of
one or twe individuals in the middle and high income level. In all
income levels more members checked usually than sometimes for label
information, with but one exception: brand; The same was true for
non-members in the middle and high income levels with the exception of
fiber contento But 75 to 100 percent of the lowest income level of
non.members checked that they considered this label information some-

times with the exception of care, washing instruction, and brand.

Laws Familiar to Homemakers

Table XXXITI §h@ws that only a small percentage of the homemakers
were familisr with clothing and textliles laws,

The Wool Products Labeling Act was the most familiar law to both
groups. This was checked by one-fourth'of the respopdents° In des-
cending order of frequency the clothing and textile laws fam%liar to
homemakers were: Textile Fiber Products Identification Act;'Federal
Flammable Fabriecs Act, Pur Products Labeling Act, and 1LS5-22 American

Standard Association.



TABLE XXXIT

LABEL INFORMATION CONSIDERED HELPFUL IN READY.MADE CLOTHING PURCHASES
BY HOMEMAKERS ACCORDING TO INCOME .
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Label Information

Members

$2,499 or less
N-1

N-70
$2.500-&.999
N-21

35,000 and over
N-36

Ngfually lS‘gr:laEim;s No):leVer Nlalfuallé szr‘nstim%s NOI:Jevsr Ngfualli Sg}:\atim;s Nol:lever
Care 12 9.3 1 8.3 0 00.0 17 81.0 k. 19.0 0 00.0 34 944 2 ‘5.6 ‘ 0 00,0
Washing instructions 12 92.3 8.3 0 00.0 19 90.5 2 9.5 0 00.0 32 88.9 4 114 0 00,0
Fiber content 8 61.5 5 M.7 0 00.0 12 57.1 9 42.9 0 00,0 23 63.9 » 13 36.1 0 00.0

. Shrinkage 9 69.2 4% 333 0 00,0 18 857 3 143 0 00.0.30 833 6 16.7 0 00.0 .
Size 13 100.0 0 00.0 0 00.0 20 93.1 1 6.9 0. 00,0 34 Sk 2 5.6 0 00.0
Brand 8 69.2 5 M.7 0 00.0 7 333 14 66.7 0 00.0 11 30.6 25 69.4 0 00.0
Colorfastnéss 10 76,9 3 '25.0 o 00,0 17 81.0 3 .3 1 4.8 27 75.0 9 . 250 0 00,0
Finish 8 6.5 5 4.7 0 00.0 12 57.1 8 38.1 1 4.8 23 63.9 12 33.3 1 2.8
Manufacturer’s name 5 38.5 7 ‘58.3 1 83 3 143 16 962 2 9,5 8 22.2 21 58.3 7 19.4
Special seals . ' :
a. Good Housekeeping 7 538 1 8.3 5 M7 5 23.8 7 333 9 k2.9 5 13.9 12 33,3 .19  52.8
b. Parent Magazine 2 154 1 8.3 10 76.9 2 9.5 L 19'.6 15 7.4 3 8.3 VB 22..2 2325 69.4
Non-Henber s
$2,5’§9 or less $2.50(T:@,999 $5,000 and over
Label Information N-4 N-25 -

Usually  Sometimes Never Usually Sometimes Never Usually Sometimes Never

0. No. No. No. No. No. o. % __ No _Jo.
Care 3 75.0 1 25.0 0 00,0 23 92.0 2 8.0 0 00,0 27 93.1 2 6.9 0. 00.0
Washing instructions 4 100,0 ©0 00.0 O 00.0 19 76.0 6 24.0” 0 00.0 26 89.2 3 10.3 0 00.0
Fiber content 0 00,0 4 100.0 1 25.0 5 20,0 16 64.0 L 16,0 13 448 15 51.7 ‘ 1 34
Shrinkage 1 25.0 3 75.0 0 00.0 17 68.0 6 24,0 2 8.0 17 358.6 11 37.9 1 Fobt
Size 1 250 3 750 0 00,0 23 92.0 2 8.0 0 00.0 v 28 96,6 1 34 0 00.0
Brand 2 50.0 2 50.0 0 00.0 9 36,0- 15 60.0 1 4,0 12 W4 16 55.2 1 Falt
Colorfastness 1 250 3 750 0 00,0 17 68.0 6 2k, 0 ‘ 2 8.0 20 69.0 8 27.6 1 Felt
Finish 1 25.0 3 750 0 00,0 11 U440 12 4B.0 2 8,0 15 s51.7 13 4.8 1 Fekt
Marnufacturer's name 0 00,0 3 750 1 250 7 28,0 12 4B.0 6 240 11 37.9 14 48.3 4 13.8
Special seals
a. Good Housekeeping O 00,0 0 00,0 4 100.0 8 32.0 6 24.0 11 4.0 6 20.7 7 2k 16 55.2
b. Parent Magazine 0 00.0 O 00,0 & 100.0 1 » 4.0 5 20,0 19 76.0 1 I 4 6 20.7 22 37.9



TABLE XXXIII

CLOTHING AND TEXTILES' LAWS FAMILIAR TO HOMEMAKERS

Members Non-Members Total
_N-70 N.58 N.128
Laws Yes ~ Yes Yes
: No. % No. % No. %
Wool Products Labeling Act 16 22,9 15 25.9 31 24.2
Textile Fiber Products Identi-

fication Act 1 15.7 15 25.9 26 20.3
Fur Products Labeling Act 4 5.7 5 8.6 9 7.0
American Standards Association 3 4,3 2 3.4 5 3.9
Federal Flammable Fabrics Act 10 14.3 8 13.8 18 14,1

Place of Purchasing Ready-Made Clothing

'Anothermgurpgsg @utlined’fér this stqdy was tO»learn where home -
makers shop for ready-made clothing. Respondents were asked to check
at which of the six places listed in the questionnaire they shopped for
clothing for children and for women and men. A summéfy of clothipg out-
lets patronized by homemakers is listed in Table XXXIV.

Over 90 percent ef the respondents, both members and non-memberé,
checked that they shopped at department sﬂoreé for children's clothing,
over 50 percent at mail order stores, and over 40 percent at chain stores.
The length of membership did not appear to effect their patronizing
these three buSiness sstablishments. Fewer members chose to shop at
discount storss than non-members; however, non-members chose variety
stores less frequently than members.

Nearly all of the respondents shopped at department stores for cloth-

ing for women and men. Fcllowing in descending order of frequency were



TABLE XXXIV

PLACE OF PURCHASE FOR CHILDREN, WCOMEN, AND MEN'S CLOTHING BY HOMEMAKERS
ACCORDING TO MEMBERSHIPS

Members . Total Members Non-Members Total

No70% ' - N-70 N-58 N-128
Less than 4.9 yrs. 4=16 yrs. 16 yrs. .
Place of Purchase L yrs, and over —
Noik No5 N8 N-8 N33 N-35 N72
Ne. %  No. ¢ Ne.. % Ne.. % No. % _ Ne. % No.
Children's ' '
Department store i3 9Z2.9 5 100,0 6 100.0 8 100.0 12 97.1 36 923 68 ol L
Chain stere 4 28.6 3 60,0 5 83.3 2 25,0 1 bi,2 i8  46.2 32 444
Speciality shop L 28,6 1 20,0 2 333 4 50,0 11 33.3 12 30.8 23 31.9
Mail order 7 50,0 4 80,0 6 100.0 2 25.0 19 55.9 20 51.3 39 54.2
Variety store 2 4.3 0 00.0 0 00.0 2 25.0 L4 11,8 3 P 7 9.7
Discount store 3 21.4 0 00.0 0 " 00.0 0 00.0 3 8.8 9 23.1 12 16.7
Women and Men's N-21 ' N-15 N=10 N-23

Depariment store 21 100.0 1 100.0 1 100.0 23 100.0 70 100.0 57 98.3 127 99.2

5 0
Chain store 6 28,6 8 533 7 70,0 8 3.8 29 4.4 25 43,1 54 42,2
Speciality shop 13 61.9 9 60.0 7 70.0 11 47.8 41 58,6 31 534 72 56,2
Mail order 5 23,8 6 40,0 6 60,0 10 43,5 27 38.6 28 48,3 55 43.0
0 3
1 2

00,0 30.0 2 8.7 8 1.4 1 1.7 9 7.0
6.7 20.0 2 8.7 8 11.4 10 17.2 18 141

. Variety store 2 9.5
Discount store 3 4.3

*One did not respond.
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speciality, mail order, and chain steres as places for buying clothing
for adults. Regardless of membership duraticn the pattern was similar
for members of home demonstration clubs.

An analysis of the clothing stores patronized by homemakers of
different ages for ready-made clothing;for children and for women and
men are presented in Table XXXV.

Almost all respondents in all age levels patronized department
stores for children“s'and for women's and men's clothing. All age
levels of the member group bought children's clothing at each of the
six stores listed. In contrast, the non-members 50 years and over did
not paﬁronize speciality, mail order, or variety stores. Only five
members of this group reported shopping for childrgn's,clathingo The
mumber of respondents in the two age levels, 19-29 years and 50 years
and over, whe purchased for children were so small that the percentages
seemed unimpertant.

Speciality shops were the second most frequently checked place
for purchase of clothing for women and men on all age groups except the
19-29 year age group @f non-members. Very few of any age level patron=
ized the varisity store and discount house when purchasing clothing for
themselves and their husbands.

Table XXXVI shows the clothing stores patronized for children's,
women's, andvmen“s clothing by respondents in all sducational levels.
For children, department and mail order stores were first and second
most frequently patronized stores for members and non-members who had
completed high school or had one to three years of college#_ No regu-
lar pattern for stores patronized by homemakers with different educa-

ticnal levels could be identified; neverthsless, for children, chain



TABLE XXXV

PLAGE OF PURCHASE FOR CHILDREN, WOMEN, AND MEN'S CLOTHING
BY HOMEMAKERS ACCORDING TO AGE

Members ) Non=Members
N-70* N-58
19=29 years 3049 years 50 years 19-29 years 30=49 years 50 years
Place of Purchass and over and over
N=3 N=22 N8 N=11 N=23 N=5
No. % Noo % Noo % No. % No. % Neo

Children's

Department store 3 100.0 20 90,9 8 100.0 10 9C.9 23 100.0 3 60.0

Chain store 1 33.3 i1 50.0 2 25.0 5 L. L4 11 L7.8 2 40,0

Speciality shop 4 33,3 7 31,8 3 37,5 3 27.3 9 39,1 0 00,0

Mail order 1 33.3 16 727 2 25.0 8 72,7 12 52.2 0 00,0

Variety store 1 33.3 1 4,5 2 25,0 3 27,3 0  00.0 0 00,0

Discount store 1 33.3 1 4,5 1 12.5 4 36,4 3 13.0 2 40,0
Women and Men's © N=3 ‘N=25 N4t No11 N-26 N-21

Department store 3 100,0 25 100.0 L1 100.0 10 30.9 26 100.0 21 100.0

Chain store 9 33,3 11 bh,o 17 Bb1.5 6  54.5 13 50,0 6  28.6

Speciality shop 2 66,7 19 76,0 19 46,3 5 454 17 65.4 g  h2.9

Mail order 1 33.3 13 52,0 13 31.7 7 63.6 13 50.0 8 38.1

Variety store 0 00.0 1 4.0 7 1?.1 0 00.0 0 00.0 1 4,8

Discount store 1 33.3 1 4,0 6 14,6 3 27.3 3 11.5 L 19,0

*One did not respond.
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TABLE XXXVI

PLACE OF PURCHASE FOR CHILDREN, WOMEN, AND MEN'S CLOTHING
BY HOMEMAKERS ACCORDING TO EDUCATION

Members Non-Members
. N-70% N~58%*
8th grade 1-3 yrs. Completed 1-3 yrs. Completed 8th grade 1-3 yrs.  Completed  1-3 yrs. Completed
Place of Purchase or_less H.S. H.S. college college or less H. S. 1. S. college college
N-0 N-7 N-16 N-8 N-2 N-1 N-8 N-18 N-5 N-5
No. No. 5 No. No. ¢ No. No. No. 4  No. % No. No.
Children's '
Department store 0 00.0 6 85.6 16 100.0 8 100.0 2 100.0 1 100.0 8 100.0 18 100.0 4 80.0 5 100.0
Chain store 0 00.0 3 42.9 4 18.8 5 62.5 2 100.0 O 00.0 4 350.0 10 556 2 40,0 2 40.0
Speciality shop 0 00.0 1 143 7 43.7 2 250 1 50,0 0 00.0 1 12,5 6 33.3 i 20.0 4 80.0 .
Mail order 0 ‘O0.0 2 28.6 10 62.5 5 62.5 2 100.0 0 00.0 4 50.0 11 61.1 3 60.0 2  40.0
Variety store 0 00.0 1 4.3 2 12.5 0 00.0 t 50.00 0 00.0 0, 00.0 2 1.t 1 20.0 0 00.0
Discount store 0 0C.0 1 14.3 1 6.3 0 00,0 1 '50.0 © 00.0 1 12.5 5 27.8 1 20.0 2 40.0
Women and Men's N-12 N-14 N-29 N-11 N4 N-2 N-15 N.26 N-7 N-7
Department store 12 100.0 14 100.0 29 100.0 11 100.0 &4 100.0 2 100.0 15 100.0. 25 96.1 7 100.0 7 100.0
Chain store 5 L1.7 L 28,6 12 4.4 6 54.5 2 5.0 0 00.0 8- 53.3 11 42,3 3 42,9 3 42,0
Speciality shop 6 50.0 6 42.9 15 51.5 10 90.9 &4 100.0 O 00.0 7 46.7 15  57.7 5 7l 4 57,4
Mail order 4 33.3 5 357 11 37.9 5 454 2 50,0 O 00.0 7 46.7 13 50.0 5 71.4 3 42,9
Variety store 4 33.3 1 7.1 2 6.9 0 00.0 1 25.0 0 0.0 1 6.7 ¢ 00.00 0 00.0 0 00.0
Discount store 2 16.7 1 7.1 4 13.8 0 00.0 1 25.0 0 00.0 3 20.0 3 1.5 0 00.0 4 57,1

*One did not respond.
**Tyo did not respond.

"
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and mail erder stores and for adulis speciality shops and mail order
house were most frequently patreonized mere often than the other business
enterprises. With few exceptions, discount sto?es and variety stores
were least frequently patronized for children's and for women's and men's
clothing in all educational levels. Alﬁhough the number of fespondents
with college degreses are few, more of them patronized discount stores
than those with less educationo_

An effert was made to learn if there was any relationship between
cloething buying practices and study of home econemics. Table XXXVII
is a summery of the clothing outlets patronized by respondents according
to their study of home sconemics.

Homemakers in both groups (members and non-members) who had studied
home economics in high school listed similar places for shopping for
children's clothing, In descending order of frequency they were de-
par%menﬁ, mail erder, chain, specialityu‘discount, and varielty stores.
For members whe had studisd home sconomics in @Qllege, all bought child-
ren's clothing at department, chain, and speclality stores. Even though
all non-members bought children'’s clothing at department stores, only
75 and 50 percent, respectively, bought 1t at chain stores and speciality
shops.

In shopping for women's and meh's clothing bbth members and none
members, regardlzss of whether they had studled home economics in high
school or college, reported a similar order of frequency in the storesv
they patrenized. They were in descending order of frequency department,
speciality, mail order, chain, discounit, and variety st@res;

May famlly income inflnence the places where homemskers shop for

family clething? Table XXXVIIT shows where the 128 respondents of this



TABLE XXXVII

PLACE OF PURCHASE FOR CHILDREN, WOMEN, AND MEN'S CLOTHING BY
HOMEMAKERS ACCORDING TO HCME ECONCMICS STUDY

Members Non-Members
, N.70 N.58
FPlace of Purchase Highschool College Highschool College
N2l - N-3 N-35 N4
No. % No. ¢ No. % No. %
Children's -
Department store 23 95.8 3 100.0 32 91.4 I 100, 0
Chain store 12 50.0 3 100, 0 15 42,5 3 75.0
Speciality shop 8 33.3 2 66.8 10 28.6 2 50,0
Mail order 18 75.0 3 100, 0 19 54,3 1 25,0
- Variety store 3 12.5 1 33.73 3 8.6 .0 00,0
Discount store 3 12.5 1 33.3 8 22.9 1 25,0
Women and Men's N-l4 N-5 N30 N-8
Department store 41 100.0 5 100.0 49 68,0 8 100.0
Chain store 18 43,9 3 60,0 21 42,0 4 50,0
Speciality shop 25 61.0 5. 100, 0 27 54,0 L 50,0
Mail order 18 43,9 3 60.0 22 4,0 4 50.0
Variety store 3 73 1 20.0 1 2.0 0 00.0
Discount store 5 12.2 1 20,0 7 14,0 3 37.5
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TABLE XXXVIII

PLACE OF PURCHASE FOR CHILDREN, WOMEN, AND MEN'S CLOTHING
BY HOMEMAKERS ACCORDING TO INCOME '

- Members Non-Members
N.70 ' N.58 '
$2,499 or $2,500 to $5,000 and  $2,499 or $2,500 to $5,000 and
Place of Purchase less $4,599 over less $4,999 over
N=1 N=& N-26 N=0 N=15 N=24
No. % No. % No. % No. 4 No. % No.
Children's
Department store 1 100.0 6 100.0 25 96.2 0 00.0 14 93.73 22 91.7
Chain store 7 0 00.0 5 83.3 9 36,0 0 00.0 7 46,7 11 45,8
Speciality shop 1 100.0 0 00,0 10 38.5 0 00.0 _4 26.7 8 33.3
Mail order 0 00.0 6 100.0 i3 50.0 0 00.0 8 53.3 12 50.0
Variety store 1 100.0 0 00.0 3 11.5 ¢ 00.0 1 6.7 2 8.3
Discount store 0 00.0 1 16.7 2 7.8 0 00.0 4 26,7 5 20.8
Women and Men's N-13 © O N=21 N=36 Nl N=25 N=29

Department store 1 100.0 21 100.0 36 100.0 4 100.0 24 96.0 29 100.0

38.5 11 52.4 13 36.1 1 25.0 10 40.0 14 48.3
38.5 9 42,9 27 75.0 1 25.0 11 L, 0 19 65.5

3
Chain store 5
5

Mail order 6 Lé,2 9 L2.9 12 33.3
5
2

Specilality shop
50.0 11 L4, 0 15 51.7
Variety store

38.5 1 4,8 2 5.6
15.4 2 9.5 Looo11.1

4.0 0  00.0
00.0 6  24.0 Lo 16.7

o o N
(@]
(@]
*
o
—

Discount store

04



study classed by their income levels shopped for clothing. Only one
member and no non-member in the $2,499 or less income category shopped

for children's ¢lothing. More respondents, both members and non-members.
in the $2,500-$4,999 and $5,000 and over income levels indicated that
they shopped at department and mail order steres first and second,
respectively, than at any other type of store. For members, speclality
shops and non-members, the chain store Was third..'

The meost frequently patrenized place for sh@pping for women's and
men's clothing on all income levels was the department store. The mail
order sﬁ@fe was the second most frequently checked by all respondents
in the $29499 and less category. For members in the next higher income
level (éZ, 500-$4,999) the chain store was second. However, for non-
members the maillgrder store was second. The speciality shop for all
homemakers in ﬁh@ $5,000 and over income level was the second most i‘z.'e-=
quently checked place for purchasing women'’s and men's clothing. Few
homemakers in the lowest income level reported they shopped for child-
ren's clothing. More respondents in the highest income ($5,000 and over)
bought bsth @hildren”sp women's, and men's clothing at discount houses

than those in the ether income levels,

Families Purchasing Clothing Needs at Sales

It is beiieved that famllies may purchase some of thelr clothing
at sales. Homemskers were asked 1f they "usually,” "sometlmes," or
"never! purahaée elothing at sales, ana at wha£ types of sales do they
usually buy. A summary of these responses ié»presented in Table XXXIX.

Over 90 percent of the members and almost 85 percent of the non-

members reported that they sometimes purchased clothing at sales. Only




TABLE XXXIX

FAMILIES PURCHASING CLOTHING NEEDS AT SALES AND TYPES OF SALES BY HOMEMAKERS

WMembers Nen-Members Total
N=70 ] N=-58 N-128
Type of Sales Usually BSomeilimes Never Usually Sometimes Never Usually Sometimes Never
. Neo Ne. No. %  Ne. % Ne. No. No.o Ne. No.
Sales L 5.7 65 92.8 1 4.3 5 8.6 49 845 4 6.9 9 7.0114 89,1 5 3.9
Clearance 20 28.6 40 57.1 10 4.3 16 27.6 38 65.5 4 6.9 36 28.1 78 60.9 14 10.9
Special purchase
sale 7 10,0 L1 58.6 22 31.4 6 10.3 38 655 14 24.1 13 10.2 79 61.7 36 28.1
Arnual sale 26 37.1 37 52.9 7 9.4 16 27.6 38 65.5 L 6.9 42 132.8 75 58.6 11 8.6
Anniversary sale 10 14.3 40 57.1 20 28.6 8 13.8 139 67.1 11 19.0 18 14,1 79 61.7 31 24,2
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nine individuals (7 percent) indicated that they usually purchased at
sales, and five that they never purchased at sales.

The four typés of sales listed in the questiomnaire were clearance,
special purchase, annual, and anniversary. Around 60 percent of all
respondents indicated that they sometimes purch;sed elothing at each
of the four types of sales listed. Clearance and annual sales were
most frequently mentioned as places they usually purchased clothing.
Special purchase and anmiversary sales Were least frequently patronized.

‘Does income affect whether families buy at sales and what type
of sales are patronized? A summary 0{ these responses is given in
Table XL.

All members with an income of $2,500 to $4,999 and non-members
with an income of $2,499 or less checked that they sometimes bought
at sales. From 82 to 91 percent of members and non-members in the
other four lncoms levels indicated they sometimes buy at sales.

A higher percentaéé of all respondents in all income levels re-
ported-that they patronized anmual sales than any other kind with ex-
ception of non-members in the $2”499'°r less income level. Members
and non-members in the lowsst income level and members in the highest
level reported that they mest frequently purchased clothing sometimes
at ¢learance and ammual sales; the respondents in the middle income-
level patronized amiversary and special purchase sales; and non-members
in the highest level clearance and anniversary sales. Special purchase
sales was checked most frequently by members in all income levels as

the sale at which they wsver buy clothing.



TABLE XL

FAMILIES PURCHASING CLOTHING NEEDS AT SALES AND TYPE OF SALES

BY HOMEMAKERS ACCORDING TO INCOME

Members
N-70
$2,499 or less $2,500-$4,999 $5,000 and over
Type of Sale N-13 N-21 N-36
Usually Sometimes Never Usually Sometimes Never Usually Sometimes Never
No. No. % No. A No. 4 No. No. No. No.

Sales 1 7.7 11 Bu6 7.7 0. 00.0 =21 100.0 ©0 00.0 3 8.3 133 91.7 0 00.0
Clearance 3 23.1 7 53,8 23.1 3 14,3 10 47.6 8 364 9 250 22 61.1 5 13.9
Special purchase

sale 3 23.1 4 30.8 461 3 14.3 13 61.9 5 23.8 1 2.8 24 66.7 11 - 30.6
Ahmual sale 4 30,8 6 46.1 23.1 10 47.6 8 138.1 3 4.3 12 33.3 23 63.9 1 2.8
Anniversary sale 2 15.4 5 38.5 L6.1 1 4.8 15 7.4 5 23.8 7 19.4 20 556 9 250

Non-~Members
N-58
$2,499 or less $2,500-34,999 $5,000 and over
§k N-25 N-29

Sales 0 00.0 4 100.0 00.0 3 12.0 21 84.0 1 4.0 2 6.9 24 82.8 3 10.3
Clearance 1 25.0 3 75.0 00.0 8 32.0 15 60.0 2 8.0 7 241 20 69.0 2 6.9
Special purchase

sale . 1 250 1 250 50.0 2 80 20 80.0 23 92.0 3 10.3 16 552 10 3.5
Annual sale 0 00.0 3 75.0 25.0 8 32.0 16 64.0 1 4,0 8 27.6 19 65,5 2 6.9
Amniversary sale 0 00.0 2 50.0 50.0 5 20.0 17 68.0 3 12.0 3 10,3 20 69.0 6 20.7

14



Frequency of Ready-Made Clothing and Satisfaction with the Purchase

Many homemakers included in this study reported that it is more
profitable for her family to purchase clothing ready-made than to make
them (Table XXIIT). Homemakers were asked to check which clothing
item they bought ready-made as "always," "sometimes," or "never" and
their satisfaction with the purchase as "always," "sometimes," or "never.,"
The same question was asked with regard to ciothing for'children,bfor
men.and boys, and for girls and women. A summary of the responses to
these questions is presented in Tables XLIA, XLIB; and‘XLIC.

Children's clothing was divided into seven catagories: shoes and
six types of garments. Only the homemakers who had children of grade
school age and under were to respond to fhis\question. Twenty-four mem-
bers and 33 non-members checked that fhey bought eclething for children.
In descending order of frequency a majority of both members and non-
members checked that they purchased these items of children's clothing:
shoes, undergarments, coats and jackets, and sleeping garments. Three
clothing items that were bought sometimes by all respondents were play
clothes, party dresses, and school dresses; however, more non-members
sometimes purchased sleeping garments than party dresses. Fewer of the
respondents b@ught party dresses and school dresses than other articles
of clothing.

Only those who always or sometimes bought children's clothing were
to indicate satisfaction with the purchases. The majority of homemakers
(members and non-members) reported that they were always satisfied with
thelr purchase of undergarments, coats and jackets, and sleeping garments.

Homemakers frequently checked as being only someétimes satisfied with



FREQUENCY

TABLE XLI A

OF CLOTHING PURCHASED READY-MADE AND SATISFACTION
WITH THE PURCHASE BY HOMEMAKERS

Members Non-Yembers - Total
N-24 of N-70 N-33 of N.58 . N-57 of N-128
Clething Ttem Frequency Satisfaction Frequency Satzsffzction Frequency Satisfaction
Alvays Sometimes Never Always Sometimes Never Always OSometimes MNever Aluayf Sometimes Never Always Sometimes Never Always Sometimes Never
Ko- % Ro. % No. % No. No. No. % No. % No. No. % No. % No. No. % No. % Mo. o. ¥o. Yo. Yo.
Children's
Cozts, jackets t7 70.8 6 25.0 1 k.2 12 52.2 11 47.8 0 00.0 30 90.9 3 G.1 0 00.0 21 63.6 12 364 0 00.0 47 82.5 9 15.8 1 1.8 33 58.9 23 41.1 0. 00.0
Sleéping garments 18 75.0 4 16.7 2 B.3 14 63.6 8 36,4 0 00.0 19 57.6 12 36.4 2 6.1 17 54.B 14 45.2 0 00.0 37 4.9 16 28.1 &4 7.0 31 58.5 22 41.5 0 00.0
Play clothes 9 3.5 12 50.0 3 12.5 & 38.1 13 61.9 0 00.0 16 48.5 11 333 6 1B.2 13 8.1 14 5.9 0 00.0 25 43.9 23 0.4 9 15.8 21 438 27 56.3 O 00.0
School dresses 6 250 8 33.3 10 41.7 9 64.3. 5 357 0 00.0 12 36.4 10 30.3 11 33.3 & 18.2 18 B81.8B O 00.0 18 31.6 18 31.6 21 36.8 13 36.1 23 63.9 O 00.0
Party dresses ? 29.2 9 37.5 8 33.3 3 18.8 13 B1.3 © 00.0 11 33.3 8 2h2 1k h2.h 3 158 167 842 0 00,0 18 3.6 17 20.8 22 /.6 6 17.1 29 82.9 O 00.0
Undergarments 22° 91.7 2 83 0 00.0 i1 45.8 13 sk.2 0 00.0 30 90.9 3 9.1 O 00.0 23 69.7 10 30.3 O 00.0 52 9.2 5 B.B 0 00.0 3 59.6 23 LO.4 0 00.0
Shoes 24 1000 0 00.0 O ©00.0 9 37.5 12 50.0 3 12.5 32 97.0 i 3.0 0 00.0 11 33.3 22 66.7 O 00,0 55 98.2 1 1.8 0 00.0° 20 34.5 3% 59.6 3 5.2

94



77

their purchasing of shoes, party dresses, schoel dresses, and play clothes.
Three members checked that they were never satisfied with their purchases

of children's shoes. This was the only item that was checked as never.
Men's and Bey's Clothing

The second part of the question applied to clothes purchased for
men and boys. Nine types of clothing that men and boys would need were
listed. Sixty-seven members and 48 non-members responded to this ques-
tion. A1l nine of the clothing items were checked as always being pur-
chased by a range of 81 to 98 percent for both members and non-members.
Slightly more members indicated that they always purchased more of the
nine clothing items than non-members. Those purchased "always" listed
in descending order of frequency were underwear, trousers, shoes, and
suits.

Twe clothing items for which the majority of members and non-members
were always satlsfied with the purchases were nlghtwear and underwear.
Members and non-members checked shoes, jackets, and shirts most fre-
quently as their being only "sometimes" satisfied with these purchases.
Eight of the nine clothing items for men were checked by'one or two

homemakers a3 thelr never being satisfied with the purchase.

Girl's and Women's Clothing

The third part of the question was concerned with clothing items
that teenage girls and women woulq normally have in their wardrobe.
The 128 respondents wers to check the clothing items they "usually,®
"sometimes," or "never” buy and their satisfaction with sach type of
item. Eight {ypes of c¢lothing were included in the guestion. Dresses

were divided inte three types; namely, house, street, and dressy.



TABLE XII B

FREQUEECi OF CLOTHING PURCHASED READY-MADE AND S ATISFACTION
WITH THE PURCHASE BY HQMEMAKERS

Members Non-Yembers Total
N-£7 of N-70 N-48 of N-58 N-115 of N-128
Clothing Item Freguency Satisfaction Frequency Satisfaction Frequency Satisfaction
Always Sometimes Never Always Sometimes Never * Always Sometimes Never Always Sometimes Never Always  Sometimes Never Always Sometimes Never
No. 4 No. 4 No. Ho. No. % No. % No. No. % YNo. No. % HNo. “}'» Neo. No. j No. % No. Xo. No. % No.
Men and Boy's .

Coats 61 91.0 5 7.5 1 1.5 26 39.4 39 59.1 1 1.5 43 89.6 5 10.4 -0 00.0 25 52.1 23 K7.9 0 00.0 104 90.k 10 8.7 1 0.9 51 L7 62 Shh 1 0.9
Suils . 62 92.5 L 6.0 t 1.5 26 39.% 39 59.1 1 1.5 4 917 & 8.3 0 00.0 2t 43.7 27 56,3 0 00.0 106 92.1 8 7.0 1 0.9 k7 41.2 66 57.9 1 0.9
Trousers 65 ©97.0 2 3.0 0 00.0 28 41.8 39 58.2 0 00.0 46 958 2 4.2 0 00.0.22 45.8 25 52,1 1 2.1 111 9.5 4 3.5 0 00.0 50 43.5 64 55.7 1 0.9
Jackets 61 91.0 5 7.5 1 1.5.23 34.8 42 64.6 1 1.5 43 89.6 5 10.4 0 00.0 17 35.% 30 62.5 1 2.1 104 90.k 10 8.7 1 0.9 40 351 72 63.2 2 1.8
Shirts 62 92.5 5 7.5 0 00.0 3% 50.7 32 63.6 1 1.5 39 81.3 9 18.8 0 00.0 18 37.5 30 62.5 0 00.0 101 87.8 14 12.2 0 00.0 52 h45.2 62 53.9 1 0.9
Sport clothes 55 82.1 9 13.6 3 4.5 25 3¢.1 39 60.9 O 00.0 42 87.5 6 12.5 0 00.0 .20 &41.6 27 56.3 1 2.1 97 84,3 15 13.0 3 2.6 b5 40.5 66 59.5 1 0.9
Undervear 66 98.5 1. 1.5 0 00.0 52 77.6 15 22.4 0 00.0 46 95.8 2 4.2 O 00.0 3 70.8 14 29.2 0 00.0 112 97.k 3 2.6 0 00.0 86 74.8 29 252 0 00.0
Kightwear 62 92.5 & 7.5 0 00.C 5% 80.6 13 19.4 0 00.0 39 81.3 5 10.4 4 8.3 3t 70.5 16 364 1 2.3 10t 87.8 10 8.7 4 3.5 84 73.7 29 25.4 1 0.9
Shoes 63 94.0 k& 6.0 0 00.0 18 26.9 49 73.1 0 00.0 45 $3.8. 3 6.3 O 00.0 18 37.5 29 604 1 2.1 108 93.9 7 6.1 O 00.0 36 31.6 78 68.4 1 0.9
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FREQUENCY OF CLOTHING PURCHASED READY-MADE AND SATISFACTION
WITH THE PURCHASE BY HOMEMAKERS

TABLE X1LI C

Members Non-Members Total

Clothing Item Frequ?ncy R0 Satisfaction Frequency L= Satisfaction Frequency A28 Satisfacti

N.:l-Lway; _s;;:ftm;s ngt'aver waay; Sgrg:atimzs -N}::ever Ng:‘Lways S;rg?times le?ver Nﬁ.ways Semetines Nl:?ver Nﬁway; Sﬁ’!?ﬁ‘““ ng?ver Nf‘mys S;xgetimeso:r:ever
Girls and Women's
Coats, jackets 49 70.0 20 28.6 1 1.4 32 464 3 53.6 0 00.0 50 86.2 B8 13.8 0 00.0 31 53.4 27 46.6 O 00.0 99 77.3 28 21.9 1 0.8 63 40.6 &4 50,4 O 00.0
Suits 3 48.6 26 37.1 10 4.3 20 33.3 39 65.0 1 1.7 40 69.0 10 17.2 8 13.8 19 38.0 30 60.0 1 2.0 74 57.8 36 28.1 18 1h.1 39 35.5 69 62.7 2 1.8
House dresses 10 4.3 41 58.6 19 27.1 11 21.6 39 76,5 1 2.0 14 24,1 3% 58.6 10 17.2 11 22.9 37 77.1 0 00.0 24 18.8 75 58.6 29 22.7 22 20.2 76 69.7 1 0.9
Street dresses 12 17.1 57 B1.4 1 1.4 14 20.3 55 79.7 0 00,0 20 3.5 33 5.9 5 8.6 14 26.4 39 73.6 0 00.0 32 25.0 90 20.3 6 4.7 28 23.0 94 77.0 0 00,0
Dressy dresses 25 35.7 40 57.1 5 7.1 17 26.2 48 73.8 0 00.0 24 41.4 29 50.0 5 8.6 13 24.5 39 73.6 1 1.9 49 3B.3 69 53.9 10 7.8 30 25.4 87 73.7 1 0.8
Skirts 15 21.4 48 68.6 7 10.0 18 28.6 45 7t.4 0 00.0 17 29.3 36 62.1 5 8.6 21 39.6 32 60.4 0 00.0 32 25.0 B4 65.6 12 9.4 37 32.5 77 67.5 0 00.0
Blouses 23 32,9 4b 62.9 3 4.3 23 3M.3 43 642 1 1.5 24 W14 30 St.7 4 6.9 28 51.9 26 4B.1 O 00.0 47 36.7 74 57.8 7 5.5 51 41.3 69 57,0 1 0.8
Sportswear 19 27.1 45 64.3 6  B.6 23 35.9 40 62.5 1 1.6 25 43.1 29 50.0 4 6.9 21 38.9 33 61.1 0 00,0 4 344 74 57,8 10 7.8 44 37.0 74 62.2 1 0.8
Sleepwear 47 67.1 22 31.4 1 1.4 b6 66,7 23 33.3 0 00.0 42 72.4 15 25.9 1 1.7 Ab 77.2 13 22,8 0 00.0 89 69.5 37 28.9 2 1.6 90 7i.4 36 28.6 O 00.0
Shoes 64 9t.4 6 8.6 O 00.0 25 35.7 42 60.0 3 4.3 53 914 5 8.6 0 00.0 24 41.h 3 56,6 0 00.0 117 914 11 8.6 . 0 00.0 49 38.3 76 59.4 3 2.3
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The study revealed that more non-members than members always pur-
chased each of these eight types of clothing. Of the total number of
respondents the majority indicated that they always purchased shoes,
coats and jackets, sleepwear, and suits. The other clothing items
were checked by the majority as being purchased sometimes. They were
dresses--house, street, dressy--skirts, blouses, and sportswear. Members
and non-members checked house dresses (22.7 percent) and suits (14.1
percent) as the items most frquehtly never purchased.

In general the majority of respondents reported that they were
sometimes satisfied with six of the eight women's clothing items listed
in the questionnaire. Sleepwear was checked more frequently by both
groups as being always satisfied with the purchase and non-members
checked second most frequently coats and jackets. One to three indi-
viduals checked that they were never satisfied with shoes, suits, house

dresses, dressy dresses, blouses, and sportswear.

Problems Encountered in Purchasing Ready-Made Clothing

Twelve problems that homemakers may encounter when purchasing ready-
made clothing were listed in the questionnaire. Each respondent was
asked to check in the column which most nearly described the degree of
her problem. The homemakers who checked the questionnaire reported prob-
lems with purchasing ready-made clothing as presented in Tables XLIIA and B.
The homemakers in each of the two groups reported quite similar
problems in the area of purchasing ready-made clothing. Selecting
well-fitting garments was "usually" encountered by over 50 percent
of the respondents. Two other problems that members and non-members

usually encountered most of the time were altering ready-made clothing



TABLE XLIIA

PROBLEMS ENCOUNTERED WITH PURCHASING READY-MADE CLO THING BY HOMEMAKERS ACCORDING TO MEMBERSHIP

*One did not respond.

Members
R-_70%
Less than & years 4.9 years 416 years 16 years and over
Problems N N-15 N-10 N-23
Usually Sometiimes Never Rot Sure Usually Sometimes Never KNot Sure Usually Sometimes Kever Not Sure Usually Sometimes Kover Nolt Sure
No. No. % No. % No. ¥o. % TNo. Ho. % Yo. Ko. 5 No. No. No. No. %  No. No. Yo.
Selecting well-fitting garments 11 52,4 10 49.6 0 00.0 0 00.0 6 40.0 8 53.3 1 6.7 0 00.0 5 50.0 5 50.0 0 00.0 O 00.0 11 47.8 11 47.8 0 00.0 1 4.3
Selecting accessories 1 4.8 26 952 6 00.0 O 00.0 1 6.7 13 867 0 00.0 t 6.7 1 10.0 7 70.0 O 00.0 2 20.0 2 8.7 16 69.6 2 8.7 3 13.0
Altering ready-made clothing 10 47.6 10 47.6 1 4.8 0 00.0 9 60.0 6 40.0 0 00.0 0 00.0 % 40.0 5 50.0 1 10.0 O 00.0 5 21.7 16 69.6 1 4.3 1 4.3
Understanding labels 1 4.8 9 42,9 1 4.8 10 7.6 1 67 5 333 4 267 5 33.3 1 10.0 2 20.0 1 10.0 6 60.0 1 4.3 11 47.8 2 8.7 9 39.1
Selscting clothes for children 2 9.5 9 42,9 10 47.6 0 00.0 2 13.3 5 33.3 & 40.0 2 13.3 0 00.0 6 60.0 & 40.0 O ©0.0 O 00.0 6 26.1 17 73.9 0 00.0
Selecting coats & suits for adults 4 19,0 17 81.0 0 00.0 0 00.0 0 00.0 13 B86.7 2 13.3 0 00.0 O 00.0 10 100.0 O 00.0 0 00.0 4 17.4 15 65.2 1 4.3 3 13.0
Selecting comfortable slecping
germents 0 00.0 2 9.5 19 90.5 ¢ 00.0 0 00.0 1 6.7 14 93.3 0 00.0 0 00.0 1 10,0 9 90.0 0 00.0 & 17.4 3 13.0 15 65.2 1 4.3
Selecting sportswear 3 4.3 15 7i.8 3 14,3 0 00,0 5 33.3 7 46.7 3 20.0 O 00.0 t 10.0 & 80.0 1t 10,0 O 00.0 2 8.7 15 65.2 3 13.0 3 13.0
Selecting dress clothes 4 19.0 17 81.0 0 00.0 0 00.0 7 4b.7 6 40.0 2 13.3 0 00.0 2 20.0 8 80.0 0 00.0 O 00.0 9 39.1 11 47.8 1 L.3 2 8.7
Selecting clothing for elderly 1 L.7 0 00.C 19 90.5 1 4.8 2 13.3 3 20.0 g 60,0 0 00.0 0 00.0 1 10.0 8 80.0 0 00.0 0 00.0 1 4.3 17 _73.9 4o17.4
Selecting foundation garments L 19.0 14 66.7 2 9.5 1 4.8 3 20.0 7 46.9 1 6.7 4 26,7 3 30.0 6 60.0 0 00,0 1 10.0 s 6 26.1 13 56.5 1 L.3 3 13.0
Displeasing salespersons 0 00,0 12 57.1 5 42,9 0 00.0 O 00.0 6 40.0 8 53.3 1 6.9 0O 00.0 5 50.0 5 50.0 0 00.0 O 00.0 9 39.1 13 565 1. L.3
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TABLE XLIIB

" PROBLEMS ENCOUNTERED WITH PURCHASING READY-MADE CLOTHING BY HOMEMAKERS

Total Members " Non-Members Total
Pr N-70 N-58 N-128
roblems Usually Sometimes Never ‘Not Sure Usually Sometimes Never DNot Sure Usually Sometimes Never Not Sure
No. No. Yo. % . No. % No. No. No. No. No. No. No. No.

Selecting well-fitting garments W 48.6 34 48.6 1 1.4 1 1.4 3% 58.6 18 31.0 L4 6.9 2 3.4 68 53.2 52 Lo.6 5 3.9 3 3.3
Selecting accessories 5 7.1 57 8.4 2 2.9 6 -8.6 8 13.8 4 75.9 6 10.3 0 00.0 13 10.2 101 78.9 8 6.2 6 &7
Altering ready-made clothing 28 40.0 37 52,9 4 5.7 1 1.4 27 46,6 22 37.9 6 10.3 2 3.4 55 43.0 59 H6.1 10 7.8 3 2.3
Understanding labels 4 5.7 28 L0.O. 8 11.4 30 k2.9 1 1.7 39 67.2 10 17.2 8 13.8 5 3.9 67 52.3 18 41 38 29.7
Selecting clothes for children L 5.7 26 37.1 36 51.5 L4 4B.6 1 1.7 27 6.6 29 50.0 1 1.7 5 3.9 53 41.4 65 50.8 3.9 -
Selecting coats & suits for adults 9 12.9 55 78.6 3 4.3 3 4.3 14 241 36 2.1 - 7 124 1 1.7 23 18.0 91 71.1 10 7.8 4 3.1
Selecting comfortable sleeping .
garments 5 7.1 7 10,0 57 81.4 1 1.h 2 3.4 17 29.3 38 65.5 1 1.7 7 5.5 24 18.8 95 7h.2 2 1.6
Selecting sportswear 11 157 45 643 11 15.7 3 4.3 15 25,9 27 U46.6 15 25.9 1 1.7 26 20.3 72 56.2 26 20,3 4 3.1
Selecting dress clothes 22 3.4 43 614 3 4.3 .2 2.8 27 L6.6 22 37.9 6 10.3 3 5.2 49 38.3 65 50.8 9 7.0 5 3.9
Selecting clothing for elderly L 5.7 5 7.1 5 80.0 .5 7.1 7 12,1 11 19.0 37 64.9 3 5.2 11 8.6 16 12.5 93 72.7 8 6.3
Selecting foundation garments 16 22,9 40 S57.1 5 7.1 .9 12.9 11 19.0 36 .62.1 9 15,5 2 3.4 27 21.1 76 59.4 14 10.9 11 B.6
Displeasing salespersons 0 00.0 33 47.1 35 50.0 2 2.8 2 3.k 27 46.6 27 6.6 2 3.4 2 1.6 60 k6.9 62 B4 k3.1
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and selecting dress clothes. Five problems that the majority of home-
makers "sometimes" encounteréd listed in descending order of frequency
were: (1) selecting accessories, (2) selecting coats and suits, (3)
selecting foundation garments, (4) selecting sportswear, and (5) under-
standing labels. This sequence was the same for members but not for non-
members who listed problems with labels as the second most frequent cate-
gory. Over 40 percent of the members indicated that they were not sure
if understanding labels was a problem; hqwever, nearly 70 percent of the
non-members indicated that was sometimes a problem. The majority of home-
makers did not consider the following as problems in purchasing ready-
made clothing: (1) selecting sleeping garments, (2) selecting clothes
for the elderly, and (3) selecting children's clothes.

4 smaller number of those with 16 years or over membership checked
a smaller number of problems encountered. Less than 50 percent with
16 years or over membership checked that they usually encountered any
clothing buying problems. Respondents in every membership group rang-
ing frem 60 to 33 percent for different periods of duration of member.
ship were not sure aboult their understanding labels.

The responses of problems encountered with purchasing ready-made
clething, according te age of homemakers are summarized in Table XLITI.
The majority of reép®nses frdm béth groups indicated that selecting
well-fitting ggrments was usually a problem. However, the majority
of two age levels listed as "usual® other problemss namely, the majority
of members 30-49 years old reported altering ready-made clothing and
nen-members 50 years and over reported selecting dress cldthes as
usually a problem. A majority of the respondents listed selecting

accessories and selecting coats and suits as being a problem sometimes,
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TABLE XLIII

PROBLEMS ENCOUNTERED IN PURCHASING READY-MADE CLOTHING
BY HCHEMAKERS ACCORDING TO AGE

Hembers
N-70%
19~29 years s 3049 years 50 yoars and over
Problems N3 N-25 N N
Usually Sometimes Never Not Sure Usually Sometimes Never Not Sure Usually Sometimes Never —Not Sure
No. % No. % Bo. % No. % No. No. % MNo, % No. No. No. No. No. %
Selecting well-fitting garments 2 66,7 1 33.3 0 00.0 O 00,0 10 #40.0 1% 56.0 1 4,0 0 00,0 22 53.7 18 43.9 0 00.0 1 2.4
Selecting accessories 0 00.0 3100.0 O 00.0 O 00.0 1 4.0 21 84,0 1 4.0 2 8.0 4 9.8 32 78.0 1 2.4 4 9.7
Altering ready-made clothing 1 33.3 2 66,7 0 00,0 O 00.0 11 k4.0 13 52.0 1 4.0 0 00,0 15 36.3 22 534 3 7.3 1 2.4
Understanding labels 0 00.0 1 33.3 1 33.3 1 333 0°00.0 9 36.0 4 16,0 12 48.0 4 9.8 18 43.9 3 7.3 16 39.0
Selecting clothes for children 0 00.0 2 66,7 1 33.3 0 00.0 &4 16.0 15 60.0 6 24.0 O 00.0 0 00.0 8 19.5 29 70.7 4 9.8

Selecting coats & suits for adults 2 66.7 1 33.3 0 00,0 O 00.C O 00.0 23 92.0 2 8.0 0 00,0 .7 17,1 30 73.2 1t 2.4 3 7.3

Selecting comfortable sleeping

o,

garments 0 00.0 2 66.7 1 33.3 0 0C.0 00.0 3 12.0 22 88.0 O 00,0 5 12,2 2 4.9 33 80.5 1 2.4
Selecting sportswear 2 66.7 1 33.3 0 00,0 0 00,0 3 12.0 20 B0.0 2 8.0 © 00.0 7 17.1 23 56.3 8 19.5 3 7.3
Selecting dress clothes 0 00.0 3100.0 O 00,0 O ©00.0 & 16.0 19 76.0 2 8.0 0 00.0 17 41.5 21 51.2 1 2.4 2 4.8
Selecting clothes for elderly 0 00.0 0O 00.0 3100.0 O 00.0 O 00.0 0 00.0 25 100.0 0 00.0 4 9.8 5 12.2 27 65.2 5 12,2
Selecting foundation garments 0 00.0 2 66.7 1 33.3 0 00.0 & 16.0 15 60.0 3 12.0 3 12.0 12 29.4 22 53.4 1 2.4 6 14.6

0 .00.0

Displeasing salespersons 0 00.0 2 66.7 1 33.3 0 00,6 O 00.0 13 52,0 11 44,0 1 4,0 O 00.0 18 43,9 23 56.1

*One did not respond.

Non-Members

N-58
1929 years 30-49 years 50 years and over
Problems N-11 N- . N-21

Usually Sometimes Never Not Sure Usually Sometimes Never  Not Sure Usually Sometimes  Rever Not Sure

No. No. % No. No, % No. % No. No. No. 4 No. No. % No. No.
Selecting well-fitting garments 6 545 3 27.3 2 18.2 0 00.0 18 69.2 5 19.2 1 3.8 2 7.710 47.6 10 47.6 .1 4.8 0 00.0
Selecting accessories 0 00.0 10 90.9 1 9.1 0 00,0 3 11,5 20 '76.9 3 11.5 0 00.0 5 2‘3.8 1 6.7 2 9.5 0 00.0
Altering ready-made clothing 2 18.2 7 63.6 2 18.2 0 00,0 13 50.0 10 38.5 3 11.5 0 00.0 12 57.1 5 23.8 3 13 1 4,7
Understanding labsels 0 00.0 8 72,7 2 18,2 1 9.1 0 00.0 18 69.2 5 19.2 3 1.5 1 48 13 61.9 3 4.3 b 9.0
Selecting clothes for children 0 00.0 7 63.6 4 364 0 00.0 1 3.8 17 6é5.4 7 26.9 1 3.8 0 00.0 3 143 18 857 0 00.0
Selecting coats & suits for adults 3 27.3 8 72.7 0 00.0 O 00.0 & 154 16 61.5 5 19.2 1 3.8 7 333 12 57.1 2 9.5 0 00.0

Selecting comfortable slesping

garments 0 00,0 3 27.3 7 63.6 1 9.1 1 3.8 8 30.8 17 654 0 00.0 1 4.8 6 28,6 14 66,7 0 00.0
Selecting sportswear 194 5 W54 & 364 ¢ 9.1 5 19.2 15 57.7 6 23,1 0 00,0 9 42,9 7 33,3 5 23.8 0 00.0
Selecting dress clothes 2 18.2 9 B81.8 0 00,0 © 00.0 11 42.3 9 4.6 3 11.5 3 11.5 14 66,7 4 19.0 3 143 0 00.0
Selocting clothes for elderly t 9.1 2 18.2 4 364 2 18,2 3 1.5 4 154 18 69.2 1 3.8 3 143 5 23.8 11 52.4 0 00.0
Selecting foundation garments 0 00.0 8 72.7 2 18.2 1 9.1 4 15.3 17 65.4 5 19.2 0 00.0 7 33.3 11 52,4 2 9.5 1 4,8
Displeasing salespersons 2 18.2 3 27.3 6 4.5 0 00,0 O 00.0 13 50.0 41 L42.3 2 ?.7’ 0 00,0 11 52.4 10 47.6 0 00.0
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All age categories checked most frequently that selecting comfortable
sleeping garments was not a problem. Understanding labels was the most
frequently mentioned preblem about which respondents were not sure;
however, all non-members and members 50 years and older listed this as
a problem sometimes.

Only one member of the youngest group (19.29 years of age) checked
only one problem apout which she was not sure, whereas, from one to 16
of the membens of the oldest group (50 years and over) checked that they
were not sure about 11 of the 12 problems listed in the questionnaire.

- The reverse was true for non-members where only six individuals of the
oldest grqpp.checked that they were not sure about three problems while
15 of the yoﬁngest group checked they were sure gbout seven of the 12
problems.

The responses to problens encountered in purchasing ready-made
clothing is analyzed according to education of the respondents in‘Table
XLIV. More women on all educational levels except nembers who had com-
pleted high school and non-members who had compléted college liste&
selecting well-fitting garments as usually a problem than any other
problem. It nas interesting teo note that more non-members who had come
pleted college than any other group listed understanding labels as usu-
ally a problem. Understanding labels was listed sometimes a problem
by all other educational levels. Selecting clothes for children and
and selecting comfortable sleeping garments were the least frequently
encountered problems by all educational levels. Almost an equal number
in each educational level listed displeasing salespersons as sometimes

or never a problem.



TABLE XLIV

PROELEMS ENCOUNTERED IN PURCHASING READY-MADE CLOTHING BY ECMEMAKERS ACCORDING TO EDUCATION

Problems

Hembers
70

Bth grade or less

N-12

1-3 years high school
N-ih

Completed high school
N-29

13 years college

Completed college
Nkt

Usually Sometimes  Rever  iot Sure Usually Sometimes Never  Not Sure Usually Sometimes = Never Not Sure Usually Sometimes Never Not Sure Usually Sometimes Never = Not Sure

No. No. No. No. % MNo. % _No. No. % No. % No. & No. 0s No. % No. No. % Ne. % No. % No. No, No. % Mo. ¥
Selecting well-fitting garments 7 58.3 5 41.7 O 00.0 O 00.0 & 57.1 5 35.7 O 00.0 1 7.1 13 4k.8 15 5.7 1 3.4 0 00,0 3 27.3 8 72.7 © 00,0 O 00.0 3 750 1 250 O 00.0 O 00.0
Selecting accéssories 1 8.3 11 91.7 0 00,0 0 00.0 1 7.1 10 7.4 1 7.1 2 143 2 6.9 24 828 t 3.4 2 6.9 1 9.1 8 727 0 00.0 2 18.2 0 00.0 4 100.0 O 00.0 O 00.0
Altering ready-made clothing 5 41.7 5 4.7 2 18.7 0 00,0 7 5.0 6 42.9 0 00.0 1 7.1 10 3.5 18 62,1 1 3.4 0 00.0 4 364 6 S5 1 9.1 0 00.0 2 50,0 2 50.0 O 00.0 O 00.0
Understanding labels 3 25,0 5 41.7 0 00.0 4 33.3 1 .7.1 6 429 1 7.1 6 42,9 0 00.0 13 448 4 13.8 12 W.4 0 00.0 2 18.2 1 9.1 8 72.7 0 00.0 2 50,0 2 50.0 0 00,0
Selecting clothes for children 0 00.0° 2 16.7 10 83.3 0 00.0 t 7.1 L4 28.6 B8 S57.1 1 7.0 2 6.9 1z btk 13 M. 4 10,3 0.00.0 7 63.6 4 364 0 00,0 1 250 1 250 2 50.0 0 00.0
Selecting coats & suiis for adults 3 25.0 § 75.0 0 00.0 0 00.0 2 143 9 63 1 7.1 2 143 2 6,9 25 8.2 1 3.4 1 3.4 1 9.1 10 90.9 0 00.0 0 00.0 1 250 2 50.0 1 25.0 O 00.0
Seézlc‘;iﬂ‘%scomurtabh sheopize 2 16.7 0 00.0 10 83.3 0 00.0 2 4.3 1 7.1 10 ?i.4 1T 7.1 1 3.4 3 10.3 25 8.2 0 00.0 0 00,0 2 18,2 9 Bt.9 0 00.0 O 00.0 t 250 3 75.0 0 00.0
Selecting sportswear 4 333 5 41.7 3 25.0 0 00,0 1 7.1 8 5.1 3 2t.4 2 1.3 4 13.8 20 69.0 4 13.8 1 3.4 1 9.t 10 90.9 O 00.0 0 00.0 1. 250 2 50.0 t 25.0 0 00.0
Selecting dress clothes 6 50.0 6 50.0 O 00.0 O 00.0 6 42.9 5°357 t 7.1 2 143 8 27.6 20 69.0 1 3.4 0 00.0 t 9.1 10 90.9 0 00.0 O 00.0 t 25.0 2 50:0 1! 25.0 O 00.0
Selecting clothes for elderly 2 16,7 2 16.7 B 66.7 0 00.0 0 00.0 1 7.1 9 4.3 4 28.6 2 6.9 2 6.9 24 8.8 1 3.4 0 00.0 O 00.0 11 100.0 O 00.0 O 00.0 O 00.0 4 100.0 O 09,0
Selecting foundation garments 6 50.0 5 517 t 8.3 0 00.0 3 21.4 8 57.4 0 00.0 3 =21.4 17.2 16 55.2 2 6.9 6 207 2 182 8 72.7 1 9.1 0 00.0 O 00.0 3 750 1 250 0 00.0
Displeasing salespersons 0 00.0 6 50.0 & 50,0 O 00.0 0 00,0 7 50.0 7 50.0 O 09.0 O 00.0 13 &44.8 15 51.7 1 3.4 0 00.0 & 364 6 545 1 9.1 0 00.0 3 750 1 250 0 00.0

Non-Members
. N_58%*
) . ‘tih grade or less 13 years high school Completed high school 1-3 years college Completed college
Problem N.2 N-15 N-26 . X7

Usually Sometimes  HNever Not Sure Usually Sometimes Never  Not Sure Usually Sometimes Never Not Sure Usually Sometimes Never Not Sure Usually Sometimes Never TNot Sure

No. % No. % No. % No. P No. % No. No. % No. % No. No. No. % No. No. No. No. % No. No. No. Yo, No. %
Selecting well-fitting garments 2100.0 0 ©00.0 0 00.0 O 00.0 9 60.0 6 4.0 0 00.0 0 00.0 1k 53.8 9 346 2 7.7 1 3.8 5 7i.4 1 143 1 143 0 00.0 3 42.9 2 28,5 1 4.3 U 143
Selecting accessories 0 00.0 2 100.0 0 00.0 O 00.0 0 00.0 13 86.7 2 13.3 0 00.0 7. 26.9 17 65.4 2 7.7 0 00.0 O 00.0 7 100.0 0- 00.0 O 00.0 O 00.0 5 71.4 2 28.6 0O 00.0
Altering ready-made clothing 2 100.0 0 00.0 0 00.0 0 00,0 7 46.7 6 40.0 1 6.7 1 6.7 11 423 11 423 3 11,5 1 3.8 5 71.4 1 k3 1 1.3 0 00,0 2 28.6 4 57.1 1 143 0 00.0
Understanding labels 0 00.0 2 100.0 C 90.0 O 00.0 0 00.0 10 66.7 1 6.7 & 26.7 1 3.8 17 654 5 19.2 3 1.5 0 00,0 5 7i.4 1 1h3 1 .3 5 7.4 2 28,6 0 '00.0 O 00.0
Selecting clothing for children 0 00.0 2 100.0 0 00.0 O 00.0 O 00.0 6 40.0 9 53.3 0 00.0 1 3.8 14 53.8 11 42,3 0 00.0 O 00.0 3 42.9 4 57.1 0-00.0 O 00.0 2 2B.6 4 57.1 1 143
Selecting coats & suits for adults O 00.0 2 100.G6 0 00.0.0 00.0 3 20.0 11 73.3 1 6.7 0 00.0 8.30.8 14 53.8 3 1.5 1 3.8 1 143 5 7i.4 1 14.3 0 00,0 1 13 4 57.1 2 28,6 0 00.0
Selecting comfortable sleeping
garments 0 00.0 2 100.0 0 00.0 © 00,0 1 6.7 2 13.3 12 B80.0 O 00.0 0 00.0 9 346 16 61.5 1 3.8 1 143 1 14.3 5 71.4 0 00.0 O 00.0 3 42.9 4 57.1 0 00.0
Selecting sportswear 0 00.0 2 100.0 O 00.0 O 00.0 6 40,0 6 40.0 3 20,0 0 00.0 7 26.9 11 4.3 7 26,9 1 3.8 1 143 4 57.1 28.6 0 00.0 1 143 4 57.1 2 28.6 0 00.0
Selecting dress clothes 1t 50.0 1 50.0 0 00.0- 0 00.0 8 53.3 7 46,7 0 00,0 0 00.0 11 42.3 11 42,3 2 7.7 2 7.7 4 57.1 1 143 1 1431 143 3 4.9 2 28,6 2 28,6 0 00.0
Selecting clothing for elderly 0-00.0 0 00.0 2100.0 0 00.0 1 6.7 5 334 9 533 0 00.0 | 5 19-2 4 5.4 15 57.7 2 7.7 1 13 1 k3 5 714 0 00.0 0 00.0 1 143 5 714 1 13
Selecting foundation garments 0 00.0 1 50.0 1t 50.0 O 00.0 3 20.0 11 733 1 6.7 O 00.0 1 4 154 18 69.2 3 1.5 1 3.8 2 26.6 2 2.6 2 28.6 1 3 1 13 4 57.1 2 28.6 0 00.0
Displeasing salespersons 0 00,0 0 00.0 2100.0 O 00.0 1 6.7 7 46.7 7 46.7 0 00.0 | 1t 3.8 12 46,1 12 461 1 3.8 0 00.0 4 57.1 2 28.6 1 14.3 0 00.0 & 57.1 3 42.9 07 00.0

**0ne did not- respond.
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The responses to clothing purchasing problems are summarized ac-
cording to the study of home economics by 128 homemakers in Table XLV.
Members and non-members who had studied home economics in high school
reported three problems usually encountered in the purchasing of ready-
made clothing; namely, selecting well-fitting garments, altering ready=-
made clothing, and selecting dress clothes. However, members who had
studied home economics in college listed most frequently altering ready-
made clothing, displeasing salespersons, and selecting well-fitting
garments. The problems most frequently mentioned by non-members were
selecting dress clothes, altering ready-made clothing, and selecting
foundation garments., It was interesting to note that many respondents
who had studiéd home economics in high school reported that they usually
or sometimes encountered problems with displeasing salesperscns.

A summary of the responses to problems encountered with purchasing
ready-made clothing according to income is presented in Table XLVI. The
majority of respondents in all income levels except membefs with $5,000
and over income and non-members with $é,499 or less income reported thaﬁ
they usually had problems in selecting well-fitting garments. Selecting
children's clothes, selecﬁing cemfortable slesping garments; and select-
ing clothes for the elderly were frequently mentioned as never a probleﬁ.
Understanding labels was listed by some individuals in all income levels
except non-members with a $2,499 or less income as a problem of which

they were not sure.



TABLE XLV

PROBLEMS ENCOUNTERED IN PURCHASING READY-MADE CLOTHING BY HOMEMAKERS
ACCORDING TO HOME BCONGMICS STUDY

Members Non-Members
H-70* K-58
High School College High School College
Problen N-41 N-5 N-50 8
Usually Sometimes Never Not Sure Usually  Sometimes Never Rot Sure Usually Sometimes Never Not Sure Usually Sometimes Never Not Sure
No. % No. No. No. No. Ko. % _No. 3 _ Wo. No. No. % No. % No. No. No. No. No. &
Selecting well-fitting germents 20 48,8 20 4B.B 1 24 0 00.0 2 40.0 3 60.0 O 00.0 Q 00.0 29 58,0 15 30.0 4 8.0 2 40 3 3.5 3 37.5 1 12,5 1 12.5
Selecting accessories 2 4.9 3%  82.9 1 2.4 -4 9,7 0 00.0 4 B80.0 0 00.0 1 20.0 7 14,0 37 74.0 6 12.0 0 ©00.0 0O 00.0 6 750 2 250 O 00.0
Altering ready-made clothing 17 .5 22 53.7 2 4.9 0 00.0 3 60.0 2 40.0 0 00.0 0 00.0 22 440 20 40.0 7 140 1 2,0 4 5.0 & 5.0 0 00.0 0 00.0
Understanding labels 1 2.4 17 .3 6 146 17 4.5 0 00,0 2 40.0 2 0.0 1 20.0 0 00.3 32 640 10 20,0 8 16,0 0 000 5 62,5 3 37.5 0 00.0
Selecting clothing for children 3 9.3 16 0 39.0 . 19 k6.3 3 9.2 1 20,0 2 k0,0 2 40.0 0 00.0 1 2.0 24 480 24 48.0 1 2.0 0 00.0 3 37.5 4 50.0 1 12.5
Selecting coats & suits for adults 5 12.2 32 78.0 3 7.3 1 2.4 0 00.0 4 80.0 1 20,0 © 00.0 10 20.0 32 64.0 6 1z.0 1 2.0 i 12.5 5 62,5 2 250 0 00.0
Selecting comforiable sleeping
garments 2 4.9 i 9.8 35 854 0 00.0 1 20.0 4% 80.0 0 00.0 0 00.0 1 2.0 13 26,0 35 70.0 1 2,0 0 00,0 3 37.5 5 62.5 0 00.0
Selecting sportswear 4 9.8 30 73.2 6 146 1 2.4 1 20,0 3 60.0 1 20,0 0 00,0 13 26,0 22 440 4 28.0 1 2.0 1 12.5 5 62,5 2 250 0 00.0
Selecting dress clothes 10 2k.4 29 70.7 2 49 0 00.0 1 20.0 3 60.0 1 20.0 0 00.0 2t 42,0 21 42.0 6 12,0 2 40 A 500 2 250 2 250 0O 00.0
Selecting clothes for elderly 2 k.9 2 4.9 36 87.8 1 2.4 0 00,0 0O 00.0 O 00.0 5 100.0 6. 12.0 9 18.0 32 640 3 6,0 1 12.5 1 12,5 5 62.5 1 12.5
Selécting foundation garrents 7 17.t 25 61.0 3 7.3 6 1.6 0 00.0 4 80.0 1 20,0 0 ©00.0 10 20.0 30 60.0 8 16.0 2 4,0 3 37.5 2 250 2 250 1 12.5
Displeasing salespersons 0 00.0 18 43.9 23 56.1 0 00.0 3 60.0 2 40.0 0O 00.0 0O 00.0 2 40 22 B0 24 u8.0 2 40 0 ©00.0 7 87.5 1 12.5 0.  00.0

*Twenty-four persons did nct respond.
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PROBLEMS ENCOUNTERED IN PURCHASING READY.MADE CLOTHING BY HOMEMAKERS ACCORDING TO INCOME

TABLE XLVI

Members
N-70
$2,499 or less $2,500-84,999 $5,000 and over
Problem N-13 N-.21 -
Usually Sometimes Never Not Sure Usually Sometimes Never Not Sure Tsually Sometimes Never ~ Not Sure
No. No. 4 No. No. No. No. 4 No. No. [ No. % No. No. No.
i
Selecting well-fitting garments 7 53.8 0 00.0 0 00.0 0 00.0. 13 61.9 _6 28,6 1 4.8 ‘ 1 4.2 14 38,9 22 61.1 0 00.0 0 00.0
Selecting accessories 2  15.4 e 69.2 0 00.0 1 7.7 1 4.8 18 85.7 0 . 00.0 2 9.5 2 5.6 29 80.6 2 5.6 3 8.3
Altering ready-made clothing .4 30.8 7 53.8 2 154 0 00.0 g  42.9 1 52.4 o] 00.0 1 4.8 15 38.9 19 - 52.8 1 2.8 o] 00.0
|
Understanding labels 2 154 -8 61.5 o] 00.0 3 23.1 2 9.5 7 33.3 3 143 { 9 k2.9 0 00.0 13 36.1 0 00.0 i 38.9
Selecting clothing for children o] 00.0 2 15.4 11 84,6 0 00.0 3 14,3 6 28,6 11 52,4 i1 4.8 1 2.8 18 50.0 14 38.9 3 8.3
Selecting coats & suits for adults 2 5.4 11 8.6 0 00,0 O 00.0 &% 9.0 4 667 1 48 -2 9.5 3 83 30 833 2 56 1 2.8
Selecting comfortable sleeping
garments 1 7.7 1 7.7 11 846 0 00.0 1 4,8 2 9.5 17 80.9 1 4.8 3 8.3 Lk 11.1 29 80.6 0 00.0
Selecting sportswear 4 30.8 5 38.5 L 30.8 0 00.0 4L 19.0 10 47.6 5 23.8 2 9.5 3 8.3 30 83.3 0 00.0 1 2.8
Selecting dress clothes 4 30.8 9  69.2 0 00.0 O 00.0 9 h42.9 9  42.9 1 4.8 ‘2 9.5 9 25.0 25 69.4 2 5.6 0  00.0
Selecting clothes for elderly 2 15.4 3 23.1 8 61.5 0 00.0 1 4.8 1 4.8 17 B0.9 2 9.5 1 2.8 1 2.8 31 86.1 3 8.3
Selecting foundation garments 5 38.5 7 538 1 7.7 0 00,0 5 23.8 10 47.6 2 9.5 i% 19.0 6 16.7 23 63.9 2 56 5 13,9
Displeasing salespersons - - ~ 00,0 6 46,2 7 53.8 0 00.0 0 -00.0 B8 3B.t 13 61.9 50 00,0 0 00.0 & 11,1 3 83 0 000
= = ] - = = N - Non-Members
N-58
$2,499 or less $2,500-8%,999 35,000 and over
Problem Nb _N-25 N-25
Usually Sometimes Kever Not Sure Usually  Sometimes Never Not Sure Usually Sometimes Never Not Sure
No. No. No. No. 4 No. % No. No. % No. No. [4 No. No. No.
Selecting well-fitting garments 1 250 3 750 0 00.0. 0 00,0 15 69.0 8 3.0 2 8.0 0 00.0 18 ~“é4.3 7 25.0 2 7.1 2 7.1
Selecting accessories ' 2 5.0 2 5.0 0 00.0 0 00.0 2 8.0 18 72,0 5 20,0 0 00.0 & 143 2 8.7 1 3.6 0 00.0
Alteringrready-made clothing 2 50,0 2 50.0 0 00,0 O ©00.0 10 40.0 § 36.0 & 16.0 2 4O 15 536 11 39.3 3 10.7 O 00.0
Understanding labels 0 00,0 &4 100.0 O 00.0 0 00.0 1 4.0 16 64.0 L 16.0 L 16.0 0 00.0 19 67.9 6 214 4 4.3
Selecting clothing for children 0 00.0 1 25.0 3 75.0 0 00.0 1 4.0 9 36.0 15 60.0 0 00.0 0 00,0 17 60.7 11 39.3 1 3.6
Selecting coats & suits for adults 1 250 3 75.0 0 00.0 O 00.0 6 24.0 15 60.0 4 16,0 0 00.0 7 25,0 18 64,3 3 10,7 1 3.6
Selecting comfortable sleeping E :
garments 0 00,0 1 25.0 3 75.0 0 00.0 2 8.0 7 28.0. 16 64.0 0 00.0 0 00.0 9" 32.1 19 67.9 1 3.6
Selecting sportswear 1 25.0 3 750 0 00.0 O 00.0 .7 2B.0 10 40.0 8 32.0 .0 00.0 7 250 % 50,0 7 250 1 3.6
Selecting dress clothes 4 100._0 0 00.0 O 00.0 O 00.0 12 48.0 11 4.0 1 4.0 1 4.0 11 3%9.3 11 39.3 5 17.9 2 7.1
Selecting clothes for elderly "2 50,0 1 250 1 250 0 -00.0 & 16,0 & 16,0 16 6k.0 1 4.0 1 3.6 6 214 20 714 2 7.1
Selecting foundation garments 0 00.0 75.0 0 00.0 1 250 5 20.0 4 5.0 5 20.0 1 4.0 6 21.4 19 67.9 4 143 O 00.0
0 00.0 &4 100.0 O 00.0 0 00,0 1 4.0 9  36.0 14 - 56,0 1 4.0 1 3.6 14 50.0 13 4b6.4 1 3.6

Displeasing salespersons
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Homemakers Interested in Attending Clothing Workshops

All respondents were asked to check whether they would be inter-
ested in attending workshops on problems encountered in purchasing ready-
made clothing. A summary of these responses is presented in Table XLVII.
Over four-fifths of the members and one-half of the non-members indicaied

an interest in attending such workshops.

TABLE XLVII

HOMEMAKERS INTERESTED IN ATTENDING CLOTHING WORKSHOP

Members Non-Members Total

Workshop N.70 N-58 N-128
Ne. % No. % No. %
"~ Yes 59 84,3 31 53.4 g0 70.3

No 11 15,7 27 46, 5 38 29,7



CHAPTER IV
SUMMARY, PROPOSALS, AND RECOMMENDATIONS
Summary and Conclusions

This study was planned to idgntify some of the ready-made ciothing
buying practices and problems encountered by selected homemakers in
Jefferson County, Oklahoma, and to formilate suggestions for effective
development of future Extension programs.

The sample was composed of two groups of homemakers. One group
represented members of home demonstration clubs located in the four
largest towns of the county. The second was a groﬁp of homemakers
who were not members of home demonstration clubs, but were selected
by the members. Throughout the study this second group was referred
to as the non-member group.

A questionnaire was used in collecting the data. The question-
naires were distributed to all club members in attendance at the regu-
lar May club meeting. Each member was asked to answer one question-
naire and to be responsible for taking a second questionnaire to a
non-member o¢f her choice for answering. Questionnaires from 70 club
‘members and 58 non;members were obtained. The data were tabulated,
analyzed, and some comparisons were made according to seven variables:
length of membership, age, educational lejel, study of home economics,

family income, famlly size, aﬁd composition.

N
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The findings seem to support two of the three hypotheses; namely,
(1) Homemakers do buy much ready-made clothing for their families and
(2) They have some problems in buying ready-made clothing. But the
third hypothesis, homemakers! buying practices and problems related
to family clothing are affected by certain characteristics of the home-
maker and her family, was not clearly confirmed by the data. Although
some differences in the practices and problems of buying family cloth-
ing are discernible among some of the different variables, it is dif-
ficult to demonstrate that these differences are the result of these
variables especially as some inconsistencies weré also evident. The
inadequate support for the third hypothesis, may be the result of limit-
ed number of cases included in the study. When the 128 homemakers were
divided into groups according to the variables, the numbers in some
groups were too small to be considered.

Eight items of the questionnaire were related to characteristics
of the homemakers participating in the study. Eighty-six percent of
the respondents were married; 11 percent were widowed. WNearly 50 per-
cent of the respondents were 50 years of age or older, 40 percent 30
to 49 years, and 10 percent 19 to 29 years old. However, non-members
tended to be younger than members.

Nearly 45 percent of the respondents,had completed high school.
However, more members (1702 percent) réported having less than eighth
grade education than non-members (3.4 perCent). Twelve percent of
the non-members indicated they had completed coliege whereas only
ébout six percent @f the members had. }All ef the non-members had
studied some home economics, while 24 of the member group reported

no home econcmics course work in either high school or college. Of
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the 70 members the largest percentage (33.4 percent) had participated
16 years or more in Extension. The next largest percentage was the
less than four year membership group with approximately 30 percent of
the members in this group.

Members and non-members had children in every age group listed
in the questionnaire. More of the children of non-members were in
the infant through five year age level and more of the children of
members were in the 13 through 20 year age group.

More members (71.0 percent) than non-members (53.5 percent) were
full-time homemakers. Five times more non-members than members re-
ported full-timé employment. Slightly over one-fifth of all home-
makers had part-time employment with members exceeding the number of
non-members.

Thus in comparing the members of home demcnstration clubs with
the non-members group, the non-members group was younger, had more
formal education, including the study of home economics, had younger
children, had higher incomes, and was more frequently employed out-
side fhe home.

Of the seven variables studied it seemed that membership was
most likely to influence buying practices. This was illustrated by
the facﬁ that members in the 50 year and clder age category checked
home econemics trained person and extension bulletins as second and
third méSt frequently used source of information, whereas, non-members
in the same age category did not consider these as sources.

The decision that the data supported the first tﬁo hypotheses
was based on the extent to which each of the five purposes of the

study were achleved.
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The first purpose of the study was to identify some of the cloih-
ing articles purchased by a group of home demonstration club members
and non-members., In answering the questionnaire the respondents were
asked to check one of three categories for a number of items of clothing
belonging to children, boys and men, girls and women. These categorized
responses applied to the purchase of ready-made items and were answered
as always, sometimes, or never. The findings indicated that the majori-
ty of both groups of homemakers always purchased certain‘items of child-
ren's clothing; namely, shoes, undergarments, coats and jackets, and
sleeping garments. Three clothing items that were bought sometimes
for children by all respondents were play clothes, party dreéses, and
school dresses. Fewer of the respondents bought party dresses and
school dresses than other articles of children's clothing.

Nine items of clothing for boys and mén ﬁeré listed in the question-
naire. All nine of the clothing items were checked as always being
purchased by 81 to 98pe;‘cent of all homemakers including both members
and non-members. Slightly more of the members than non-memﬁers indi-
cated that they purchased a greater variety of items of boys and men's
¢lothing.

In purchasing clothing for teenage girls and women the majority
of the total number of respondents indicated that they %lWays purchased
shoes, coats and jackets, sleepwear, and suits. The other four cloth-
ing groups (dresses, skirts, blouses, and sportswear) were checked by
the majoritylas being purchased sometimes. A larger percentage of
non-members purchased ready-made clothing items for girls and women
than did members. The findings indicated that 57 to 98 percent of all
clothing items for the family were usually purchased ready-made with
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the exception of two items of children's clothing; namely, school dres=-
ses and party dresses and four items in girls and women's clothing;
namely, dresses-=house, street, dressy,--skirts, blouses, and sports-
wear. All of theﬁe.items were purchased sometimes by the majority of
homemakers. These findings support the study conducted by Bryan in
1959 with home demonstration members in Oklahoma which revealed that
more articles of clothing were purchased ready-made than were produced
in the home. Her findings alsc indicated that 75 percent of the home-
makers reported that learning how to select ready-made clothing was
important to them.

The second purpose was to identify some of the problems encountered
in purchasing ready-made clothing by the member and non-member groups.
The findings show that many of the homemakers encountered problems when
purchasing clothing for the family. Each respondent was asked to check
a list of possible problems related to}purchasing family clothing which
she believed she encountered usually, sometimes, or never. It was also
possible for the respendent to indicate if she was not sure if this was
a problem. Selecting well-fitting garments was indica@éd as a usually
encountered problem by over 50 pércent of the respondents. Two other
problems that members and non-members usually encountered were altering
ready-made clothing and selecting dress clothes. Five probiems that
the majority of homemakers sometimes enc@unﬁered were selecting accesw
sorieé, coats and suits, foundation garments, sportswear, and under-
standingllaﬁélso This sequence was diffegent for non-members who listed
problems with labels as the second most ffequehtly encountered problem.
Over 40 péreent of the members indicated that they were not sure if

understanding labels was a‘pr@blemo However, nearly 70 percent of the
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non-members indicated this was sometimes a problem. The majority of
hdmemakers did not consider the following as problems in purchasing
ready-made clothing: selecting sleeping garments, clethes for the el-
derly, and children's clothing. The uncertainty of the respondents
about the meaning of labels was confirmed by a study conducted by
Drake and Grimes who also found that women had difficulty in under-
standing labels. The reasons why homemakers do not understand labels
may be inadequate information on the label or the use of words they
do not understand.

The third purpose was to determine some of the buying practices
of homemakers in purchasing ready-made clothing. Seven buying prac-
tices were included: procedures related to securing family clothing,
information sources used, factors considered important, reasons for
selection, label information considered valuable, place of purchase,
énd types of sales patronized. The findings revealed that approximately
four out of ten of the respondents spent the same peréentage of their
annual inceome as the national average of 10-12 percent. Three out of
ten reported that they spent less and the same number reported that
they did not know how much they spent.

Few of the respondents reported doing any definite blanning par-
ticulariy written plamning or detailed receord keeping for the purchases
of family clothing. Over 77 percent of both groups of homemakers re-
perted that they did not have a définite plan for dividing the money
allocated for clothing among family members. Moreover, over three-
fourths of the families did not keep an account of money spent on cloth-
ing purchases. Of the 128 respondents, 72 (56.3 percent) reported that

they did net have a plan for purchasing the family's clothing while 50
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(39.1 percent) repcrted using a partial plan. Only one homemsker who
was a ¢lub member indicaﬁed that her family used a definite plan.
Besson's findings also indicated ﬁhat relatively few homemakers did

any planning or kept records of clothing expenditures., Troelstrup.
recommended careful plamning and detailed record keeping on purchasing
of family clothing if the family was to be well dressed in harmony with
the family income.

Consequently, these questions arise: Can homemakers purchase
clothing which will satisfy family members and fit into the family
income without definite planning? Did the homemakers do only mental
planning? Did the respondents believe the plamning question referred
to written planning? Further study may be necessary to learn what type
of plamming homemakers do and whether they are satisfied with the ward-
roﬁes they have in relation to the money spent.

Although over one-half of the homemakers indicated that they paid
cash for thelr clething purchases, a combination of charge account and
cash was checked by 40 percent of them, The Besson study also re&ealed
that cleothing for the family was purchased for cash mest frequently
though second in frequency was the combination of charge account and
cash.

Ten scurces of information thet homemakers use in purchasing
clothing for the family were listed in the questiomnaire. The most
frequently checked source of information used by both groups was past
experience which was checked by over 80 percent of the total respondents.
Home economics trained person snd extension bulletins ranked seccnd and
third, respectively, as effective sources of information used by members.

However, these sources were least frequently used by non-members.



98

Friend's advice and magazine advertisements were ranked second and third
in frequency by non-members. Magazines published by independent test-
ing laboratories were checked least freqﬁénily with less than onse~fifth
of the respondents reporting them as a source of information. It is
natural that individuals would draw on their past experiences but with
many new developmgnts in fibers and finishes, past experience may not
always be a reliable guide in purchasing clothing. Homemakers may find
it necessary to use current information because of the many changes in
textile products.

Twelve factors that homemaskers may consider in the purchase of
ready-made clothing for children, teenage boys, teenage girls, women,
and men were listed in the questionnaire. Design or style, price,
and care were the three factors most frequently checked as important;
whereas, brand name and fiber content were the two factors least fre-
quently checked as imp@ftant by both gfoups of homemakers in purchase
of clothing for all five groups of family members. The majority of
members and non-members considered dursability and workmanship important
in selecting clething for children and teehage boys, while harmony and
color were considered important in selecting clothing for teenage girls
and women. In selecting clothing appearance seemed more important to
women than te men, but they also related this to price and care Qf the
garment. Studies by Curtis and Besson also listed design or style,
care, and price as important factors considered in the purchase of cloth-
ing for Women.

Of the eight reasons listed in the questicnnaire for purchasing
ready-made clothing,.lack of time was the most frequently checked.

Although more nen-members were employed outside the home than were
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members, a higher percentage of members than non-members checked lack
of time as a reason. The second most frequently given reason was lack
of sewing ability., However, more non-members than members gave this
as a reason. Do not have a sewing machine and ready-made clothing are
less expensive were the least frequently given reasons for purchasing
clothing by both groups. Tate and Glisson reported the reasons home-
makers purchase clothing ready-made were homemakers are spared long
hours in constructing garments at home; garments can be easily purchased
and are ready for use; the wearer can see how a garment looks before
investing any money; and large numbers of women work outside the home
and have less time for home sewing.

In order toc see what label information homemakers found helpful,
ten kinds were listed. The respondents checked usually, sometimes,
or never as\their answers to label information considered useful as
buying aids for ready-made clothing. Nearly 90 percent of the respon-
dents reported that they usually looked for size, care, and washing
instrucﬁions on the labels The majority of homemakers sometimes con-
sidered shrinkage and colorfastness as important label information.
Apparently shrinkage and colorfastness were usually not a problem if
the clothing item was given proper care. On the whole, the homemakers
indicated that they considered the information found on the label,
Studies conducted by Curtis, and Drake and Grimes indicated homemakers
usually sought label information and made good use of the informétion
found.

Respon&entg_were asked to check at which of the six places listed
in the questiommaire they shopped for clothing for children and for

women and mern. Both members and non-members checked that they shopped
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most frequently at department stores for the entire family. Mail
order houses and speciality shops were the second and third most fre-
quently checked place for buyihg family clothing. Fewer members chose
to shop at diSCount_houses than non-members; however, non-members chose
variety stores less frequently than members. Since department stores
would carry every item of clothing needed by a family and generally
carry quality items this may be the reason for it being the most fre-
quently checked place by homemakers.

The foﬁfth purpose was to determine if age, educational level,
income, home demonstration club membership, family size, and age of
children have any relationship to the purchasing practices and problems
of ready;made clothing of families. Members with 16 years or over mem-
bershipvéhécked a smaller number of problems encountered in purchas-
ing clothing. Less than Sinerpent with 16 years or over membership
checked»thgt they usually encountered any clothing buying problems.
More women én all educational levels excapting those members who had
completed college listed selecting well-fitting garments as usually a
problem more than any other problem. Members and non-members who stud-
ied home economics in high school reported three problems usually en-
counteréd in the purchasing of ready-made clothing; namely, selecting
wellafitting garments, altering ready-made clothing, and selecting
dress cioihes; However, members who had studied home economics in
college listed m@ét frequently altering ready-made clothing, displeas-
ing saléspefsoﬁs, and selecting well_fitting garments. The problems
most fréquentl&%mentioned by non-members whe had studied home economics
in college were selecting dress clothes, alteriﬁg ready-made clothing,

and selecting well-fitting garments.
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Respondents in the lower income level ($2,499 or less) checked
fewer sources of information being used. Regardless of age of the
homemaker the most frequently used source of information was past
experience. The non-members in the 50 years or older category used
magazine advertisements and friend's advice as second and third most
frequently checked sources of information while the members in the
same age group used information from home economics trained persons
and extension bulletins. The club members in the middle age group
used past experience, home economics trained persons, and magazine
advertisements in that descending order of frequency as their sources
for information. Noh-memberé who had one to three years of college
or were college graduates indicated more sources being used; however,
members who had one to three years of high school or were graduates
reported using more sources than non-members. A higher peréentage of
members who had received ﬁome economics training in high school or
college reported using more sources of information for clothing pur-
chases than non-members, although the difference is very small for
several of the sources.

Design was listed by a large majority of respondents in all in-
come levels as important in purchasing women's clothing. Secondly,
price was considéred by all members and non-members on all income
levels with the exception of members in $5,000 and over income levels
who considered care second and_price third.

Although the majority of all respondents ¢hecked most frequently‘
lack of time to sew as a reason for buying the family clothing ready-
made, more members who had belonged to a club four to nine years check;

ed this reascn than any other membership category. Regardless of
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education level the most frequéntly given reason for not making clothing
at home was lack of time to sew and the second most frequent reason was
do not sew well. Members and non-members with one to three years of
college listed garments look homemade and garments fit better as second
and third most frequently checked reasons for not sewing. All of the
respondents who had studied home economics in high school or college
except the member group with college training reported the most frequent
reason for purchasing ready-made clothing was lack of time. Only one
of the 128 respondents reported that she did not have a sewing machine.
Members in $2,499 or less income category gave a wide range of reasons
for not sewing. However, nol as many gave lack of time to sew as those
in the other two income levels.

Slightly more of the members than non-members whe had studied
home ecénomics in high school and/or college reported that they con-
sidered the label information of care, washing instruction, fiber con-
fent, shrinkage, size, colorfasiness,';nd finish in the purchasing of
clothing.

The findings indicated that age, educational level, income, home
demonstratioﬁ'club membership, family size, and ages of children did
not seem to have much association with the buying practices and problems

which the homemakers indicated that they had.
Proposals

The fifth purpose of the study'was to get information that would
be helpful in expanding and improving the Family Living program in the
Jefferson Céunty Extension Service. As a result of the findings and

the study of other research and related literature the following
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suggestions for the development of the Home Economics Extension pro-
gram may help the homemakers solve some of their clothing buying prob-
lems. The proposals will be divided into two categories; namely;

programs with homemakers and programs with merchants.

Programs with.Homemakers

1. Since the findings indicated that certain homemakers are not
reached by the Extension Service it is recommended that an
organized effort be made to learn why these women do not be-
long to any home demonstration club and to experiment with
ways of encouraging membership or reaching them by other means.
Most obvious need seemed to bé in reaching young women because
almost 59 percent of the members were over 50 years of age
andiless than five percent under 29 years. Another area that
may merit investigation and possible program expansion is
serving the lower income families. Information on family in-
comé furnished by thé Extension Service revealed thét over
L5 percent of fﬁe families in Jefferson Coﬁnty had annual in-
comes of less than $3,000, while less than 19 percent of the
membefship reported incomes of less than $2,500. At the same
time, ﬁhe findings showed that the non-members wefé in higher
educational and income levels and more of them were employed
outside the home, thus, it méy be advisable to determihe
whether their needs are met through other educational sources;
or whether they are not club members because the Extension pro-

gram does not meet their needs and interests.
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A proposal directed specifically to the clothing phase of
Extension Family Living program is ﬁo increase emphasis on
buying ready-made clothing for the family and on speed methods
in clothing construction. The most frequently given reasons
by all respondents for purchasing ready-made clothing were

the lack of time and lack of sewing ability to construct gar-
ments at home. These programs should be designed to meet

the special problems in purchasiﬁg family clothing which were
recognized by a large number of the respondents both members
and nonamembefsg The data showed that these should include
selecting weliufitting garments, dress clothes, accessories,
coats and suits, foundation garments, sportswear, altering
ready-made clothing, and understanding labels and clothing
and'ﬁextiles' laws. Since almost no respondents reported any
Planning or record keeping for family clothing it would be
helpful to learn to what extent homemakers! lack of plarming
and receord keeping may influence their satisfactions with their
purchases and their return on money invested in clothing.
Perhaps different methods than thése previously used and which
require a minimum of time and effort must be developed for
planning and keeping records.

A third proposal deals with use of different types of infor-
mation as buying alds. Less than half of the members and

teon percent or less of the non~members reported use of extenw
sion bulletins, home economics trained person, or reports of
testing laberatories as aids in buying family clothing. In

order to increase the use of educational types of informaticn
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it may be necessary to learn why they are not used. May the
reasons be that homemakers dec not know about them; find them
difficult to obtain; do not consider them helpful; or do not
find them interesting enough to read? Is enough emphasis
placed on such types of information in club programs and in
mass media of communication? Should government bulletins be
made available in other places than the Extension office?

It is recommended that identifying and encouraging leaders
representing all commnities within the county be continued.
They could cooperate in community action programs by gather-
ing necessary information; developing methods for expandihg
programs; as well as developing programs that will meet needs
and interests of homemakers on all socic-economic levels.
The home demonstration agent will seek the assistance of
other home economists in the county in developing an over-
all clathing pregram for the homemakers of the county. They
will be involved in the planning, conducting, and evaluation

of the clothing program for the county.

with Merchants

Effective consumer buying is promoted by understanding and
cocperation between retailer and consumer. Hence the effec-
tiveness of Extension programs in consumer education can be
promoted through wqu with merchants of the county. Since
merchants will stock what consumers will buy, they are gen-
erally interested in learning more about the needs and wants

of the families in the community. Consequently, home
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demonstration club members could give a real service by sur-
veying the homemakers of the communities to learn of their
wants and problems in providing this information to the mer-
chants.

2. Since less than one-fourth of the members and non-members
recognized salespeople as sources of information, this may
show that salespeople are inadequatély informed.about the
products they sell.

3. The trained home economist may offer in-service training to
salespeople concerning the products they sell and sélling
meﬁhddso

L. Programs may be developed to enable homemakers to work with
merchants and dry cleaners concerhing effective labeling,
selection of quality garments, care of clothing, and setting

up displays for providing consumer information to homemakers.
Recommendations

The writer suggests further investigation in the buying practices
and problems df the homemaker and her familye These include the fol-
lowing: u

1. Further study should include a larger population sample.

When the 128 respondents were divided into groups according
to the variables, the numbers in some groups were too small
to be considered. It was difficult to ascertain if the dif-
ferences in the practices and problems of buying family cloth-

ing were a direct result of the variables.
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Greater emphasis should be placed on the importance of edu-
cation in the buying, use, and care of clothing for all family
members, including analysis of clothing expenditures, directed
toward intelligent consumer choices and development of dis-
tinctive taste.

Young pecple have an influence on the type of clothing that

is sold. It is recommended senior 4.H boys and girls be in-
cluded in the study. Consequently, these questions arise:

Do peer groups have any influence on the type of clothing
selected? What factors do teenagers consider important in
selecting their own clothing? Who do they rely on for infor-
mation about clofhing purchases? What proportion of their

own clothing do they buy and what method of payment is used

in purchasing their clothing? What type of planning and
record keeping do they use for clothing expenditures? Do
they have a specific amount of money allocated to them for -
purchasing clothing for a particular period of time? How
satisfied are they with their purchases in relgtion to the
money spent? Does the 4-H sewing program have ahy influencé
on the amount of garments 4-H girls make instead of purchas-
ing readywmadé?

Merchandisers should be included in the study to help iden-
tify some of the buying practices and problems the homemaker
and her family ha&e presented in purchasing ready-made cloth-
ing. The merchants would be able to reveal what factors home=

makers considersd important; kinds of clothing items the family
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most frequently purchases; kinds of label information that

are considered helpful by them and the homemaker; sources of
information homemakers rely on in purchasing clothing; method
of paying for clothing items; and some of the problems encoun-.

tered by the homemaker and her family.
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APPENDIX
INSTRUCTIONS FOR THE QUESTIONNAIRE

This study is concerned with identifying some of the ready-made
clothing buying practices and problems encountered by two groups of
selected homemakers in Jefferson Courty, Oklahoma; namely, (1) home
demonstration club members and (2) non-members. The information ob-
tained from you and other homemakérs in Jefferson County will be used
to strengthen the élothing phase of the Extension Home Economics pro-
gram. The questionhaire is organized into three parts; namely, (a)
personal.inf@fmation concerning the homemaker and her family, (b) a
list ochiothing articles the homemaker may purchase for her famil&,
and (c) proElems that may be encountered in making these purchases.

Your club is one of the four clubs in the county selected to
participate'ih‘this study. You will receive two questionnaires, one
is to bé anéwéred by you and the second questionnaife is te be answer-
ed by a n@nnmembqr of your cheice. There are no right or wrong answers
to the questions. Answer the questions honestly and do not sign your
name to the questionnaire. The information will be considered confi-

dential.
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Schedule Neo.

QUESTIONNAIRE TO IDENTIFY READY-MADE CLOTHING BUYING PRACTICES

AND PROBLEMS OF JEFFERSON COUNTY FAMILIES

»

The following questions are general information about you and your family.
Please check the spaces that apply to you.

1A. Are you a member of a home demonstration club? Yes_ No

1B. If yes, how many years have you been a member?

(1) Less than 4 years (3) 10 = 15 years
(2) b = 9 years | (4) 16 years and over

2. Which of the following describes your marital status?

g;g Mazrieg (3) Divorced
- Widowe

e What is your age group as of your last birthday?

(1) 19 = 29 years (3) 50 years or older
(2) 30 = 49 years

L., How many children living in your househeold are in each of the age
groups listed below? (Write in number).

A. Boys B. Girls
(1) Infant through 5 years Infant through 5 years

R (1)
(2) 6 - 12 years _ T (2) 6 & 12 years
(3) 13 - 20 years (3) 13 = 20 years

5.  What is the highest year in school you have completed?

(1) 8th grade or less () 1 < 3 years college
—(2) 1 = 3 years high school (5) Completed college
R (3) Completed high school .

6. Did you have any courses in home sconomics whiles
4. In high school (1) yes {(C) no

————— A TS

B. In cellsge : (1) yes ~ (0) no
Te Check the group which is nearest tc your total family income.

(1) $1,499 or less (4) $ 5,000 - $9,999
(2) $1,500 - $2,499 (5) $10,000 and over
(3) $2,500 - $4,999
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9.

10.
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Are you employed outside the home?

(1) No ___ (2) Full time ____ (3) Part time
Several sources of information about clothing fabrics, performance
features and styles are available to consumers. Which of the fol-
lowing sources of information do you rely on in purchasing ready-
made clothing? (Check as many as you use effectively.)

(1) Magazine advertisement (6) Magazines published by

(2) Magazine articles testing laboratories
(3) Newspaper advertisement (7) Salespersons
) Newspaper articles (8) Your past experience

(5) Extension bulletins (9) Friend's advice
10) Home economics trained
persons

Check- the most important factors from those listed below that you
would look for in purchasing ready-made clothing for children under
twelve, teenage girls, teenage boys, women and men. (Check each
group you would buy for).

Teenage | Teenage
Factors Children| Girls Boys Women Men

1« Design or style
of garment

2, Color

3. Durability of fabric
4, Wbrkmanship

5. Brand name

6, _Weight of fabric

7. Fiber content

8. Texture of fabric

9. Harmony with present
wardrobe

10, Care it will require

11, Inf'érmative label

12. Price of garment
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12.

For what reasons do you purchase ready-made garments?
(Check as many as apply to you.)

(1) Lack of time to sew.

(2) Do not sew well,

(3) Less expensive.

(4) Garments fit better.

(5) Garments you make look "homemade."
(6) Do not like to sew.

(7) Do not have a sewing machine.

(8) Too time consuming.
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Labels on garments are an effective means of conveying needed
information to the consumer. Check in the appropriate space

below the information that you look for on the label.

Alwa Sometime
)

(1) Care (dry clean or wash)

‘Never

(2)

(2) Washing instructions

(3) Fiber content

(4) Shrinkage

(5) size

(6) Brand

(7) Colorfastness

(8) Finish

(9) Manufacturer's name

(10) Special seals
(a2) Good Housekeeping

(b) Parent's Magazine

(11) Add others that you might use
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There are several laws and regulations to protect the consumer
of clothing and textiles. Are you familiar with thgse laws?
1. Wool Product Label Act (1) yes ___(0) no

2. Textile Fiber Products Identification Act __ (1) yes __ (0) no

3. Fur Products Labeling Act (1) yes __(0) no
L. American Standard Act (1) yes _(0) no
5. Federal Flammable Fabrics Act __ (1) yes __(0) no

Where does the family shop for ready-made clothing purchases?

A. Children (highschool age and under. If you have no children
go to part B). .

) Department store
) Chain store

) Speciality shop
) Mail order

) Variety store

) Discount store

B, Women and men'’s clothing

Coe (1) Department store
R (2) Chain store
e (3) Speciality shop
“{4) Mail order
(5) Variety store
____(6) Discount store

Families may purchase some of their clothing needs at sales.

A. Do you buy at sales?
= (‘) usually . (1) sometimes (2) never
If_the answer is usually or sometimes, go to part B.

B, At what types of sales do youkbuy?
S ‘ ' Usually Sometimes Never
(0) (1) (2)

1. Clearance sales

2; Spe@iél purchase sale

Annual sales

a3
8

=
-]

Anniversary sales
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16. When purchasing ready-made clothing I find these are my problems.
(Check as many as apply to you).

7

8.
9e
10,
e

12

Usually Sometimes Never Not sure

(o) S DI ) BN )

Selecting well-fitting garments

Selecting accessories

Altering ready-made clothes

Undérstanding labels

Selecting clothes for children

Selecting coats and suits for
adults

Selecting comfortable sleeping
garments '

Selecting sportswear

Selecting dress clothes

Selecting clothes for elderly

Selecting foundation garments

Displeasing salespersons

List}any other problems you have that have not been covered withw

in the questions

17. Would you be interested in attending workshops on the problems
checked in question 167 (These workshops would be conducted by
the county Extension office and would be available free of charge).

(1) yes o (0) ne
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Many homemakers find that it is more profitable to purchase

clothing ready-made than to make them.

Check in the appropriate

space below the clothing you always buy, sometimes buy, or never
buy, and whether you are always satisfied, sometimes satisfied,
or never satisfled with the purchase.

Satisfaction

' Frequency of

Buying with Purchase

1 g

A. Children's Clothing (Grade | | H o | 5
school age and under). If e |y B e
you do not have children, = E > = | B >
go on to part B. <5 73] = ! 251 =
(Wl el |6) |6

‘Coats, Jackets

Sleeping garments

' P1ay‘c1éthes

b4, School dress
5.““Party dress
6. Undergarments
7+ Shoes

B: Men and Boy's Clothing
(If you do not buy for
this group, ge to part C)

Ceats

1
2, Soits
3. Trousers
ko Jackets
» Shirts
. Sports Clothes .
7. Underwear
8, Night ‘wear
9. Shoes
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Frequeney of Satisfaction
Buying with Purchase
C. Women's Clothing é,. . ém
(Highschool age and over) % % ’ % -%1 t
3|88 |ld]|8]2
— SRR NCININCIR NCIE NC),
1, Coats, jackets
2, Suits
3. Dresses:
a., House
b. Street
c. Dressy
4, Skirts

5. Blouses

6. Sports Wear

7o Sleep Wear

8. Shoes

Now we have a few basic items related to clothing management..

19,

20,

Families have various ways of keeping records of expenses such as
sales slips, itemized records, keeping check stubs, and sometimes
nemory.

A. Do you keep account of money spent on ready-made clothing pur-

chases?
‘ (1) yes _____ (0) no
B. If yes, what kind of record?

Families usually have a plan for buying the family clothing. Some
make a detailed plan, some a partial plan, still others may not do
any planning at all. What are your practices regarding planning
clothing expenditures? '

(1) Plan

e ) No plan
.~ (2) Partial Plan

) Other (what?)

(3
(4
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23.
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In buying ready-made clothing, do you buy clothes on a charge
account, do you always pay cash, or perhaps you scometimes use
the lay-a-way plan of buying?

(1) Always cash (3) Charge account and cash
(2) Charge accounts (4) lay-a-way

Have you had clothing items on lay-awway that you have not claimed?
(1) yes _(0)mo

Have you had credit obligations for which you have missed payments?
(1) yes (0) no

In taking care of the clothing needs of your family, do you pro=~
portion a certain amount of mcney to each family member to spend
on clothing for a given period?

(1) Always (2) Sometimes (3) Never

According to national figures families spend 10 = 12 percent of
yearly income on clothing. Did your family spend more, less, or
the average on clothing for_your family?

%o b
e

(1) More ! (2) Less 'fgg) Average

eesmsepersssemmemetilf

Do not know
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