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ABSTRACT 

The p u rpo ses  of t h is study were to : ( 1 )  ident ify segme nts 

disp l ay ing different info rmation search patte rns amo ng emp l oyed 

p u rchasers of appare l ; ( 2 )  to determine  the consume r ,  s ituationa l , 

produc t ,  and market c harac teristics  that corre 1 ate with eac h seg­

me nt ; and ( 3 )  to deve l op a n  exp l o ratory framework of  the  p rocesses  

which produce c haracte ristics  of  in formation search patte rns . 

A random samp l e  of 3,000 fema l e  consumers , age 25-44 , was s e nt 

quest ionna ires re s u l ting in a 47 percent return rate ( n=l410 ) .  

O n l y  emp l oye d  women were u sed for t h is res earch ( n=l034) .  

P rincipal  Compo nents Factor Ana lys is with Varimax Rotation was 

us ed: ( a )  to find out factors of in forma t ion  s ea rc h  activ ities , 

and ( b )  to reduce l ifestyl e items and eva l uate c r iteria items . 

Mu l tip l e  regre s s io n  was performed to  exam ine the infl uence of  con­

sumer , s ituationa l , p roduct , and market c ha racteristics  on  the 

information search patte rns . 

F ive  factors were extracted rep res enting d iffe rent patterns  

under l ying the information sea rc h  activ itie s  u s ed by emp l oyed wome n 

for the s e l ect ion of  emp l oyment appare l . They inc l uded print­

oriented , audio- v is u a l  o riented , sto re intens ive , profe s s iona l  

adv ic e , a nd  p a l  adv ice sea rcher .  F ive p rofi l es  of emp l oyed women 

information search p atter n s  were deve 1 oped by capturing the char­

acteristics  o f  consumer , product , and s ituation .  

A schematic diagram o f  the re l atio n s h ip betwee n  the patterns  

of  informatio n  s earch and the cons tructs o f  s e l f- confidence , 
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systemati c/heuri st i c proces s i ng and acti ve/pas s i ve search was 

pro v i ded wi th i n  an  exp l or-ato ry framewo rk of the proc ess  wh i c h 

produce characte r i st i cs  o f  i nfo rmat i on searc h patte rn s . There fore , 

an  understandi ng o f  cons umer i nformat i on search  acti v i t i e s i s  

e s sent i a l  i n  the des i gn of eff i c i ent  commu n i c at i on among con­

s ume r , marketers , and regu l ators . 
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CHAPTER I 

I NTRODUCTION 

The mai n purpose  of  th i s  s tudy was to i denti fy i nfo rmati o n  

search patterns  among emp 1 oyed wome n purchasers  o f  appare 1 .  Th i s  

chapter  prov i des  bac kground i nformati o n  on  major  areas pe rtinent 

to the s tudy: (a)  co n s ume r i nformati on  search behav i o r ,  and 

( b )  i mpo rtance of emp l oyed wome n .  A l so  i nc l uded i n  the c hapte r are 

the s tatement of  the prob l em ,  the purpose , the s i gn i f i cance o f  

s tudy , a n d  organ i zati on  o f  the d i s s ertati o n .  

Cons ume r I nformati o n  Search  Behav i o r 

Cons umer i nfo rmati on search i s  an  i mportant part o f  mos t  dec i ­

s i on processes  and i s  e s s e nti a l  to the s tudy o f  cons umer decis i o n  

maki ng .  Many researchers (Bettman , 1979 ; Enge l & B l ackwe l l ,  1982 ; 

Howard , 1977 ) have recogn i zed the i mporta nce o f  cons umer i nformati o n  

search  and have i ncorporated i t  a s  an i mportant s tage i n  the dec i ­

s i o n mode l . I t  frequently has been a s s umed that the f i rst  aspect o f  

i nformat i on search i s  inte rna l , i . e . , l ong- term memory is scanned  

for re l evant i n fo rmati o n .  Th i s i nformati on i s  the n  retr i eved and  

proces sed .  I n  some ins tances , the i n fo rmation retr i eved may be s u f­

fi c i ent to sati s fy the cons ume r ' s  in formati o n  acqui s i ti on goal s ,  

and , thus , the searc h i s  te rm i nated .  I n  other  i ns tances , perhaps 

more common fo r i nfrequently purchased i tems , con s umers may f i nd 

that the i nte rna l l y  retri eved i nfo rmati o n  i s  i ns uffi  ci ent o r  con­

f l i cti ng , i n  wh i ch case  they seek  i nformation from the env i ronment ,  
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i . e. ,  engage i n  external i nformati on search .  I nfo rmat i on acqui red 

during the externa 1 s earc h  may 1 ead to further i nterna 1 search 

because consume rs may need to unders tand o r  e l aborate on the i n­

fo rmati on .  Thus , there i s  a conti nua l  cyc l i ng between  i nte rnal and 

external  search unt i l the consume r ' s i n formati on acqu i s i t i on goa l s 

are sat i s f i ed ( Engel  & B l ackwe l l ,  1982 ) .  

Extens i ve prob l em so l v i ng ,  whi c h  occurs on ly  under a h i gh i n­

vo l veme nt condi t i on , req u i res  an act i ve i nfo rmat i on searc h .  

( Va ughn , 1980 ).  I nv o l vement i s  def i ned a s  the act i vat i o n of  

extended prob l em- s o l v i ng behav i or when  the  act  o f  purc hase  o r  con­

s umpt i o n i s  seen by dec i s i on maker as hav i ng h i gh pers ona l  i mpo rt­

ance or re l evance ( Petty & Cap i coppo , 1981 ) . Some c l oth i ng ,  s uch  

as profes s i ona l  dres s ,  i s  perce i ved as a h i gh- i nv o l veme nt prod uct 

s i nce i t  ref l ects o ne's s e l f- i mage , i s  cost l y ,  and the r i s ks of a 

wrong dec i s i on are h i gh ( Enge l & B l ac kwe l l ,  1982 ) .  

The di st i net i o n between h i gh i nvo 1 vement and 1 ow i nvo 1 vement 

cond i t i ons i mp l i es that consumers requi re d i ffe rent k i nds o f  i nfor­

mati on , depend i ng upon the type or amo unt of i nvo l vement .  For 

i n stance , i n  the case of l ow i nvo l vement , cons umers seem wi l l i ng to 

ma ke a purchase wi th  mi n i mum i nformati o n; the refore , messages are 

requ i red that c reate awarene s s  and repeated l y  rem i nd cons ume rs of  

the  product ' s  ex i stence .  In  contrast, the re may be a strong need 

for i n format i o n  i n  h i gh- i nvo l vement s i tuat i ons whe re con?umers are 

wi l l i ng to exert personal  effo rt to acq u i re i nformati on before 

act i n g ( Sc h i ffman & Kan u k , 1983 ) .  
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Importance of  Empl oyed Women 

In rece nt  years , mar keters and cons umer re searchers  have been 

i ncreas i ng l y  i nterested i n  emp l oyed women.  Those who range i n  

age from 25 to 44 years have been characte r i zed as 1 1 the baby boom 

co hort1 1  ( Jones , 1980 ) .  Baby boomer • s econom i c  i mportance w i  1 1  con­

ti nue to grow , both as p roducers , i n  that they wi  1 1  rema i n  i n  the 

l abor force i n  greater number than precedi ng ge nerati ons (Tayl o r ,  

1981 )  and as consumers,  i n  that by 1990 they w i  1 1  be 11p r i  me targets 

of merchand i sers 11 ( GF Market i ng Research  Departme nt , 1982 ) .  The 

i ncreas i ng number of women i n  the 1 abor force has n utured new 

market  opportun i t i es .  For examp l e ,  the scarc i ty of  t i me at home 

for emp l oyed women has contri b uted to the growi ng  i nterest i n  con­

ven i ence foods and eat i ng out. Comme rc i a l banks , sav i ngs and l oan  

assoc i at i ons , and i ns urance compan i e s  have begun  to recogn i ze the 

i mportance of women as a s i gn i f i cant market s egment ( B l oc k  & 

Roeri ng , 1979 ) . 

I t  has been s uggested by many scho l ars apparel  consumpt i on 

patterns  d i ffer for empl oyed  and nonemp l oyed women ( Horn , 1975 ; 

McCal l ,  197 7 ; Tayl or , 1981; V i c kery ,  1979) .  Emp l oyed women ' s  

appare l consump t i on  patterns  i nc l ude : ( a )  greater u s e  of  ti me-

sav i ng ,  conve n i ence- shopp i ng out l ets ( Bu s i ne s s  Wee k ,  1976 ) , 

( b )  g reater accent on fa s h i on ( Advert i s i ng Age , 1983 ) , and 

( c )  cons i derab l e  concern for c l oth i ng ' s  f l atte r i ng  and  s u i t­

ab i l i ty for wo rk (McCal l ,  1977 ) .  



4 

Recent consumer researchers ( C l axton et a 1. , 1974 ; Furse et 

a l . ,  1984 ; 'we stbrook  & Forne l l ,  1979 )  s uggested that the frequency 

and i ntens i ty of  i nformat i on search can serve a� a base fo r ma rket  

segmentati on strategi es .  That i s , approaches to d i v i d i ng a poten­

t i a l market i nto d i s t i nct s ub s ets o f  consumers and se l ect i ng one o r  

more segments as  a market target t o  b e  reac hed wi th a d i  s t  i net 

market i ng m i x  ( S c h i ffman & Kan u k , 1983 ) .  

The Study Prob l em 

Much o f  the 1 i terature s ugge sted that there were rather d i s ­

t i nct patte rns o f  i n format i on searc h , at l east among purchasers o f  

durab l e  goods ( F u rse  e t  a l . ,  1984 ; Jac oby , Chestnut & F i s her, 1978 ; 

K i e l  & Laytoo n , 1981 ; Moore & Lehmann , 1980 ; Wes tbrook et a l . ,  1979 ) .  

Most o f  the  res earc h t o  date has exam i ned external  i nformati on 

s earch for h i gh-cost  i tems such  as app l i ances and automob i l es .  

Howeve r ,  there i s  n o  emp i r i ca l  res earch re l ated to the segmentati o n 

o f  appare l consumers among emp l oyed women by i n fo rmat i o n searc h .  

Researc h q ue s t i o n s  for th i s  study were : 

1 .  Are there di st i nct i ve i nfo rmati on search patte rns  

among emp l oyed women purchasers of  appare l ? 

2 .  Are there s i gn i f i cant re l at i on s h i ps among i n format i on 

s earch patterns i n  te rms of  consumer , s i tuat i ona l , 

product , and ma rket character i s t i cs?  
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Purpose  of  the Study 

The genera 1 purpose was to exp 1 o re the u sage o f  i nfo rmati o n  

search  pattern f o r  market segme ntati on .  More spec i f i ca l l y ,  the ma i n  

objecti ves  we re : 

1 .  To i denti fy segme nts d i s p l ay i ng  di fferent i nfo rmati on  

search  patterns  among emp 1 oyed wome n p urchasers o f  

appare 1 .  

2. To dete rm i ne the consume r ,  si tuati ona l , product , and 

ma rket  characte r i st i cs  that correl ate wi th each 

segment .  

3 .  To  i dent i fy the re l at i ons hips  among  i nformati on  

search  patte rns and sys temat i c/heur i s ti c  i nfo rmati on  

proces s i ng .  

S i gn i f i cance o f  the  Study 

Muc h of  the p r i o r  re searc h has been  restr i cted  to an exam i ­

nati on  o f  search acti v i t i e s , and has  not prov i ded  a detai l ed 

c haracte r i zat i on o f  i nd i v i dua l s who use  a parti c u l ar  search s trategy .  

The present s tudy attempted t o  prov i de an exp l orato ry framework 

wh i c h produce c haracteri s ti c s of i n fo rmat i on  search patterns . A 

l arge r set of  data on  both search- and  non- search re l ated charac­

te r i s t i c s of each segment wi l l  a l l ow for a ri cher  and more comp l ete 

descr ipti on  of  the types of  i nd i v i dual s who use  parti c u l ar search 

patterns . By deve 1 op i ng profi l es of  e ac h  of these  potenti a 1 pat­

te rns and i denti fyi ng u n i que  c haracte r i st i cs ,  the i nf l uence of 
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women ' s  emp l oyme nt s tatus o n  the i r  c l oth i ng cons umpti o n  can be 

dete rm i ned .  Th i s  i n formati o n  a l so  wi l l  prov i de a bas i s  fo r theor­

i z i ng about the determi nants of  search s trategi es  amo ng co nsume rs . 

An  understandi ng o f  cons umer i nformati o n- seek i ng acti v i ti es 

wi l l  be e s se nti a l  i n  the des i gn o f  eff i c i ent  commun i cati o n  among 

consume r ,  markete r ,  and reg u l ato r .  F i rst ,  consumers can benef i t 

from s uch  knowl edge by be i ng ab l e  to purchase products wh i c h more 

c l os e l y  meet the i r  needs and wants w i th m i n i ma l  ti me , mo ney , 

effort and psycho 1 og i  ca 1 costs . I f  consumers are better i n fo rmed 

about p r i ce , qua l i ty ,  and other d i fferences acro s s  products , one  

cou l d expect marketers  to be more  co ncerned wi th the u l ti mate 

objecti ve of  cons umer sati s facti o n  by manufactur i ng products wh i c h  

bette r s e rve con s umer needs and wants . 

Second , the i de nti f i cati o n  and descr i pti o n  o f  thes e  s egme nts 

can enhance the e ffo rts of mar keters  to a s s e s s  the pote nti a 1 o f  

these  groups a n d  to s e l ect target mar kets . T h e  manager c a n  then 

match  the needs o f  the most promi s i ng target markets wi th the proper 

marketi ng  m i x ,  thus  a l l ocati ng the resources  of  the f i rm 

effic i entl y .  

F i na l l y , regu l ators s tand to gai n from a knowl edge of  consumer 

s earc h patterns . I f  the government i s  to p l ay a mean i ngfu l  ro l e  i n  

see i ng that consumers base the i r  purchase dec i s i ons  o n  an " opti mal " 

amount o f  i nformati on  made avai l ab l e  to them at l east  cost ,  the n  i t  

i s  i mpo rtant that consumer protecti on  l eg i s l ati on  i n  th i s  area be 
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based on a thorough understandi ng of consumer i n format i on searc h  

proces ses . 

Furthe r ,  th i s  study wi  1 1  be i mpo rtant for the s t udents i n  

merchand i s i ng to understand the consumer dec i s i on maki ng process  

for  appare l s e l ecti o n , espec i a l l y  the  i nf l uence of s i tuat i ona l , 

product , and market  characte r i st i c s .  An  i nterdi s c i p l i nary frame­

wo rk u s i ng ma rketi ng ,  consume r behav i o r ,  soc i a l - psycho l ogy , and 

c l oth i ng wi l l  be an effec t i ve i ntegrati ve app roach to the study 

of  appare l to meet consumer needs. 

Ass umpt i o n s  

Th i s  p roject was based on  t h e  fo l l owi ng as s umpt i ons : 

1. C l oth i ng i s  of pers ona l  rel evance and i s  a h i gh i n­

v o l vement deci s i on mak i ng product . 

2 .  Emp l oyed women make rati ona l  i nformati o n  searches 

when purchas i ng appare l . 

3 .  The amount  o f  i n fo rmat i on sought i s  re l ated t o  t i me 

spent i n  each of  the s earch act i vi t i e s .  

4.  Consume rs can p ro vi de reasonab 1 e e s t i mates o f  the 

amount of  t i me spent i n  var i ous  search act i v i ti e s .  

5 . The search mode l used  by emp l oyed women  i s  the same 

acro s s  a l l career p urchase dec i s i ons . 

6 .  The search mode l used i n  appare l dec i s i on i s  d i f-

ferent  from other durab l e/non-durab l e  product 

categori e s . 
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O rgan i zati on  of the D i s sertat i o n 

In Chapte r II , the conceptual  framewor k  i s  presented and , 

re 1 a ted 1 i terature concern i ng market segmentat i o n and i n format i o n  

search, consume r ,  s i tuat i ona l , produc t , and market characte ri s ti c s , 

chang i ng emp 1 oyment  s tatus of  women , and emerg i ng i mp o rtance of 

1 1 baby boom1 1  adu l ts are rev i ewed .  

An exp l anat i on  o f  the p rocedures used to  carry out  the research 

i s  presented i n  Chapter I I I .  Res u l ts and di s c u s s i o n o f  the f i nd i ngs 

are p resented i n  C hapte r IV . The res earc h i s  s ummari zed and 

conc l us i ons , i mp l i cati ons  and recommendat i on s  for fJture research  

a re p resented i n  the l ast c hapter .  
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CHAPTER  I I  

REV I EW OF LITERATURE 

Conceptua l  Framewo rk 

The conceptua 1 framewo rk for th i s  st udy was the Enge 1 , 

Ko l l at , and B l ac kwe l l ( EKB ) H i gh- I nvo l vement Mode l o f  Cons umer 

Behav i or ( 1982) , wh i ch focuses  on  the consume r dec i s i o n maki ng pro­

cess of the i nd i v i dua l . F i gure 1 pre sents the comp l ete E KB mode l of  

h i gh- i nvo l vement dec i s i o n proces s wh i c h  cons i sts of f i ve secti o n s :  

( 1 )  i np ut , ( 2 )  i nfo rmati o n  p roce s s i ng ,  ( 3 )  dec i s i on processes , 

(4) dec i s i on proces s  var i ab l e s , and  ( 5 )  exte rnal  i nf l uences . The 

central  foc us  of  the mode l i s  on f i ve bas i c  dec i s i on proce s s  stages : 

( 1 )  prob l em recogn i t i on ,  ( 2 )  searc h , ( 3 )  a l ternati ve eva l uati o n ,  

(4) c ho i ce ,  and (5 )  outcome s .  

Th i s  res earch  focused o n  the second stage i n  the con sume r 

dec i s i on mak i ng p roces s :  I n format i on Searc h .  E nge l et a l . ( 1982 ) 

defi ned exte rnal  se arch as moti vated expos ure to i nfo rmat i o n wi th  

regard to a g i ven  a l ternati ve .  I t  occurs when exi s t i ng  i nformat i on , 

b e l i e fs ,  and atti tudes are found to b e  i nadequate . 

F i gure 2 represents a model  o f  i nfo rmat i o n  proce s s i ng for con­

s umer dec i s i on maki ng (Hawki n s , Best  & Coney , 1983 ) .  O nce  a p rob l em 

i s  recog n i zed , re l evant i n fo rmat i on from l ong- te rm memory i s  used  to 

determ i ne a sat i sfactory so l ut i on , c haracter i s t i c s  of potent i a l  

s o l uti ons , and approp ri ate ways to compare s o l ut i on s . Th i s  i s  

i nterna 1 search .  I f  a reso  1 uti  o n  i s  not reached through i nterna 1 
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searc h , then the percept i on process  i s  focused on exte rna l s t i mu l i 

rel evant to so l v i ng the prob l em .  Th i s  i s  external  search ( Hawki ns , 

Best  & Cony , 1983 ) .  

Hawki ns e t  a l . ( 1983 )  s uggested that consumers engage i n  

i nternal and externa l search  for :  ( a )  app rop r i ate eva l uat i ve c r i ­

teri a ,  ( b )  the  ex i stence o f  pote nt i a l  s o l ut i o ns , and ( c )  the c har­

acteri st i c s  of potent i a l  s o l ut i o ns. When p rob l ems cannot be 

resol ved wi t h  an eval uat i on of stored  i nformat i on , there i s  a need 

to c o l l ect add i t i ona l  i nformat i on p r i or  to ma ki ng a purchase  

dec i s i on .  External  i nformati on  can  i nc l ude : (a)  the op i n i ons  and  

att i tude s of  fri ends , ne i ghbors , and  re l at i ves ; (b )  profes s i onal  

i nformati o n  p rov i ded  i n  pamp h l ets , arti c l es ,  and books ; 

( c )  ma rkete r-generated i n format i on prese nted i n  adverti sements  and 

d i  sp 1 ays and by s a  1 es  personne 1. Thus , exte rna 1 i nfo rmati on search 

i nvo l ves the c o l l ect i on o f  add i t i ona l  i n formati on .  

Exte ns i ve prob l em s o l v i ng ,  wh i c h  occurs o n l y  i n  a h i gh i n­

vo l vemen t  cond i t i on ,  requi res  an  acti ve searc h .  ( Va ughn , 1980 ) .  

I nvo l veme nt i s  def i ned a s  the act i vati on o f  exte nded prob l em- so l v­

ing behav i or when the act o f  purchase o r  consumpt i on i s  s een  by 

the dec i s i on make r  as hav i ng h i gh personal  i mportance  or re l evance 

( Petty & Cap i coppo , 1981) . Depe nd i ng on  the i r  l eve l of  i nvo l vement , 

i nd i v i du a l  consumers d i ffer i n  the exte nt of the i r  dec i s i on proc e s s  

and the i r search for i nfo rmat i on .  C l oth i ng i s  perc ei ved . as a h i gh­

i nvo l vement p roduct because i t  ref l ects o ne's s e l f- i mage , i s  cos t l y ,  

and the r i s ks o f  a wrong dec i s i on are h i gh ( E nge l & B l ackwe l l , 1982 ) .  



13 

laurent and Kapferer ( 1985 ) exam i ned the relat i ons h i ps between 

d i ffe rent  types  of i nv o l vements and fourteen  product c ategor i es 

among housew i ve s .  D resses  showed the h i ghest score i n  a l l o f  the 

four types o f  i nvo 1 vements , wh i c h mean s  that dre s s es we re con-

s i dered as the h i ghest i n vo l vement product i n  th i s  study ( See 

Tab l e 1) .  

D resses  
B ras  
Wash i n g  mac h i nes  
TV sets 
Vacuum c l eaners 
I rons  
Champagne 
O i  1 
Yogurt 
Choco l ate  
Shampo o  
Toothpaste 
Fac i a l soap 
Detergents 

TABLE  1 

I NVOLVEMENT P RO F I LES 

Importance Subject i ve 
o f  p robab i l i ty 

negat i ve o f  
consequences  m i spurchase 

121 112 
117  115 
118 109 
112 100 
110 112 
103 95 
109 120 

89 9 7  
86 83 
80 89 
96  103  
95  95 
82 90 
79 82 

P l eas u re S i g n 
va l ue val ue 

147 181 
106 130 
106 111 
122 95 

70 78 
72 76 

125 125 
65 92 

106 78 
123 75 

90 81 
94 105 

114 1 18 
56 63 

Source : Laurent , G. and Kap ferer , Jean N. Mea s u r i ng Consumer 
I nvo l veme nt Pro f i les . J ournal  of  Mar ke ti ng R e search , Vol .  22 , 
Feb ruary 1985 , 41- 5 3 .  
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However , extens i ve search  genera l l y  occu r s  for  on ly  a few con­

s umpt i o n  dec i s i o ns . Hab i tual  and l i m i ted dec i s i o n maki ng wh i c h  

i nvo 1 ve  1 i tt 1 e or  no  act i ve externa 1 search  i s  more common .  T h i s 

i s  part i c u l ar l y  true fo r re l at i ve l y  l ow pr i ced conven i ence goods . 

It occurs when the expected be ne f i ts o f  the search  are greater than 

the pe rce i ved costs  of  searc h .  It takes t i me , energy ,  money , and 

can often requi re g i v i ng up more des i rab l e  acti v i t i es .  Therefore , 

cons umers may engage i n  externa l search  on ly  to the extent that the 

expected benef i ts s uch  as a l owe r p r i ce or a mo re sat i s factory p u r­

chase outwe i gh the expected costs ( Hawk i ns et a l . ,  1983) .  

Be ttman ( 1979) d i s c u ssed maj o r  aspects of the  i nformat i on 

acqui s i t i on re l ated to i nternal  and exte rnal  search . Act i ve 

i n format i o n search i n i t i a l l y  may be i nternal  search o f  i n format i on 

stored i n  memory .  Dur i ng i nterna 1 search i nterrupt i ons can  ar i se  

based upon  l ac k  o f  needed i n format i o n ,  conf l i ct i ng i nformati on , o r  

recal l o f  p rev i o u s l y  forgotten goa l s .  One maj o r  response  to s uc h  

i nterrupt i o ns  may be  formati on o f  a goal for exte rnal  searc h .  

Fo l l owi ng i n i t i a l  i nternal search , there may b e  externa l  searc h .  

Responses  t o  these  i nterrupti ons  depend o n  the c o n s ume r ' s 

i nterp retat i o n  of  the s i gn i f i cance of  the i nterrupti on i n  l i ght o f  

cu rre nt  g o a  1 s .  Both i nte rna 1 a n d  externa 1 s ea rches  are character­

i zed by d i rect i o n  (wh i c h  p i eces  of i n fo rmati on are s ought) ; by 

degree ( how much i s  sought) ;  and by more detai l ed patte rns i n  the 

sequences of  i nfo rmat i on s ought (what acqu i s i ti o n strateg i es are 
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used ) . F i gure 3 prov i des  a more deta i l ed outl i ne of the bas i c  

phenomena re l ated to i nformati on acqu i s i ti on d i s c u s s ed above . 

Cha i ken ( 1982) s ugge s ted that a d i s ti ncti on s hou l d  be  made be­

tween heuri s ti c  and systemati c proces s i ng i n  choi ce  behav i or ,  i n  

order to understand how vari ous  factors i nf l uence dec i s  i onma ki  ng 

and i nformati on s earch s trateg i es .  In the sys temati c proces s i ng 

mode , cons ume rs acti v e l y  attempt to comp rehend and cr i ti ca l l y  

eval uate i nformati on about  rel evant attri b utes of a l ternati ves . 

I n  a heur i s ti c  mode , dec i s i ons  are based on more s uperfi c i a l 

asses sment of cues . The sys temati c mode  requ i res deta i l ed p rocess­

; ng of i nformati on content ,  whe reas the he ur i  s t  i c app roach empha­

s i zes the rol e of s i mp l e scheme or cogn i ti ve heur i s ti c s .  Heur­

i s ti cs  are most l i ke l y  to be  used  by i nd i v i dua l s wi th l ow i nvol ve­

ment i n  the dec i s i on ,  by those who do not have the ab i l i ty or ex­

perti s e  to e ngage i n  systemati c proces s i ng ,  and by those faced  wi th 

tas ks or d i s tracti ons that are d i ff i c u l t for them . 

Among sys temati c proces s i ng ,  i t  i s  as s umed that the re are 

acti ve or pas s i ve searc he rs . Acti v e  searc he rs are seeke rs of 

market i nformati on for i ts own sake .  They enjoy the phys i ca l  

acti v i ty i nvol ved wi th external  searc h , and they engage i n  i t  even 

when the re i s  no i mmed i ate prob l em .  These cons umers often s hop 

for the s ol e purpos e  of keep i ng ab reas t  of what product and s tore 

a l te rnati ves  are avai l ab l e .  Acti ve  se archers tend to be i nqu i s i ­

ti ve persons . They parti c i pate i n  many acti v i ti es outs i de home .  

They read the adverti sement and  arti c l es from newspapers and 
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magaz i nes  and i nq u i re among reference g roups about  new i de as  ob­

s e rved i n  the var i ou s  medi a. Acti ve  s e archers are i nteres ted  i n  

themse l ves  and the i r commun i ty ,  and they l i ke to be we l l  thought of 

by others . 

O n  the othe r hand , the group of pas s i ve searc he rs seek  market 

i nformati on on l y  when i t  has spec i f i c  and i mmed i ate use . These  

con sumers tend  to use  external  s ources ,  s uc h  a s  te l ev i s i on,  rad i o ,  

newspapers , or magaz i ne s  that a re ava i l ab l e  wi thout much exte rna l  

searc h .  Pas s i ve searchers are frequently p reocc upi ed wi th work or 

fami l y , and they are i ntroverted (Wa l ters , 1978 ) . 

Dete rm i nants of Exte rna l I nformati on Search 

Many re searchers to date have c l as s i f i ed factors that i nf l uence 

the l ev e l  of externa l  s ea rch .  Tab l e  2 prov i de s  a c ompar i s on o f  the 

determi nants of the extent  of i nformati on s e arch i n  the present 

s tudy wi th thos e  i n  the research by Bettman (1979 ) , Moore & Lehmann  

(1980 ) , and  Hawk i n s  et a l . (1983) . Bettman (1979)  c l a s s i f i ed 

determi nants of 11choi ce proc e s s  i ntens  i ty11 i nto f i ve c ateg or i e s :  

( a )  p rope rti e s  of choi ce  s i tuati on , ( b )  cost vers u s  bene f i ts of 

i nformati on , ( c )  knowl edge , ( d )  i nd i v i dua l  d i fferences , and  

( e )  c onf l i ct and con f l i ct respon s e . 

Moore and Lehmann  (1980 ) offered a l i s t  of vari ab l es wh i ch 

categor i zed  the determi nants i nto s i x  categor i e s :  ( a )  l'!lar ket  e n­

v i ronment,  ( b )  s i tuati ona l  vari ab l es ,  ( c )  pote nti a l  payof f/product 

i mportance , ( d )  knowl edge and experi e nce , ( e )  i nd i v i dua l  



TABLE 2 

COMPARISON OF THE DETERMINANTS OF THE EXTENT OF EXTERNAl INFORMATION SEARCH 

Bet talan (1979) Moore and Lehooann ( 1980) 

1. MARKET ENVIRONMENT 

·nuaber of alternatives 
·cot�Plexity of alternatives 
•aarl<eting •ix of alternative 
•stability of alternatives 

on the aarl<et 
·inforaation availability 

1. PROPERTIES OF CHOICE SITUATION 2. 
•availability of intoraation 
·difficulty of ChOice task 

SITUATIONAL VARIABLES 

•ti .. pressure 
•social pressure (fa•ily, peer, 

·tiM pressure 

2. COST VERSUS BENEfiT 
INFORMATION 

3. IOIOWLEDGE 

4. INDIVIDUAL DiffERENCES 
•in-store versus 

prior processing 
·ability 
•concern with optillal ity 

of choice 

5. CONFLICT AND CONfLICT 

RESPONSE 

boss) 
·financial pressure 
• organi zat i ona 1 procedure 
•physical and 10ental condition 
•eue of access to inforaation sources 

3. POTENTIAL PAYOfF/PRODUCT 

IMPORTANCE 

·price 
•social visibility 
·perceived risk 
•difference uong alternatives 
•nUMber of crucial attributes 
·status of decision·•aking activity 

4. IOIOWLEDGE AND EXPERIENCE 

• n.ored know ledge 
•usage rate of product 
·previous inforution 
·previous choices 

5. 

6. 

·satisfaction 
INDIVIDUAL DifFERENCES 

·ability 
·training 
·approach to problem solving 
·approach to search 
• i nvo 1 veunt 
·diiiiOgraphics 
•persona 1 ity/1 i restyle 

CONFLICT AND CONfliCT­

RESOLUTION STRATEGIES 

Ha,.l:ins et al. (1983) Present study (1986) 

1. 

2. 

3. 

4. 

MARKET CHARACTERISTICS 1. 
•nu.ber of alternatives 
·price range 
·store concentration 
·inforaation availability 

SITUATIONAL CHARACTERISTICS z. 
·tiN availability 
·purchase for self 
•pl..asant surroundings 
•physical/���ental energy 

PRODUCT CHARACTERISTICS 3. 
•price 
•di fftrentiation 

CONSUMER CHARACTERISTICS 4. 
· learnlng and experience 
·personality and self-concept 
•social status, age and stage 

in the fHily lifecycle 
·perceived risk 

MARKET CHARACTERISTICS 

•type of store 

SITUATIONAL CHARACTERISTICS 

• t iae pres sure 
·iiiiPlicit dress code 
•length of tf111e in OIIIPlOy���ent 

PRODUCT CHARACTERISTICS 

•type of outfit 
•price 
·eva! uat ive criteria 

CONSUMER CHARACTERISTICS 

·1 ifestyle 
·self-confidence in dress 
·de110graphics 
·practices 

...... 

co 
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d i ffe re nces ,  and ( f )  conf l i ct and conf l i ct res o l ut i on  strateg i e s .  

These two catego r i z at i ons are d i fferent i n  two ways . F i rst , 

Bettman has o ne c ho i ce s i tuat i on  catgego ry wh i l e  Moore and Lehmann  

have  two components i n  the cho i ce category ,  market env i ronment and 

s i tuat i ona l  vari ab l es .  Second , Bettman has one  costs  and benef i t s  

catego ry whi l e  Moore and Lehman n  have two catego r i es,  potent i a l  

payoff/product i mportance and knowl edge/exper i enc e .  

Hawk i n s e t  a l . ( 1983 ) catego r i zed the  determi nants of  externa l  

search i nto four  categor i es .  They s uggested character i st i c s  o f  the 

market , the s i tuati o n , the product , and the consumers i nteract to 

i n f l uence the l ev e l  of  searc h .  

F rom the  l i te rature , factors wh i ch i nf l uence the amou nt o f  ex­

ternal search we re s e l ected and c l as s i f i ed i nto four categori e s : 

( a )  marke t  c haracter i s t i c s  ( type of  store ) ; ( b )  p roduct character­

i st i c s  ( type of outfi t ,  pr i ce , and eva l uati v e  c r i te r i a ) ;  ( c )  con­

s umer character i s t i c s  ( l i festy l e ,  s e l f- conf i dence i n  dres s , demo­

graph i cs and practi ces ) ;  ( d )  s i tuati ona l  characte r i st i c s  ( t i me 

p ress u re , i mp l i c i t  dress code , and l e ngth o f  t i me i n  emp l oymen t ) . 

This res u l ted i n  e l even  independent var i ab l es for  th i s  s tudy . 

A mod e l  was e s tab l i shed to spec i fy re l at i o n s h i p s  between 

var i ab l es ( F i gure 4 ) . Th i s  model s ugge s ts that consumer , s i tua­

t i  o na 1 ,  p roduct , and ma rket character i s t i c s  i n f l uence the degree 

and type of i nd i v i dua l  externa l  search. Each of  the s e l ected 

var i ab l e s are d i s c us sed i n  the n ext secti o n .  



SOVATIONAL 
CHARACTERISTICS 

1. Time pressure 
2. Implicit Dress 

Code 
3. Length of Time 

in Employment 

20 

CONSUMER CHARACTERISTICS 

1. Lifestyle 
2. Self-confidence in Dress 
3. Demographics 

4. Practices 

EXTERNAL 

INFORMATION 

SEARCH 

MARKET 

CHARACTERISTICS 

1. Type of Store 

PRODUCT 
CHARACTERISTICS 

1. Type of Outfit 
2. Price 
3. Evaluative 

Criteria 

Figure 4. Hodel of Degree and Type of External Information 
Search fo� €mployed Women's Dress. 



2 1  

Re l ated L i terature 

Th i s  secti o n  i nc l ude s: ( a )  market segme ntati o n and i nfo rmati o n 

search ( b )  consume r ,  s i tuati onal , product , and ma rket character i s-

t i c s; ( c )  the chang i ng emp l oyment status of  women; and (d)  the  

emerg i ng i mportance o f  1 1 b aby boom11 adu l ts .  

Market Segmentat i o n and  I n format i o n  Search 

Compani es are i nc reas i ng l y  emb rac i ng target market i ng .  Target 

market i ng he l ps compani es i dent i fy marketi ng opportuni t i es bette r ,  

deve l op the  r i ght p roduct for eac h target market , and  adj ust  the i r 

pr i ce s , d i stri b ut i o n  c hanne l s ,  and advert i s i ng to reach the target 

market eff i c i ent ly .  Target marketi ng  ca l l s  for  thre e  maj or  step s :  

( a )  mar ket segmentat i on ,  ( b )  market target i ng , and ( c )  product 

pos i ti o n i ng ( F i gu re 5 ) .  I n  other words , compa n i es d i s t i ngu i s h  amo ng  

many market s egme nts (market segmentat i on ) , se l ects one  o r  more of  

these  segme nts (market  ta rget i n g ) , and (c )  deve l ops products and  

marketi ng m i xe s  tai l ored to each segment ( product pos i t i on i ng )  

( Kotl e r ,  1984 ) . 

Market Segmentat i o n: 

1 .  I de nt i fy bases 
segmenti ng the 
market  

2 .  Deve l op prof i l e s 
of  resu l t i ng 
segments 

Market  Targeti ng: Product Po s i t i o n i ng:  

3 .  

4 .  

Deve l op measures 5 .  
o f  s egment 
attrac t i veness  
S e l ect  the  target 6 .  
s egment ( s )  

Deve l op product 
po s i t i o n i ng for 
each target 
Deve l op market i ng  
m i x for each 
target s egme nts 

F i gure 5. Steps i n  Market Segmentat i o n ,  Targeti ng , and Pos i t i on i ng .  

Source: 
and Co ntra 1 .  

Kotl e r , P .  Ma rketi ng Management :  Analys i s ,  P l ann i ng, 
N. J. : Prent  i ce- Ha 1 1  , I nc .  , 1984 . p. 251 .  
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The purpose o f  th i s  study wa s to i de nt i fy bases  for segmenti ng 

the market by i n fo rmati o n  search act i v i t i es , and to deve l op pro­

fi l e s of  the res u l ti ng s e gme nts ( s teps  one and two i n  F i gure 5 ) .  

A l though f i ve  maj or  c r i ter i a ,  geograph i c , demograp h i c ,  psycho­

l og i ca l , s oc i a l - c u l t ura l , and u ser-behav i o r  characte r i s t i c s , have 

been used for effecti ve mar ket  segmentat i o n  ( Sc h i ffman & Kan u k ,  

1983 ) recent  consumer research suggests that the freq uency and 

i ntens i ty of i n fo rmat i on search at reta i l can a l so  s e rv e  as a base  

for segmentati o n  strategi e s .  C l axton et  a l . ( 1974) ,  We stbrook and 

Farne l l ( 1979 ) , K i e l  and  Layton ( 1981 ) , and  Furse  et a l . ( 1984) 

s ugge s ted  that there we re d i st i nct  patte rns of i nformat i on search 

among  car p u rc has ers. Patterns  of  search emphas i z i ng reta i l o ut­

l ets , i nterpersonal  s ources , l i ttl e acti ve searc h , exte ns i ve search 

o f  many sources , and a more modes t  amo unt o f  search of s ever a 1 

sources  have been i dent i fi ed i n  one o r  mo re stud i e s .  Tab l e 3 p ro­

v i des a compari son  of the var i ab l es u sed  i n  the  c l a s s i f i cat i o n  phase 

o f  the present s tudy wi th those  used i n  four p rev i o us stud i es .  

Tab 1 e 4 p resents the res u l ts of the study i n  terms o f  i nformati o n  

search patte rn  found . 

C l axton , F ry and Port i s ( 1974) i so l ated thre e  d i fferent seg­

ments amo ng 546 housewi ves who had repo rted a recent maj or furni ture 

purchase .  Taxonom i c  p rocedures were used to i de nt i fy c l u s ters  o f  

respondents i n  te rms o f  three common i nformati o n  sources.  u sed , t h e  

tota l n umber o f  store v i s i ts ,  and the  amo unt o f  de l i berati o n  t i me .  

Three rna i n  c 1 usters we re found a nd these were 1 abe 1 e d  thorough 



TABLE 3 

MEASURES OF EXTERNAL INFORMATION SEARCH 

Claxton et al. (1!74) West & fornell (1979) Kiel & Layton (1981) Furse ot al. (1984) Preunt study (1985) 

1. CONSIOEREO "LTERN,TE 1. READING OF: 1. READINGS Of: 1. TIME SPENT READING: 
•use of ..,ney ·books ·consuMer ugazines ·fashion ���agazines 
•brands ·puphlets regularly ·ads in newspaper 
·price levels ... gazines ·book� and •agaz i nes •WOllen' s business 

•newspaper ·car rat t ngs aagazines 
·articlu ... nufacture •general wo•n' s 

•agazines 
·gener.tl business 

ugazints 
·•·'!I interest 

'1@$ 
�n•""��:.,..,.·�· articles 
• app4rto 1 lldnufacturer• .1 

brocllure/palll!lll ets 
·dress ror success N 

2. ME NT! ONEO AS SOURCE 2. SEEKING ADVICE OR •retai I store catalogs w 
OF IHFORHA !TON: OPINION OF: 

•sales ... n ·friends 1. TIME SPENT: 2. TH4E SPENT: 2. TIME SPENT: 
.. stores ·Migllbors ·at retaihrs •talking to: ·talking to: 
·adverth-nts ·relatives •total introspection a. salesperson a. friends/co ll,.guel 
• fuily ti'" b. others b. fui ly/rtlativu 
•friends •total search tlee ·looking at ads c. ta Jesperson 
·other sourcu ·Introspection and surch ·walking around dealer d. persona I shoppers 

showr0011 wardrobe consul. 
•test driving cars •watching TV cOMtrcial 

]. MENTIONED AS IMPORTANT •watching TV progrus 
FEATURE: · listening to radio adt 

•price ·looting around the store. 
•brand ·partlcipatiRQ In: 
·style a. fasltion show 
·quality b. sud nart on lfdre11 
·size for success"' 

•looking at displays 
in stores 

4. NUMBER OF: 3. 111J111ER OF: 2. NUMBER OF: 3. NUMBER OF: 
·tot•l store visits ·dl fferent retail ·ads recalled •di fferent dealers 
·stores visited outlets ·owners contracted visited 
•alternatives considered •opi nton leaders ·total visits to 
·sources used contracted dealers 
•visits to single ·trips to dealers ·total di fforent 

store ·retailers visits search 
•phone ca 11 s •a de 

s. TIME OF: •lt .. s of written 
•deliberation 1oforaation used 

·ot/ter dealers 



TAB LE 4 

FINDINGS O F  CONSUME R  SEGMENTS IN FOUR DIF F ER ENT STUDIES 

Claxto n et al . ( 1974) Wes t  & Farnell ( 1979 ) K i el & Layton ( 1981 ) Furse  e t  al. ( 198? ) 

1 .  t h o ro u g h  b uyer 1. o bje c t i ve s hoppers 1. low- i nfo rmati o n 1 .  low search  g ro up 
( s to re i nten s e )  2 .  mode rate s hoppers  s e e ke r s  2. purchase-pal 

2. thorough  b uyer 3. s t o re i n te n s i ve 2. h i gh - i n fo rmat i on a s s i s ted 
( bala n c e d )  s hoppers seekers 3. h i gh search  

3. n o n t h o rough 4.  p e r s o nal adv i ce 3. t h ree clu s te r s  o f  4 .  s elf- rel i a n t  
b uy e r  s eekers  collecti vely s hopper 

N 

s tyled s electi ve 5. reta i l  shoppe r .+::> 

i nfo rma t i o n  6. moderate s ea rc h  
s e e ke rs g roup 
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( store i nten s e )  buyers , thorough (ba l anced) buyers , and nonthorough 

buyers . The nonthoro ugh group accounted for 34 percent of  a 1 1  

respondents . These peop 1 e ,  on  the average , used  o ne source  of 

i nformat i on , made two store v i s i t s , and had a d e l i berati o n  t i me of  

a few wee ks . The  thorough ( ba 1 anced ) group u sed three i nformati o n  

of  s ources, v i s i ted s i x stores , a n d  spent several  months  con s i der­

i ng the  purcha s e .  They accou nted f o r  44 percent o f  t h e  respondents . 

The thorough ( s to re i nten s e )  group accounted for 5 percent of  the 

respondents . They averaged th ree i nfo rmati on  sources, twenty store 

v i s i ts ,  and a the  year de l i be rat i on t i m e .  

Wes tbrook  and  Farne l l ( 1979)  stud i ed exte rnal  i nformat i o n 

search  acti v i t i es o f  durab l e  goods b uyers 1 rep urchas e s .  They were 

ab l e  to c l as s i fy maj o r  app l i ance buyers accord i ng to d i st i ncti ve 

patterns  of rep urchase i nformati o n  s o u rce usage wh i c h i nc l uded 

vari o u s  exp l anatory var i ab l es .  C l as s i f i cati on was based on the 

i de nt i f i cati on  of two unde r l y i ng and i ndependent d i me n s i ons  of 

i nformati on  s earc h :  (a) extent of  phys i ca l  s hopp i ng and ( b )  use  

of  neutral sourc e s  versus  persona l  source s .  Four s egme nts emerged 

and were de scr i bed as fo l l ows: 

1 .  Objec t i ve s hoppers:  th i s  group was more h i gh l y  

educated , and repo rted a h i gh i nc i de nce of  j o i nt 

h u s band-wi fe dec i s i on-maki ng .  They cons i dered a 

l arge set of  a l te rnat i ves , made many reta i l v i s i ts ,  

and tended not to cons u l t personal  source s .  
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2. Moderate s hoppers : t h i s group usua l l y  v i s i ted o n l y  

o n e  store . They tended to be o 1 de r ,  1 e s s  educated, 

and re l at i ve ly  sat i sfi ed  wi t h  prev i ous  purchases . 

3 .  Store i ntens i ve s hoppers : younger and we l l  educated , 

these s hoppers v i s i ted fou r  o r  more store s  and a 1 s o  

made u s e  of  persona 1 sources  to  he  1 p them d i ffer­

ent  i ate between  many a 1 ternat i ves be i ng cons i dered  

for purc hase . 

4. Persona 1 adv i ce seekers : these peop l e  usua l l y  

v i  s i ted  o n l y  one s to re and made pr i mary u s e  o f  per­

sona l  sources . 

I n  a comp rehens i ve s tudy of the behav i o rs and corre l ates of 

i nformati on seek i ng by Austra l i an new car buyers , K i e l  and Layton 

(1981) exam i ned th ree d i me n s i o n s  of i nfo rmati on seek i ng- - i nformati o n  

source , brand name , a n d  t i me .  C l uster  ana l ys i s  was used  to deve l op 

consumer taxonom i es  of searc h  behav i o r  based o n  meas u rements of each 

of the i nfo rmati on search  d i mensi ons . The  res u l t i ng taxonom i es  we re 

a h i gh s earch gro up , a l ow s earch group , and three  c l u ste rs of co l ­

l ect i ve l y  sty l ed s e l ect i ve i nformati o n  see kers . Low i nfo rmat i on 

seeke rs undertook  l i tt l e search from a l l the sources of i nformat i o n :  

they v i s i ted few deal ers, d i scus sed the purchase w i t h  few peop l e ,  

made 1 i tt l e use  of med i a ,  made the p urchase more q u i c k l y  than 

other consumers , and undertoo k  l i ttl e b rand o r  deale r de l i berat i o n .  

H i gh i nformat i on seekers spent cons i derab l e t i me cons i de r i ng the  

purchase ,  made exte ns i ve use  of  the vari ous  sources  of i nfo rmat i o n , 
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and de l i berated on several  b rands and dea l ers befo re reach i ng a 

purc hase  decis i o n .  The i nterpretat i on of  the s e l ec ti ve i nfo rmati on 

seeking c l usters i nd i cated t hat o ne s ub-group of consumers underto o k  

h i gh reta i l er search act i v i ty b u t  w a s  re l at i ve l y  l ow i n  other areas 

of  s earc h .  A second sub- group made extens i ve use  of  i nterpersonal  

sources  of i nfo rmat i on but  made re l ati ve ly  l es s  use  of  reta i l er 

searc h , whe reas a th i rd s ub- group of  s e l ect i ve i nformat i o n seekers 

took cons i derab l e t i me i n  the dec i s i on and search proces s  but 

u ndertook  o n l y  an i ntermed i ate amou nt of  reta i l e r ,  i nterpersona 1 , 

and med i a s earch and undertook very l i tt l e brand o f  retai l er 

de l i berat i o n .  

Us i ng four catego r i es  o f  i nformat i o n  s earch acti v i t i es , F urse  

et  a l . ( 1984 ) i de nt i fi ed s i x  d i st i nct i ve external  i nfo rmat i o n  search 

patte rns among purc hasers o f  new automob i l es .  The quest i onnai re 

so l i c i ted i n format i on on the acti v i t i e s and deci s i ons undertake n by 

the respondent or others i n  s e l ecti ng the i r  new automob i l es .  Based 

on the var i ab l es from wh i ch they were deri ved , s i x  c l u s ters  we re 

l abe l ed as fo l l ows : 

1. A l ow s earch group: spent l east t i me of  a l l c l u sters 

i n  s earch- re l ated acti v i t i es , mo re l i ke l y  to know i n  

advance the manufacturer and deal er  from whom they 

wi s h  to purchase ,  o l de r , and h i ghest  i ncome o f  a l l 

c l uste rs . 
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2. A purchase-pa l -as s i sted : l east exper i enced car  

s hoppers , had owned the  fewe s t  cars  prev i ous l y ,  

te nded t o  i nvo l ve another who was perc e i ved a s  know­

i ng cars , and expressed  l i tt l e confi dence i n  the i r 

ab i l i ty to j udge cars . 

3 .  A h i gh search group : spent the greatest amount  of  

t i me i n  s earch acti v i ty ,  b e l i eved extens i ve i n for­

mati o n  s earch  was necessary to get a good buy , tended 

to i nvo l ve others i n  search acti v i t i es , but these  

other i nd i v i dual s m i ght have no part i c u l ar expert i se , 

and  best  educated o f  c l u s ters but  o f  mode rate i ncome . 

4. A se l f- re l i ant  s hopper :  spent the greates t  amount  o f  

own t i me i n  search p rocess  but  d i d  not i nvo l ve others 

i n  s earch , con s i dered a l arge number of  automob i l e  

made and mode 1 s ,  most 1 i ke l y  to know i n  advance the 

dea l e r  from whom car  i s  purchase , and most l i ke l y  to be 

purchas i ng new car for fue l  effi c i e ncy or because 

they wanted a car  for a d i fferent purpose from that 

of prev i ou s  car .  

5. Retai l s h opper: l arge s t  numb e r  of  dec i s i on makers 

i nvo l ved , cons i dered a l arge number  of  ma kes , l arge 

amount  of  1 1 other "  i nvo l vement i n  the search proces s , 

and  common occupat i o n s  were managers , .  gove rnment 

offi c i a l s ,  or p rop r i etors . 
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A moderate search  group: devoted be l ow- average 

amount of t i me to search act i v i t i es, h i gh certai nty 

that they cau l  d obta i n  a good de a 1 wi thout i n for­

mati on  search , and tended to be  o l de r  ma l es w i th 

h i gher i ncome than average . 

I n  s ummary ,  the se stud i es vary i n  i nformati on search ac ti v i t i es 

i n vest i gated and i n  type and number  of  con sumer s egme nts c reated . 

Therefore , i nformat i on  search acti v i ti es mi ght serve to d i v i de 

emp l oyed women appa re l market i nto d i st i nct  groups wh i c h mi ght 

requi re separate product and/or mar ket i ng m ixes . 

Cons ume r ,  S i tuat i o na l , Produc t ,  a n d  Ma rket C haracte r i s t i c s  

Con s umer Characte r i s t i c s  

A var i ety of  consumer c haracter i st i cs  affect c o n s ume rs 1 per­

cepti ons  o f  expected benef i ts , search costs , and thus  the need to 

carry out a part i c u l ar l eve l  of externa l  searc h  ( Hawki ns  et a l . ,  

1983).  Consumer characte r i s t i c s  i n  thi s study i nc l uded l i festy l e ,  

s e l f- conf i dence i n  d res s ,  and demograp h i c s .  

L i festyl e .  Many consumer researchers defi ned l i fe s ty l e as the 

patte rns i n  wh i ch peop l e  l i ve and spend money and t i me .  B l o c k  and 

Roeri ng ( 1979 ) d i s c u s s ed that l i festyl es are l earned by i nd i v i dua l s 

as the res u l t of  vari o u s  soc i a l  i nf l uences and are the deri vat i ves 

of social v a l u e s  and persona l i ty .  The three maj o r  compone nts o f  
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l i festy l e have been defi ned as acti v i t i es , i nterests , and op i n i ons . 

The most frequent and perhaps usefu l  app l i cati o n of  l i fe s ty l e 

research current l y  i s  for market  segmentat i o n  strateg i es . 

L i festy l e meas ures  have been  used frequent l y  i n  the  i nves­

ti gat i on of  consumer's c l oth i ng s hoppi ng behav i o r .  Accord i ng to 

Roberts (1980 ) , the l i festy l e  cho i ces  avai l ab l e  to women  today are 

many and var i ed .  P roducts and  s erv i ces are  s o ught both  to i mp l ement 

these l i fe s ty l e  cho i ces and to ref l ect them . Understand i ng how 

products a nd serv i ce s  fi t i nto these chosen l i festy l e s  i s  a neces­

s i ty i n  order to make them effect i v e .  

J e n k i ns  and D i c key (1976 ) c l as s i f i ed consumers i nto four s eg­

ments (Fas h i on Advocates , Qual i ty Seeke rs, F rugal  Aesthet i c s , and 

Concerned Pragmat i c s ) based on  two eva l uat i ve c r i te r i a  of ma ki ng 

c 1 oth i ng cho i ces - - appearance and pract i ca 1 i ty . P sychograph i c  pro­

f i l es of the four segments we re dev e l oped i nd i cat i ng d i fferences 

between  the groups i n  c l oth i ng consc i ousness  and knowl edge , soc i a l  

c l ass  and educat i o n , and the persona l i ty tra i t o f  pes s i m i sm .  The 

authors conc l uded that eva 1 uat i ve c r i te r i a  can be  an appropr i ate  

means  o f  understand i ng the needs  o f  cons umers . 

Se l f-confi dence i n  dres s .  The terms se l f- confi dence  and s e l f­

esteem have been used i nterc hangeab l y  t h roughout l i te rature .  Rya n  

(1966 ) s uggested that the i nd i v i dua l who i s  u n sure of  herse l f  o r  h a s  

l ow s e l f-esteem , e spec i a l l y  i n  soc i a l  s i tuat i on ,  wou l d  p l ace mo re 

emphas i s  on  the i mportance of c l othes than wo u l d  the i nd i v i dual  who 

i s  soc i a l ly  se l f-a s sured . 
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Reyno l ds and Darden ( 1971)  s uggested if an i nd i v i dua l 's per­

c e i ved s e l f-conf i dence i s  h i gh there i s  l es s  need to seek i nforma­

t i o n  from others i n  a s oc i a l network .  Re l at i ng t h i s framework to 

i nformat i on- see k i ng  acti v i ti es on emp l oyed women ' s d res s , women 

w i th h i gh confi dence i n  dre s s i ng profes s i onal l y  wou l d  seek  l es s  

i nforma t i o n  concer n i ng emp l oyment appare l than those  wi th l ow 

co nfi dence . 

Demograph i c s . Newman and  Stae l i n  ( 19 72 )  reported res u l ts  based 

on personal  i ntervi ews of 653 buyers of new cars and major househo l d  

app l i ance s , drawn from a nat i onal  probab i l i ty samp l e  of 1,300 

househo l ds .  B uyers wi th  advanced degrees and for tho s e  wi th  n i n e  

grade s ( o r  l es s )  o f  educati on sought l es s  informati o n .  B uyers wi th  

bache l o rs degrees s ought more  i nformati on than those  i n  other edu­

cat i ona l  atta i nment .  Young u nmarr i ed cons ume rs had the h i ghest  

i nformati on  search score s . Occupati ona l  status  l ev e l s was rel ated 

'
to i nforma t i o n  search wi th manager s ,  profe s s i ona l ,  and the se l f­

emp l oyed consumers conduct i ng mo re search than uns k i l l ed , c l e r i c a l , 

and serv i ce wor kers . 

I n  the  s tudy of C l axton e t  a l .  ( 1974) ( see  the  f i rst  study 

reviewed ) ,  i ncome and educat i ona l  l eve l s  were pos i t i ve l y  re l ated to 

thoroughnes s of i nformat i on s earc h, as  were p r i c e  pai d ,  concern for 

selec t i ng  the r i ght p roduct, and the exi stence of f i nanc i a l  con­

strai nts . 
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I n  s ummary , exte rnal s earch seems to re l ate pos i t i ve l y  to 

educati on, occupat i on , and i ncome . Age of  the  s hopper has been 

found to be n egat i ve ly  re l ated to i nforma t i o n  s earc h .  

S i tuati onal  Characte r i st i c s  

S i tuat i ona l  vari abl es  can have a maj o r  i mpact o n  i nfo rmat i on 

s earch behav i o r .  S i tuat i onal  c haracte r i s t i c s  i n  th i s  study i nc l uded 

t i me press ure , i mp l i c i t  dre s s  code , and  l ength of t i me i n  emp l oy­

ment.  

T i me pre s s ure . Emp l oyed women make s hopp i ng a l es s  t i me-con-

s umi n g  act i v i ty .  They accomp l i s h th i s " t i me economy11 by s hopp i ng  

l es s  ofte n , and by be i ng b rand and s to re l oya l . Emp l oyed women a l so 

are l i ke ly to do the i r  s hopp i ng dur i ng  eve n i n g  hou rs o r  o n  the 

weeke n d .  They s eem to prefer se l f- s e rv i ce stores and eveni ng 

s hopp i n g .  Non emp l oyed  women are more l i ke l y  to u s e  i nformat i o n  

from rel ati ves  and rewspapers  t o  se l ect  c l oth i ng stores , are more 

pr i ce consc i ou s , and are more l i ke l y  to be  c o ncerned wi th  how 

f l atte r i ng c l oth i n g  i s  ( Sc h i ffman & Kan u k ,  1983 ) .  

I mpl i c i t  dress code. Impl i c i t  d re s s  code means d re s s  expecta-

t i ons  that management sets  by i mp l i cat i on rather  t han  by exp l i ca­

t i on ( Rabo l t, 1984).  Sommer (1977) s uggested that managers are 

adv i s ed to dres s comfortab l y ,  but what i s  comfortab l e  may not be 

acceptab 1 e .  Tho s e  not adhe ri ng  to the u nwr i tten  d re s s  codes o f  

b us i ne s s  may be  l i m i t i ng the i r careers . Mo l ly ( 1977 ) dec r i ed  the 

l ac k  o f  a cons i stent, recog n i z ab l e  bus i ne s s  u n i form for  fema l es .  
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He advoc ated a two - p i ece s u i t- s ki rt and b l aze r- sty l e  j ac ket wi th a 

b l ouse  ana l ogous to a man ' s  s u i t .  

M i l l er ( 1976 ) repo rted that  emp l oye rs  descr i bed the  appearance 

they des i red for reta i l executi ve tra i nees as 1 1 b us i ne s s l  i ke1 1 , mean­

i ng a conti nu i ng demand fo r appropr i ate att i re for emp l oyee s .  

Two marketi ng p rofe s s o rs from New Yo rk  U n i vers i ty as ked the 

reade r s  of Savvy , the se l f- styl ed 1 1magaz i ne for executi ve  women , 1 1 to 

ran k  12 outf i ts on the i r approp r i ateness  as o ff i ce garb for the 

fema l e p rofes s i ona l s ( K i eche l , 1983 ) .  Accord i ng to the 6 , 000 

respondents , the c l ear-cut wi n ner, wi th an overal l score of  100 , was 

a two-p i ece s u i t  w i t h  a b l o us e  and a neat l i tt l e  bow t i e .  I n  second 

p l ace wa s a s i m i l ar s u i t worn wi th a b l ouse  open at  the co l l ar .  

F i rms concerned w i th the i r  p u b l i c  i mage and the appearance of  

the i r  emp l oyees  v i ew p rofe s s i ona l  dres s as an atti tude of respect 

fo r the company and i ts c l i ents  ( Rabo l t ,  1984 ) . Therefo re, emp l oyed 

women work i ng  i n  s uch  an env i ronment may need to  seek  more i nforma­

t i on on t he i r emp l oyment  appa re l .  

Le ngth of t i me i n  empl oyment.  I nd i v i dua l s fac i ng new l i fe ex­

per i ences are thought to be more s uscept  i b 1 e to persona 1 i nf l uence 

( Ro bertson , 1971 ) , because habi ts for hand l i ng many s i tuat i o ns are 

not es tab l i shed .  Those  who  have  been emp l oyed i n  the i r career fo r a 

re l at i ve l y  s hort per i od o f  t i me may need to  seek  more i n forma t i o n  o n  

career dress  because they a r e  not  e stab l i s hed i n  t he i r env i ronment . 
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P roduct Characte r i s t i c s  

Product character i st i cs  i nc l uded p r i ce and eva l uat i ve cr i te r i a 

and type of o utfi t .  

P r i c e .  The range o f  p r i ces  amo ng equ i va l e nt brands i n  a pro­

duct c l ass  i s  a major  factor i n  s t i mu l at i ng external  search 

( Hawk i ns , e t  a l . ,  1983) . I n  an experi me nt wi th consumers of fas h i o n  

goods t o  dete rm i ne the i r  i nformati on requ i rements  i n  mak i ng a pur­

c hase  dec i s i o n ,  Ma rt i n (1971- 72) found that i nformat i o n  abo ut pr i ce  

i s  i n  l arge part  the bas i s  for a consume r 1 s buy i ng  dec i s i on .  

The refo re , th i s  demand fo r such  i nformat i on i s  cons i stent wi th con­

s umer 1 s  behav i or .  

Eva l uat i ve c r i te r i a o f  c l oth i ng. Eva l uat i ve c r i te r i a i s  

def i ned as  the spec i f i cati ons  o r  standards used  by consume rs i n  

c ompari ng and a s s es s i ng a l te rnat i ves . I n  h i gh- i nvo l vement  products , 

cons umers c ompare the i nformat i on gai ned thro ug h  the searc h  process  

aga i nst  these  eva l uat i ve c r i te ri a ( E nge l & B l ackwe l l ,  1982) . 

Jenki ns  (1973) stud i ed the ro l e  of eva l uative c r i te r i a i n  a s s e s s i ng 

the  c l ot h i ng  and text i l e  product and  i nformati on needs among  fema l e  

consumers . Women who we re not emp l oyed o r  emp l oyed i n  h i ghe r 

occupat i ona l  l eve l s  most often i nd i cated the c r i te r i on  of s u i tab i l ­

i ty ,  whereas women i n  l ower occupat i o n a l  l eve l s most  often  men­

t i oned that the p roduct was a good buy , p 1 eas i ng  to  others , and 

c omfortab l e .  Becau s e  peop l e 1 s  needs vary not o n l y  i n  terms of 

products but  a l s o  i n  terms of i nfo rmati on ( Baue r & Greyse r ,  1967) , 
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knowl edge of  eval uat i ve c r i te r i a  may be  usefu l  c l ues  as to the 

type of  i nformat i on the consumer wi l l  fi nd rel evant i n  eva l uat i ng 

the p roduct . Therefore , the  consumer dec i s i o n-maki ng p roce s s  may 

be he l p fu l i n  ga i n i ng i ns i ght i nto wa nts a nd needs re l at i ve to a 

spec i fi c  product.  

Mar ket C haracte r i st i c s  

Market characte r i st i cs p l ay a maj or  ro l e  i n  determi n i ng the 

expected benef i ts and costs of  i nfo rmat i o n  search (Hawki n s et a l . , 

1983 ) .  Type o f  store was the o n l y  market characte r i s t i c  i nc l uded i n  

th i s  study. 

Type of store . A dec i s i on about wh i ch stores to s hop i s  fun-

damenta l l y the same as a dec i s i o n  about p roducts or  brands a nd , 

therefore , i nvol ves prob l em recogn i t i o n , search , a l ternat i ve eva l ­

uat i o n , c ho i ce ,  o utcomes and consequences (Enge l & B l ackwe l l ,  1982 ) .  

Retai l stores  have i mages o f  the i r  own , wh i ch s e rve to i n f l uence the 

pe rce i ved  q ua l i ty of  p roducts they carry as we l l  as the  dec i s i o ns of  

consumers as to where  to s hop (Sch i ffman & Kanuk , 1983 ) .  

Each store- l oyal  custome r has  a tendency to seek  i nforma t i o n  i n  

a d i fferent way . For  i nstance , department store s hoppers have a 

strong fas h i o n  emphas i s  accompan i ed by reade rs h i p  of fash i on maga­

z i nes and the purchase of i nd i v i dual i z ed fas h i o n  i tems (Cras k & 

Reyno l ds ,  1978 ) . Spec i a l ty-s tore s hoppers tend to have more p roduct 

knowl edge and to be exposed to spec i a 1 i zed magaz i nes  and manufac­

turer ' s  l i terature (Dashn , Sch i ffman & Berenson ,  1976 ) .  The refore , 
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wome n who buy career outf i ts at d i fferent types  of retai l store are 

expected to seek d i fferent types and degrees of i nfo rmat i o n .  

Changi ng Empl oyment Status of  Women 

The ever- i ncreas i ng number  o f  emp 1 eyed women has been  one  of  

the mos t  i mportant economi c and soc i  a 1 deve 1 opments  of the recent 

era . Over t i me , the typ i ca l  Ameri can fam i l y  has expe r i e nced s i g­

n i f i cant changes  wh i c h  i ndi cate that res ource a l l ocat i on dec i s i o n s  

wi thi n the  househo l d  have changed ( Eastwood , 1985 ) .  Among i mportant 

change s , the c ha ng i ng soc i  a 1 and econom i c  status of  women  i n  the 

Un i ted State s i s  most dramatr i  ca l l y i 1 1  u strated by the s he e r  i n­

crease i n  women 1 s p resence i n  the 1 abor  force ( Lazer  & Sma 1 1  wood , 

1977 ) .  

The U . S .  Department o f  Labor  ( 1984 ) reported that about 48 . 5  

m i l l i o n women 16 years of age and over  were wo rki ng o r  l oo k i ng for  

wo rk  i n  1983 . Ten years earl i er ( 1973) , about 34. 8 m i  1 1  i on women 

were i n  the c i v i l i an l abor  force .  Women accounted for more than 

three- fi fths  of  the i nc rease  in  the c i v i l i an l abor  force i n  the past  

decade--about 13 . 7 m i l l i on women compared w i th 8 . 4 m i l l i on men .  

A l though women are s t i l l  concentrated i n  l ow payi ng job s , 

Tayl o r  ( 1981 ) predi cted that the gap between ma l e  and  fema l e earn­

; ngs wi  1 1  nar row because s ome of  the most exp 1 o s  i ve growth of  the 

l abor part i c i pat i o n  rate for women i s  taki ng p l ace among  the 11 baby 

boomers . 11 Therefore , the i ncome gap between o ne- and two earner 

fam i l i es w i l l  w i de n  and by 1990 , marri ed women wi l l  be  contri buti ng  
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a s i gn i f i cant s hare to househo l d  buy i ng power (Market i ng News t 

1980 ) .  

Several  emergi ng tre nds s upport th i s  specu l at i ve conc l us i on .  

F i rs t ,  the demograph i c  fac to r that i s  mos t  d i rect l y  rel ated to 

i nc reased women 1 s  parti c i pati on  i n  the l abor force i s  the l evel  of 

educat i ona l  atta i nment .  I n  1910 , o n l y  14 . 6 percent of fema l es 

f i n i shed h i gh s choo l and 1 . 9 percent had atte nded 4 or  mo re years of 

c o l l ege .  By 1980 , 40 . 5  percent  o f  fema l es  rece i ved h i gh s choo l 

educat i on and 13 . 5  pe rcent of them had co l l ege educat i ons  (Eastwood , 

1985) (see  Tab l e 5 ) . 

A second factor i s  the d i fferent job  m i x  that d i s t i ngu i s hed 

the emp l oyed women of the 1950s . A l arge numbe r  o f  women have moved 

from typ i ca l  fema l e f i el ds to p rofess i ona l  and manage r i a l  pos i ti o ns 

s i nce 1950 , a l though c l e r i ca l  occupat i on has grown at a mo re rap i d  

rate . (Bu reau o f  Labor  Stati sti cs ,  1983 ) (See Tab l e  6 ) .  

Th i rd ,  a s  the l i fe cyc l e  o f  emp l oyed women changes--that i s ,  

1 onger conti nuous  per i ods o f  wor k- - they wi l l  ga i n  i mpo rtant occu­

pat i ona l  s ki l l s  as  we l l as acq u i re the s e n i o r i ty that w i l l  protect 

them aga i n s t  the  l as t- h i red/f i rs t- f i red syndrome . 

The i mpact o f  women 1 s  emp l oyme nt o n  the i r consumer behav i or i s  

beg i nn i ng to i nf l uence the mar ket p l ace .  Emp l oyment  may cause 

changes i n  cons umer behav i o r of  women who not o n l y  have n ew needs , 

but  have l es s  t i me than the  trad i t i ona l  housewi fe to s ati s fy these  

needs (McC a l l , 1977 ) .  Accardi  ng  to Horn  ( 1975 ) , the  emp 1 oyment 

s tatus of women has a def i n i te effect o n  persona l  c l oth i ng 
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TABL E  5 

EDUCATION  ATTA INMENT O F  FEMA LE 
( Percent of  the popu l at i on aged 25 o r  mo re) 

Year : 1910 1920 1930 1940 

H i gh Schoo l 14. 6 17 . 1  2 0 . 7 2 6 . 3 

4 o r  more 
year col l ege 1 . 9 2 . 4  3 . 1 3 . 8 

1950 1960 1970 1980 

36 . 0  42 . 5 45 . 5 40 . 5 

5 . 2 5 . 8  10 . 7 13 . 5  

Source : Fo l ge r ,  John  K .  and Char l es  B .  Nam , Educat i on  of  the 
Ameri can Popu l at i on ,  U . S .  Bureau of the Census  1960 Monograph (GPO , 
1967 ) , Tab l e  V- 5 ;  and U . S .  B ureau of  the Census , Stat i s t i ca l  
Abstract of  the  U n i ted State s , 1981 . 

TABLE  6 

WOMEN ' S  EMPLOYMENT AS A PERCENT OF  A L L  WORKERS 
I N  P ROFESS IONA L , MANAGE RIAL  AND 

C LE R I CAL OCCUPATI ONS* 

Occupat i on 1950 1960 1970 1979 

Profe s s i ona l /Techn i ca l  40 . 1  38 . 0 40 . 0  43 . 3  
Manag�r i a l /Adm i n i s trat i ve 

except farm 13 . 8  14 . 4  16 . 6  24 . 6 
C l er i ca l  6 2 . 3 67 . 5 73 . 6  80 . 3  

* 
Househo l d  data . 

1982 

45 . 1 

28. 0 
80 . 7 

Sourc e :  Empl oyment and Earn i ngs , B u reau of Labor Stat i s t i cs , 
1983 .  



39 

c o n s umpt i on ,  i nc l ud i ng h i gher  personal  c l ot h i ng  expend i t ures and a 

b roader wa rdrobe than  non - emp l oyed women .  

O ne s tudy e nt i t l ed 11 A Leaders h i p  Marke t :  T h e  New Breed o f  

Worki ng Women1 1  ( 1978 ) , wa s cond ucted b y  the  A s s oc i ated Me rchandi s i n g 

Corpo rati on as  the  bas i s for a coordi nated pac kage o f  a merchan­

d i s i ng ,  d i s p l ay ,  promot i on , advert i s i ng ,  and serv i ce p rogram for 

store s .  The  s tudy c o ncentrated o n  emp l oyed women ages 18 t o  5 0  who 

were earn i ng more than $15 , 00 0  a yea r .  The res u l ts s h owed that 

emp l oyed wome n were expected to spend $12 b i l l i on j us t  fo r wo r k  

appare l by 198 1 .  T h e  other maj or f i ndi ngs f o r  emp l oyed wome n 1 s 

appare l p u rc h a s i ng beha v i or we re as  f o l l ows : ( a )  emp l oyed women 

we re s i gn i f i cant l y  l es s  p r i c e  sen s i t i v e than  non- emp l oyed wome n ; 

( b )  45 percent l oo ked for l abel s ;  ( c )  75 perc e n t  wanted a wa rdrobe 

easy to m i x and  matc h ; ( d )  t he emp l oyed woman was a hyb r i d o f  tra­

d i t i on a l  and updated f a s h i o n c u s tomer s ; ( e )  a l mo s t  two t h i rds l oo ked 

to i nstore d i s p l ay f o r  fas h i on i n format i on ;  ( f )  emp l oyed women read 

more and read d i fferent pop u l ar magaz i nes than  t he i r  n o n- empl oyed 

counterpart s ; ( g )  84 perc e n t  endorsed the concept of a separate 

depa rtme nt cate r i ng to the i r needs ( e . g . , c o nve n i e nc e  i n  ext ra 

hours , l oc at i on ,  a l terat i on s , bette r t ra i ned s a l es hel p ) ; ( h )  91 

p e rcent p l aced a prem i um on f i nd i ng merchan d i s e  eas i l y ;  ( i )  downtown 

s hopp i ng was i mportant f o r  the emp l oyed women .  S ti l l , s u b u rban 

reta i l br anc hes we re domi nant for the emp l oyed woman ;  ( j )  78 percent 

s h opped a t  several  stores because they fe l t  n o  one  s tore c atered to 

a l l o f  t he i r  needs ; and  ( k) emp l oyed women p r e fe r red to s h op 
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weekends rather than wee k days ; even i ngs  and 1 unch , rathe r t han  

morn i ng and  afternoo n .  

The i mportance o f  c 1 oth i ng , career appea ranee and educat i on 

have i nc reased as  the job ma rket became more compet i t i ve for women 

( Ke l l y  and Anse l mo ,  1977 ) .  Therefo re , women are rece i v i ng a great 

deal of  adv i ce on  proper bus i ness  d re s s  from var i o u s  k i nds of pub­

l i cat i ons  such  a s  Off i c e  D re s s  Courts  ( 1977 ) , 1 1 Dre s s i ng for  the  

Top1 1  ( 1978) , and 1 1 How to  B u i l d  the Loo k for  Succes s 1 1 ( 1978 ) . Th us , 

the emp l oyed  women ' s  market has recent ly  become o ne o f  the greatest  

i nterest for  both  ma rketers and  consumer reseac hers , because  em­

p l oyed women are a g rowi ng market  s egment  whose needs d i ffer from 

women who do not work outs i de the home . 

Eme rgi ng Importance of 1 1 Baby Boom1 1  Adu l ts 

The most obv i o us change i n  the U . S .  popu l at i on i s  s i mp l y  that 

it i s  growi ng o l de r .  The key c hange i n  the age m i x  of the p opu l a­

t i o n i s  the s h i ft o f  post-Wo r l d War I I  bab i es towa rd m i dd l e age 

( B u s i nes s Wee k ,  1976 ) .  The 1 1 baby boom11 occurred i n  the peri od from 

1947 to 1964 . Thi s g ro up can be ca 1 1  ed a 1 1 baby boom cohort .  1 1  Ryder 

( 1965 ) de f i ned  a cohort as an aggregate o f  i nd i v i dua l s w i th i n a 

g i ven popu l at i o n who exper i enced the  same event ( s )  w i th i n  the s ame 

t i me i nterva l . Eac h cohort expe r i e nces  un i que events d i fferent ly  

becau s e  each  cohort i s  at d i fferent stage i n  the  l i fe course  when 

the events occur .  Cohorts a 1 so d i ffer i n  i n i t  i a 1 s i ze and com­

pos i t i on , s i nc e  soc i ety i s  con s ta nt l y  chan g i ng over t i me .  
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1 1 Baby boome rs 1 1  val ue and 1 i fe styl es  are d i fferent .  They are 

we l l  educated , fast- r i s i ng ,  dua l - career or i ented , i nd i v i dua l i s t i c ,  

hedon i s t i c , and soph i s t i cated generat i on (Advert i s i ng Age , 1983 ; 

Bus i ne s s  Wee k ,  1981) .  Because o f  these  characte r i s t i c s  of  1 1 baby 

boomers 11 , Jones  ( 1980 ) ca l l ed th i s  cohort the Superc l a s s .  The pur­

pose of a job  i s  not to sat i s fy the i r materi a l  needs but to s at i s fy 

emot i o na 1 needs . They want persona 1 recogni t i o n ,  a c hange to  be 

heard , a chance to 1 earn and grow . The i r  work  must be  mean i ngfu l  

and  provi de an out l et  for s e l f- exp re s s i o n .  

Fami ly  i ncomes wi l l  g row a s  1 1baby boomers " gai n experi ence  i n  

the i r  j ob s  and as  the number  of  emp l oyed  w i ves i nc reases , espec i a l ly  

co l l ege-educated wome n ( Marketi ng News , 1980 ) .  Dua l - earner coup l e s , 

who are o ne o f  the hot marke ts of  the 1980s , g i ve a s t rong l i ft to 

baby boomers buy i ng powe r .  A l so , they a re tran s fo rm i ng the markets 

to affl uent-or i e nted goods and s e rv i ces  ( Tay l or ,  1981 ) . Noti ng the 

most s ubsta nt i a l  i nc ome gai n s  i n  th i s  segments , the b i g  theme for 

markete rs , con s i der i ng the more soph i st i cated , t i me consc i o us con­

sume r ,  w i l l  be qua l i ty ,  conve n i ence at the  1 r i g ht 1 p r i ce ( Tay l or ,  

1981 ) , customi zati o n , and opti onal  features ( B u s i nes s  Wee k ,  1981 ) . 

These demograp h i c  tre nds suggest  that 1 1baby boome r 1 S 1 1  purchas e s  wi l l  

spur demand for qual i ty appare l and texti l es ,  qua l i ty househo l d  

durab l es ,  home furn i s h i ngs , h i gh- tec hno l ogy app l i a nce s , and do- i t­

yourse l f  products ( B us i ne s s  Wee k ,  1978 ; Tay l o r ,  1981) .  Thus , the 

econom i c  v a l ue of 1 1 baby boomers cohort1 1  i n  te rms o f  great buy i ng 

power j us t i fy the researc h .  
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CHAPTER I I I  

METHODO LOGY 

Presented i n  th i s  chapte r are the ( a) hypotheses , ( b )  opera­

ti ona l  de f i n i ti o n , ( c )  the samp l i ng method , ( d )  measure s , 

( e )  pretest , ( f) data co l l ecti on , and (g )  s tat i st i ca l  ana l ys i s  

procedu re . 

The research methodo l ogy used  was the ana l yt i c  s u rvey approach .  

Hypotheses 

Based on  the re v i ew of  1 i te rature i n  C hapter I I , hypo theses  

were con structed .  

Hypothe s i s  I .  I nformati on search  acti v i t i es i n  c l oth i ng 

dec i s i o n ma ki ng wi l l  form d i fferent pat­

terns amo ng emp l oyed wome n .  

Hypothes i s  I I .  I n formati o n search patterns  wi l l  b e  rel ated 

to the fo l l ow i ng va r i ab l es :  

a .  Cons umer Character i st i c s  

1 .  L i fe- s ty l e 

2 .  Se l f-confi dence i n  c l ot h i ng 

3 .  Demograp h i cs  

4 .  Practi ces  

b .  S i tuati ona l  C haracteri s t i c s  

1 .  T i me pre s sure  

2 .  I mp l i c i t Dress  Code 

3 .  Length o f  T i me i n  Emp l oyme nt 



1 .  

43 

c .  Product Characte r i s t i c s  

1 .  Type of  Outfi t 

2 .  Pr i ce  o f  Outf i t  

3 .  Eval uat i ve C r i te r i a  

d .  Market Character i st i cs 

1 .  Type o f  Store 

Ope rat i ona l  Def i n i t i o ns  

L i festy l e- -The meas u rement o f  l i festy l e  
o f  a batte ry o f  statements  de s i gned to 
cons umer 1 s  acti v i t i es , i nterests , and 
( S c h i ffman & Kan u k , 1983 ) .  ( Sect i o n  I I I ,  
to 9 9 )  

cons i st i ng 
capture a 

op i n i on s  
i tems #1 

2 .  S e l f- conf i dence i n  D res s- -The mea surement  of  con­
f i dence i n  her  ab i l i ty to dress  p rofess i ona l l y  
( Rabo l t ,  1984 ) ( Sect i on I ,  i tems # 6  to  9 ) . 

3 .  Demograp h i c s- -Age , mari ta l  s tatus , educati o n , occu­
pat i on ,  geograp h i  ca  1 reg i o n  of  the country ,  u rban­
i zati o n ,  race , the n umber  of  the fam i l y ,  amount  spent 
on  wardrobe , tota l househo l d  i ncome , and personal  
i ncome (Secti on I V ,  i tems #1 to  10 ) .  

4 .  Pract i ces- -The tot a l  n umbe r o f  d i fferent 
store s  v i s i ted , the tota l numbe r  o f  store 
the  tota l number o f  phone  ca l l s  to 
( Sect i o n I I ,  i tems #22 to 24 ) .  

reta i l 
v i s i ts ,  

stores 

5 .  T i me P re s s ure--The meas u rement o f  t i me pre s sure  whe n  
emp l oyed women make s hopp i ng for emp l oyment appare l . 
( Sect i o n  I ,  i tem #10 ) .  

6 .  I mp l i c i t  Dress  Code- - Imp l i c i t  dress expectati ons  set 
by management  ( Rabo l t ,  1984) ( S ect i on I ,  i tem #11 ) . 

7 .  Length o f  T i me i n  Emp l oyment- -The l ength i n  months o r  
years a woman has  wo rked i n  a part i c u l a r career 
( Rabo l t ,  1984 ) ( Sect i o n I V ,  i tem #12 ) . 

8 .  Type o f  Outfi t- - C l oth i ng wearab l e  for emp l oyment 
wh i c h  i nc l ude dress ,  s u i t ,  s k i rt separate s ,  pants 
s eparates , and other ( Sect i o n  I ,  i tem #1) . 
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9 .  P r i ce  o f  Outfi t- -Amo unt s pent on a part i c u l ar 
appare l  fo r emp l oyment (Sect i on I ,  i tem #4) .  

1 0 .  Eva l uat i ve Cr i teri a--Attri b utes 
u sed i n  the se l ec t i o n  of 
( Sect i o n I ,  i tems #2 A- R ) .  

or spec i f i cat i on s  
emp l oyment appare l 

1 1 .  Type of  Store- -A dec i s i on about stores whi c h to s hop 
( Sect i o n I ,  i tem #3 ) .  

12 . I n fo rmat i on Search Act i v i t i es--The amount of external  
search effort and dec i s i on t i me (Sec t i on  I I ,  i tems #1 
to 24 ) .  

Sampl i ng Method 

A random samp l e of 5 , 000 names out of a sub- l i st of  370 , 000 was 

purchased from the L i festyl e Se l ecto r ,  Denve r ,  C o l o rado wh i ch i s  a 

d i v i s i on o f  Nat i ona l  Demog rap h i c s  and L i festy l e s .  Consumers i n  

the samp l e  had exp res sed an  i nte rest i n  answe r i ng  quest i onna i res 

about c l oth i ng .  The samp l e  i nc l uded femal es , ages 25-44 , i n  the 

fo l l ow i ng  occupat i on catego r i e s :  p rofes s i ona l /techn i ca l , upper 

management/adm i n i strat i on , s a l es/serv i ce ,  c l er i c a l /wh i te c o l l ar ,  

c raftsman/b l ue c o l l ar ,  student , and housewi fe . Tab l e  7 p rese nts a 

profi l e  o f  the ma i l i ng l i st .  

To reduce the samp l e s i ze from 5 , 000  t o  3 , 000 , whi l e  prese rv-

i ng randomnes s , Un i form Random Number Gen e rat i on techn i que  was 

ut i l i zed through  SAS ( Stati sti c a l  Ana l ys i s Sy stem) to generate 

5 ,  000 random numbe rs . The 5 ,  000 random numbers were ass i gned to 

actua 1 name s . I f  th i s  random n umber was l es s  than 3 ,  000 , the name 

was s e l ected . Otherw i se , i t  was d i scarded . 
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TABL E  7 

THE L I FESTYLE S E LECTOR MAI LI NG L I ST 

10 , 000 

25- 34 6 1% 
35-44 39% 

States Repre s ented 50 

Emp l oyment G ro up s  
Profes s i o nal /Techn i ca l  30% 
Upper Management/Adm i n i s t rat i o n  8% 
Sa l es/Serv i ce 13% 
C l e r i c a l /Whi te Co l l ar 18% 
C raftsmen/B l ue Co l l ar 3% 
Student 2% 
Ho u s ewi fe 26% 

Annual  I ncome 
U nde r $10 , 000 5% 
$10 , 000 - 15 , 000  10% 
$15 , 000  - 25 , 000  25% 
$25 , 000  - 50 , 000 38% 
$50 , 000 and  H i gher 13% 
Un known 9% 

Ma r i ta l  Status 
Marr i ed 61% 
Unmarri ed 36% 
Unknown 3% 

Ch i l d re n  
C h i l dren Under 1 8  L i v i ng a t  Home 70% 
No C h i l dren 30% 

Home Owners h i p  
Homeowners 60% 
R enters 37% 
Unknown 3% 

C red i t  Card Usage  
Trav e l  & Enterta i nment Cards 2 1% 
Bank  Cards 6 5% 
Other Cards ( i nc l ud i ng  department  s to re card s )  64% 
No Cards  10% 
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Meas ures 

A 10- page s e l f-adm i n i stered  quest i onnai re cons i sted of i tems 

measu r i ng  the degree and type of i nfo rmati on search acti v i t i es , 

consumer characte r i s t i cs ( l i fe - s tyl e, s e l f-conf i dence i n  c l othi ng , 

demograph i c s, and practi ces ) , s i tuat i onal  c haracte r i s t i c s  ( t i me 

press ure , i mp l i c i t  dress  code, and l ength o f  t i me i n  emp l oyment) ,  

p roduct characte r i s t i cs ( type o f  o utf i t, p r i c e , and eva l uat i ve 

c ri te r i a ), and  market  c ha racteri s t i cs ( type o f  store ).  The des i g n  

o f  t h e  quest i o n na i re was based o n  t h e  Total  Des i gn Method descri bed 

by D i l l man  ( 1978)  ( Append i x  A ). The procedures used  i n  deve l op i ng 

each meas u re are d i scussed u nder  app ropr i ate head i ngs . 

Measure o f  Degree and Type o f  I nformat i on  Searc h 

Several  p rev i ou s  res earchers on  consumer behav i or have found  

that  c o n s umers emp l oy i nfo rmati on searc h  s t rateg i es whi ch can be 

d i st i ng u i shed  by the amount  of  external  search e ffort and dec i s i on 

t i me .  

The present  study exam i ned the t i me spent on  each s e arch acti ­

v i ty .  The i nst rument  dev e l oped by Furse  e t  a l . ( 1984) for  i nforma-

t i on search acti v i ti es i n  car purc hases  was used  as a g u i de for 

format o f  the var i ab l es .  The i tems for i nforma t i o n  search acti v i -

t i e s  for emp l oyment purpose  appare l were adapted from Rabo l t  ( 1984) 

as  fo l l ows : 

fri e nds/fam i l y  o r  career  c o l l eagues 
genera l  i ntere s t  magaz i ne s  
general  bus i n e s s  magaz i ne s  
genera l women • s  magazi ne s  



47 

fas h i o n  magaz i nes  
women ' s  bus i ne s s  maga z i ne 
sa l espersons  i n  reta i l s to res  
d i s p l ays o f  c l oth i ng i n  reta i l s to re s  
bus i n e s s  c l oth i ng departmen ts  i n  retai l stores  
personal  s hoppers o r  wardrobe consu l tants 
d re s s  for success  books 
d re s s  for s ucce s s  sem i nars 
fas h i on s how 
cata l ogs 
TV commerc i a l s  
TV prog rams 
newspaper adverti seme nts 
newspaper art i c l e s 
rad i o  advert i sement 
appare l manufacturers ' b rochure s  and pamp h l ets 

The var i ab l e s of  pri mary i nterest were those conce rned wi th the 

amount o f  t i me the purchaser  spent o n  a vari e ty o f  i nformat i on 

searc h  acti v i t i e s .  Twenty one  q uest i on s  were as ked  ( Sect i o n  I I , 

i tem #1 to 21 ) .  

Subjects  i nd i cated the perce i ved amount o f  t i me they spent 

o n  each acti v i ty .  A f i ve-po i nt sca l e  was used to obta i n es t i -

mates o f  the t i me spent o n  each acti v i ty :  ( 1 ) no  t i me at a l l ;  

( 2 )  up to 1 hour ; ( 3 )  1 to 3 hours ; ( 4 )  3 to 6 hours ; and ( 5 )  6 to 

10 hours . 

For  examp l e ,  some o f  the quest i ons we re : 

No  
t i me Up to 1-3 3-6 6 - 10 

1 .  ta l k i ng to your  fami l y/re l at i ves  
2 .  watc h i ng TV  commerc i a l s 
3 .  read i ng  fas h i on magazi ne s  
4 .  tal k i ng  to s a l esperson  

at  a l l 

1 
1 
1 
1 

1 hour  

2 
2 
2 
2 

hours 

3 
3 
3 
3 

hours 

4 
4 
4 
4 

hours 

5 
5 
5 
5 
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Cons umer Character i s t i cs 

L i festyl e .  The most  wi de l y  u s e d  approac h to l i fes tyl e mea­

s u rement has been the AIO ( Act i v i ty ,  I nterests a nd Opi n i on )  approa c h  

( Cosmas , 1977 ; P l ummer ,  1974 ; We l l s ,  1975 ; We l l s  & Cosmas , 1975 ; 

We l l s  & T i gert ; 197 1 ) . P l ummer ( 1974) desc r i bes var i ab l e s typ i ca l l y  

i nc l uded i n  l i festy l e  res earc h as : 

. . .  measures of peopl e ' s  acti v i t i es i n  te rms o f  ( 1 )  how 
they spend the i r  t i me ; (2) the i r i nterests , what they 
p l ace i mportance o n  i n  the i r  i mmedi ate s u rround i ngs ; 
( 3 ) the i r  op i n i ons i n  te rms o f  the i r  v i ew o f  themse l ve s  
a n d  t h e  wo r l d around them ; a n d  ( 4 )  some bas i c  c harac­
te ri s t i c s  s uch  as the i r stage i n  l i fe cyc l e ,  i ncome , 
educat i on ,  and where they l i ve .  

H e  a l s o  stated that th i s approach meas ures the consume r ' s  l i fe s ty l e 

from a three - d i mens i onal v i ew ,  wh i c h h e l p s  to exp l a i n consumer pur-

c hases  as we l l  as a l l owi ng  for  a more des c r i pt i ve profi l e  of  the 

cons umer.  

The l i festy l e questi onnai re c o nta i n s  99 acti v i ty ,  i nterest  and 

op i n i on rat i ng statements ( Sect i o n  I I I , i tems #1 to 9 9 ) . The  

i nteres t  and op i n i o n s  statements ( i tems #1- 78) were meas u red  by a 

6-po i  nt  11 s trong l y  d i  sagree 1 1  to 1 1 strongly agree1 1  L i kert- typ e , 

forced- c ho i ce sca l e as fo 1 1  ows : 

I nterests  and Op i n i ons  
Stro ng l y  Strong ly  
D i sagree Agree 

1 .  I am a homebody 1 2 3 4 5 6 
2. I l i ke to feel  attracti ve 

to member of  t he oppo s i te 
sex 1 2 3 4 5 6 

3 .  Shopp i ng for c l othes i s  n o  
fun  a ny more 1 2 3 4 5 6 

4 .  I have often thought o f  
buy i ng a s ubcompact car 1 2 3 4 5 6 
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Act i v i ty s tatements ( i tems #79- 99)  were meas ured by a 6-po i nt 

1 1 never11 to " 2 - 3  t i mes  a week1 1  frequency s ca l e as f o l l ows : 

Acti v i t i es 

2- 3 t i me s  
Never a wee k  

1.  Went to the mov i es 1 2 3 4 5 6 
2 .  Read s c i ence f i ct i on 1 2 3 4 5 6 
3 .  Had wi ne wi th di nner 1 2 3 4 5 6 
4 .  Used  a c harge card 1 2 3 4 5 6 

These  99 A IO  i tems were chosen  f rom a 19-page ques t i onnai re of  

Needham , Harp e r  & Stee rs Advert i s i ng s u rvey conducted i n  197 5 .  

The A IO  i tems used i n  th i s  study have been used i n  severa l  p rev i ou s  

1 i festy l  e stud i es ( Cosmas , 1977 ; Edmo nds , 1979 ; Reyno 1 ds , Cras k & 

We l l s ,  197 7 )  and a l so  were i nc l uded i n  the We l l s  ( 1971)  AIO  i tem 

i nventory .  

Se l f-conf i dence  i n  dress . Four  quest i o n s  were adapted from 

Rabo l t  ( 1984 ) to re l ate to caree r women  and the i r  s e l ect i on o f  

c l oth i ng ( Sect i on I ,  i tems # 6  to 9 ) .  A 5-po i nt s ca l e  was u s e d  from 

' ' strong l y  d i sagree ( one)  to " strong l y  agree" ( f i ve ) . One  examp l e  o f  

these  que s t i o n s  fo l l ows : 

1 .  I fee l  v e ry conf i dent i n  putt i ng 
together a p ro fe s s i ona l 
appearance 

Strong l y  
D i sagree 

Strong ly  
Agree 

1 2 3 4 5 6 
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Demograph i c s .  I tems we re i nc l uded i n  the survey for the pur-

pose  o f  des cri b i ng the s amp l e  and to determi ne  i f  demograph i c  

characteri sti cs  affect the degree and type o f  i n formati on  search 

act i v i t i e s  on  career dres s .  Subjects were as ked the i r occ upati o n , 

age , i ncome , educat i o n , ma ri ta l  status , race , geograp h i c a l  regi o n , 

urban i zati o n ,  career ori entat i on ,  numbe r o f  fami l y ,  and mo n ey spent 

on wardrobe ( S ect i on I V ,  i tems #1 to 10 ) .  

Practi c es .  Subj ects we re as ked to i nd i c ate the number o f :  

( a )  d i fferent reta i l store v i s i ted , ( b )  total store v i s i ts ,  and 

( c )  tota l p hone  c a l l s  to stores ( Sect i on I I ,  i tems #22 to  24) .  

S i tJat i ona l C haracte r i sti cs  

I mpl i c i t  dre s s  code . Emp l oyed women work i ng i n  an env i ronment 

where there i s  s ubt l e pres s u re to dre s s  i n  a certa i n  manner may need 

to seek  more i n format i on on emp 1 oyme nt dre s s . One  que st i o n  was 

as ked to dete rm i ne i f  s ub j ects fe l t  an u nwr i tten , expected 

( i mp l i c i t ) , dre s s  c o de ex i s ted  for emp l oyed women i n  the i r  f i rm 

( Sect i on I ,  i tem #11 ) . A 5-po i nt L i kert-type sca l e was used wi th 

11 s t ro ng l y  agree1 1  rated 5 a n d  11 s trong l y  d i sagree1 1  rated L 

Length of t i me i n  empl oyment .  Tho se  who have  been emp l oyed i n  

the i r  career for a re l at i ve l y  s hort pe ri od  o f  t i me were expected to 

s e e k  mo re i n format i o n  on emp l oyment dre s s .  S ubj ects were as ked to 

i nd i cated how l ong they had been emp l oyed  i n  the i r  career by c i rc l ­

i ng o ne of  seven steps cons i s t i ng o f  one to s i x  months thro ug h  more 

than f i fteen  years ( Secti o n  I V ,  i tem #12 ) .  
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T i me pressure .  Those  who fee 1 t i me p re ss u res  may seek  1 e s s  

i nformat i on than those who d o  not . One quest i o n  was as ked to 

i nd i cate i f  they fee l  t i me pre s s u re when they s hopped for career 

outf i t  Sect i on I ,  i tem #10 ) .  A 5-po i nt s ca l e  wa s used from 

1 1 s trong l y  d i sagree1 1  t o  1 1 s trong l y  agree" . 

Product C haracter i s t i c s  

Type o f  Outf i t .  S ub j ects  were as ked what type o f  outf i t  for  

work was recent ly  p u rc hased among  dres s , s u i t ,  s k i rt separate s , 

pants s eparates , or  other .  ( Sect i o n I ,  i tem #1 )  Subj ects we re 

i nstructed to keep t h i s  part i cu l a r  outf i t  i n  m i nd wh i l e  answe r i ng 

questi ons  re l ated to purchase o f  c l o th i ng for wo rk .  

P r i ce o f  Outfi t .  Subjects  were as ked to  i nd i cate how much 

money they had spent on  the most exp en s i ve emp 1 oyment o utf i t  p u r­

c hased most recent ly  ( Sect i o n  I ,  i tem #4 ) .  The sca l e ranged from 

11 be l ow $20 1 1  ( 1 )  to " $300 and above" ( 6 ) . The pos i t i v e re l at i o n­

s h i ps wa s hypothe s i zed between  p r i ce  and the amount o f  i nformati o n  

sought.  

Eva l uat i ve C r i te r i a .  T h e  me asu rement of  ev a l uat i ve c r i te r i a 

was adapted from Stemm ( 1980 ) . The e i ghteen eva  1 uat i ve c r i ter i a 

used i nc 1 uded ( Secti on  I ,  i tern #2 A- R ) :  p 1 eas i ng t o  others , fab r i c  

type and qua l i ty ,  b rand and  store name , q ua l i ty o f  con struct i on ,  

ease-of- c are , f i ber  content , comfort , s u i tabi l i ty of  i nd i v i dua l , 

beauti fu l  or  attrac t i ve , pr i ce ,  good buy , fas h i onab l e ,  app ropri ate­

nes s  for occas i o n ,  co l or ,  good f i t ,  s exy , durab i l i ty ,  a nd p rest i ge .  
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The 5-poi nt sea 1 e used ranged from 1 1  not i mp ortant1 1  ( 1 )  to 1 1  very 

i mportan t1 1 ( 5 ) . 

Market Characte r i s t i c  

Type of  Store . Subjects were as ked to i nd i cate whe re they 

bought most  of  the i r  c l othes for work by c i rc l i ng one of  the fo l ­

l owi ng :  spec i a l ty c l oth i ng stores , department  store s , mai l order , 

d i scount store s , c l ot h i ng  c ha i n stores , I sew i t  mys e l f ,  I have i t  

sewn , and others ( Sect i on I ,  i tem #3 ) .  

Pretest  

The  quest i onnai re was pretes ted wi th 48 femal e c o n s umers , 25-44 

years of  age , who were not members of  the f i na l  samp l e .  S ubjects 

we re se  1 ected from : (1)  the Secretari  a 1 Support Staff and L i  b rar­

i a ns , Un i ve rs i ty of  Tennes see , Knoxv i l l e ,  Tennessee , ( 2 )  emp l oyee s  

o f  t he Tenne s see  M i l l  a n d  M i ne  Company , Knoxv i l l e ,  Tennessee , 

( 3 )  the Exec uti ve  o f  Thi rd Nat i ona l  Ban k ,  Knoxv i l l e ,  Tenne s see , and 

(4)  emp l oyee s  of  P roff i tt ' s  Department Store , Knoxv i l l e ,  Ten ness e e .  

The p rete s t  was conducted  to ascerta i n :  ( 1 )  c l ar i ty and 

readab i l i ty of i ns tructi o n  and ques t i ons , ( 2 )  mod i f i cat i on s  needed  

i n  format , rat i ng sea 1 es , and other areas  wh i c h co u l d  h i nder com­

p l eti on  of  the ques t i onna i re and ( 3 )  amount of t i me needed to 

comp l ete t he quest i onnai re . Afte r comp l et i o n  of the ques ti on­

nai re respondents were as ked to comp l ete an eva l uat i on of  the ques­

t i onnai re (Appe ndi x  A ) . The f i na l  quest i onnai re was rev i sed  bas ed 

on  recommen dat i ons  from the p rete st .  
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Data C o l l ect i o n  

Data was co l l e c ted v i a  a s e l f-adm i n i stered mai l que s t i o nna i re 

deve l oped fo l l owi ng segments of the Tota l  Des i gn Method de scr i bed by 

D i l l man ( 1978 ) . The quest i onnai re was a ten page , 6 1/41 1  x 8 1/21 1  

bookl et , wh i ch was mai l ed wi th a cover l etter and return e nve l ope 

dur i ng the fi rst  wee k  of J u l y ,  1985 .  F i rst c l as s  postage was pro­

v i ded o n  both  the 6 1/21 1  x 9 1 1  return  enve 1 op  and the 9 1 1  x 12 1 1  

e nve l ope addres sed to the s ubject to i nsure proper  hand l i ng and  

poss i b l e  forward i ng of the mai l i ng p i ece. The i de nt i f i cat i on 

n umber ( 1- 3 , 000)  was stamped on  the upper r i ght corner of the 

quest i onnai re before mai l i ng to i dent i fy the returned quest i o nna i re 

for fo l l ow- up purpo s e s . D i l l man  ( 1978 ) recommends  p l ac i ng a ID  

n umber i n  a corner of  the  t i t l e page , becaus e  data wou l d  not  be  

l ost  i f  a s ubject  preferred to  cut off the  number return i ng the  

quest i onnai re. Subjects not  return i ng the  ques t i onna i re by the  

requested date were sent a fo l l ow- up postcard two wee ks after the  

quest i onna i re was mai l ed. Both  the  cover  l etter and the  l ast  page 

of the quest i on na i re ind i cated that a s ummary of res u l ts wi l l  be 

sent to the respondent if requested . Th i s  was i nc l uded as an 

i ncent i ve  for the respondents to comp l ete and return the quest i on­

na i re . 

Th i s  research was approved by the Comm i ttee on  Research Par­

t i c i pat i o n  who rev i ew a l l projects i nvo l v i ng h uman s ubj ects to 

ass ure the i r  protecti on .  (Append i x  A ) . 



Forty- seven percent 

q ue s t i onnai res (n = 1410 ) .  

represented i n  the samp l e .  

54 

of the cro s s - nat i ona l  samp l e  returned 

A l l occupat i ons  i nc l ud i ng housewi fe we re 

O n l y  emp l oyed wome n , about  73 percent of  

the  re sp ondents , we re used for  the ana lys i s  (n  = 1034 ) , because  non­

worki ng wome n were beyond the  scope o f  the present study .  ( See 

Chapte r I V  for deta i l ed ana lys i s of the samp l e ) . 

Stati s t i ca l  Analys i s  P rocedure 

Stat i s t i ca l  ana l yses  used we re frequency d i str i b ut i o n , Pr i n­

c i pal  C omponents Factor Ana l ys i s wi th Va r imax Rotat i o n ,  the General  

L i near Mode l ( G LM )  for Mu l t i p l e  Regre s s i on ,  and the Stepwi se  Pro­

cedure . F i gure 6 provi des a procedure d i agram of the ana l yti ca l 

methods used  i n  t h i s  research .  

Facto r Anal ys i s 

Factor ana lys i s  i s  de f i ned as  11 a mu l t i var i ate stati st i ca l  tech­

n i que that addre sses  i tse l f to the study of  i nterre l at i o ns h i ps among 

a tota l set  of observed var i ab l e s "  (We l l s  and Scheth , 1971 ) . Factor 

analys i s  p rov i des  an emp i r i ca l  bas i s  for reduc i ng a l arge number of 

vari a b l es  to a few factors  o r  under ly i ng d i me n s i ons  ( K i m  and 

Mue 1 1  e r ,  1978) . 

A SAS computer program for P r i nc i pa l  Components Method o f  

Facto r  Ana l ys i s  w i th  Vari max Rotat i o n was used ( Stat i st i ca l  Analys i s  

Systems Manua l , 1982 ) .  The object i ve of Pr i nc i pa l  Components Factor 

Ana lys i s  i s  to trans form a set of i nterrel ated vari ab l e s i nto  a s e t  

of  unrel eated or uncorrel ated l i near comb i nat i o n s  of  these vari ab l es .  
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Factors are chosen  so  each factor or component accounts fo r a 

decreas i ng proport i on of  the vari ance i n  the o ri g i n a l  var i ab l e s .  

Pri nc i pal  Component Ana lys i s  res u l ts i n  output that i nc l udes a l l 

e i genval ues and the pattern matri x for e i ge nva l ues greate r than o ne .  

Therefore , factors wi th  e i genva l ues  greater than one we re i nc l ude d .  

Factor ana l y s i s  was performed on  the 2 1  i nfo rmati on search i tems , 

the 18 eval uati ve c r i teri a i tems , and 99 l i festyl e i tems to estab­

l i s h  bas i c  under ly i ng factors of  eac h vari ab l e  fo r use i n  fur­

ther ana l ys i s  ( Step 2 ,  3 ,  4 ,  i n  F i gure 6 ) .  

Factor l oadi ngs repre sent the  degree of corre l at i on betwee n  the 

i tem and the facto r .  I tems l oadi ng above . 40 we re i ni t i a l l y  i n­

c l uded.  I tems we re e l i m i nated whe n :  ( 1 )  an i tem contr i buted to 

one factor wh i ch exp l a i ned  a sma l l port i on of  the tota l var i anc e , 

( 2 )  an i tem  l oaded h i gh on  the two or  more factors at the  same 

t i me ,  and ( 3 )  an i tem was not c l ear ly  i nterp retab l e .  Hav i ng 

e l im i nated a l l i tems that met any o f  these  c r i ter i a ,  another factor 

analys i s  was performed .  Th i s  reduced the n umber of  i n i t i a l factors 

extracted from a sea 1 e. These facto rs were treated as the newly 

fo rmu l ated vari ab l es i n  s ub s equent  s tat i s t i ca l  ana lys e s .  

Factor s core s  we re produced by a SAS Score program whi ch  com­

b i ned factor l oadi ngs wi th  the raw data to compute we i ghts for each  

i tem i n  the factor whi l e  mai ntai n i ng same co rre l at i on between i tems 

as the factor  l oad i ngs . Factor scores rathe r  than the raw data 

we re used i n  further  analys es . 
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The General  L i near Model ( G LM)  

G LM hand l es  c l ass i f i cati o n  vari ab l es whi ch have d i sc rete 

l eve l s ,  s uch  as race and s ex ,  as we l l  a s  cont i n uous  vari abl es whi c h  

measure quanti t i es , such  a s  l i festy l e and eva l uat i ve c r i ter i a .  G LM 

was used for Mu l t i p l e  Regres s i o n to test  Hypothe s i s  I I  ( Step 7 i n  

F i gu re 6 ) .  I n  Mu l t i p l e  Regre s s i on ,  the val u e s  o f  a dependent var i ­

ab l e  are descri bed o r  pred i c ted i n  terms  o f  one o r  more i ndependent 

vari ab l es .  Us i ng the  G LM ,  the i nf l uence of  i ndependent va r i ab l es 

o n  dependent vari ab l e s was dete rmi ned . 

Type I I I  S ums  of  Squares ( S S )  were used to determ i ne s i gn i f i ­

cance at the . 05 l eve l o f  p robab i l i ty .  Type I I I  S S  i s  the sum o f  

s quares due t o  add i ng that var i ab l e  l as t  i n  the mode l , i . e . , i t  

does not take i nto account other vari ab l es and the o rder  o f  vari -

ab l es put i nto the mode l i s  not i mportant . 

The Stepwi se  Procedure 

The Stepwi se  procedure i s  usefu l  when there are many i nde­

pendent var i ab l e s and  there i s  a need to  fi nd  whi c h  o f  var i ab l e s 

s hou l d  be i nc l uded i n  a regres s i on mode l , a l though i t  i s  not  

guara nteed to f i nd the " best"  mode l  w i th the  l arges t  R2 ( Step 6 i n  

F i gure 6 ) .  The Stepwi se  procedure wi th  Max i mum R2 i mproveme nt  

(MAX R )  method was emp l oyed  to he l p  determi ne whi c h  o f  i ndependent 

vari ab l es s ho u l d  be  i nc l uded i n  a regress i on mode l . The max i mum 

R2 i mprovement tec h n i que tri es  to f i nd the best  s-var i ab l e  mode l 

whe re s i s  the STOP va l ue .  Stati st i ca l  s i gn i fi cance  was dete r-

m i ned at  the . 05 l eve l of probab i l i ty .  
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CHAPTER I V  

PRESENTATION AND D I SCUSSION OF RESULTS 

The data we re obtai ned from 1034 empl oyed women from a l l state s 

i n  the  Un i ted States . Ana l ys i s  o f  data are pre s ented under the 

fo 1 1  owi ng headi ngs : ( 1 )  Con sumer c haracte r i s t i c s :  L i festy l e ,  

Se l f- Confi dence i n  D res s , Demograp h i c s , and P rac t i c e s .  ( 2 )  Product 

C haracter i st i cs :  Type of  O utf i t ,  Eva l uat i ve C r i te r i a and P r i c e  

of  Outf i t ;  ( 3 )  S i tuati ona l  Characte r i s t i c s :  Length of t i me i n  

Caree r ,  I mp l i c i t  D re s s  Code , and T i me P ress ure , (4 )  Market C harac­

teri st i c :  Type of Store , ( 5 )  I nfo rmat i o n  Search  Acti v i t i e s , 

( 6 )  Testi ng  Hypothes i s  I ,  and ( 7 )  Testi ng Hypothes i s  I I .  

Consumer Characte r i st i c s  

Demograph i cs 

Respondents , age 25-44 ,  represe nted a l l 50 states o f  the U n i ted 

States wi th  the maj o r i ty l i v i ng i n  s uburban areas i n  the Northeast  

and M i dwe st regi o n s  ( 32 . 3 percent and 23 . 2  perce nt , respect i ve l y ) .  

Other  geograp hi c  reg i ons  were re l at i ve l y  con s i s te n t  wi t h  the Cen s u s  

Report ( 1983 ) :  Southeast- - 18 . 9 percent compared t o  23 percent 

( Census ) ,  Southwe s t- - 9 .  9 percent c ompared to 10 percent ( Ce n s us ) ,  

Roc ky Mounta i n-- 3 . 1 percent compared to 6 percent ( C e n s us ) ,  and 

Pac i fi c- - 15 . 6 percent compared to 14 percent ( Census ) .  Frequenci es 

and perce ntages re l ated to  demograph i c  c haracte ri sti c s  o f  the 

respondents are g i ven i n  Tab l e  8 and are s ummar i zed be l ow.  Each 
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TAB LE  8 

DEMOGRAPH I C  CHARACTERI ST I C S  OF  RESPONDENTS 

Characteri s t i c  

Geograph i ca l  Regi o n  

Northeast 
Southeast 
Mi dwes t  
Southwest  
Roc ky Mou nta i n  
Pac i f i c  

Urban i zati on 

Urban 
Suburban 
Rural  

Career Or i entati on  

Just  a job  
Career 

Race 

Whi te 
H i span i c 
A s i an  
B l ac k  
Ameri can I nd i an 
Other 

Mar i ta l  Status 

Never mar r i ed 
Mar r i ed 
D i v orced 
Separated 
Wi dowed 

F requency 

329 
193 
236 
101 

32 
128 

n=1019 

239 
540 
239 

n=1018 

332 
693 

n=1025 

929 
21 
13 
62 

1 
6 

n=1032 

235 
607 
160 

22 
8 

n=1032 

Percent 

32 . 3 
18 . 9  
23 . 2  

9 . 9 
3 . 1 

15 . 6 
100 . 0 

23 . 5 
53 . 0  
23 . 5  

100 . 0 

32 . 4 
6 7 . 6 

100 . 0 

90 . 1 
2 . 0 
1 . 2 
6 . 0 
0 . 1 
0 . 6 

100 . 0 

22 . 8  
58 . 9 
15 . 5 

2 . 1 
0 . 8 
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TAB L E  8 ( Conti n ued ) 

Characte r i s t i c  F reque ncy Percent 

Numbe r of  Fam i ly  

One 194 18 . 8  
Two 304 29 . 4  
Three 192 18 . 6 
Four  204 19 . 7 
F i ve 97 9 . 4  
S i x  and more 43 4 . 1 

n=1034 100 . 0 

Age 

25- 30 399 38 . 7 
3 1- 3 5  249 24. 1 
36-40 239  2 3 . 2 
41- 45 145 14. 0 

n=1032 100 . 0 

Educat i on 

Some h i gh sc hoo l 10 1 . 0 
H i gh schoo l  177  1 7 . 1 
Some c o l l ege 357 34 . 5 
Bache l or degree 283 27 . 4  
Master degree 116 11 . 2 
Ph . D . , Ed . D  . •  J . D .  o r  M . D .  2 1  2 . 0 
Other p ro fe s s i ona l  degree 70 6 . 8 

n=l034 100 . 0 

0CCU(!ati o n  

Wri ter , Journa l i st .  Art i st  32 3 . 1 
Sec reta ry , Bookkeeper 206 20 . 1 
Doctor 4 0 . 4 
Off i ce Manage r 57 5 . 6 
Sem i s k i l l ed/ s ki l l ed Worker 121 11 . 8  
Lawyer 9 0 . 9 
Research and Devel opme nt 38 3.  7 
Mi dd l e Management 109 10 . 6 
Sen i o r  Manageme nt 32 3 . 1 
Recep ti on i s t  18 1 . 8 
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TABLE  8 ( Cont i nued) 

Characte r i s t i c  

Sa l e sperson  
Profe s so r ,  Teac her , L i b rari an  
Soc i a l  Wo r ker , Counse l or 
Nurse 
Acc ountant 
Serv i ce Area 
Beauti c i an 
Other 

Total Househo l d  I ncome 

Bel ow $ 10 , 000 
$ 10 , 000 - $14 , 999  
$15 , 000 - $19 , 999  
$20 , 000  - $29 , 999  
$30 , 000 - $39 , 999 
$50 , 000  - $69 , 999 
$70 , 000 o r  above 

Personal  I nc ome 

Bel ow $10 , 000  
$10 , 000 - $ 14 , 999 
$15 , 000 - $19 , 999 
$20 , 000 - $29 , 999 
$30 , 000 - $39 , 999  
$50 , 000  - $ 59 , 999 
$70 , 000 or above 

Money Spe nt on  Wardrobe Last Year 

Bel ow $200 
$ 200 - $ 499 
$ 500 - $ 999 
$1 , 000 - $1 , 499  
$1 , 500 - $1 , 999 
$2 , 000 and above 

F reque ncy 

89 
133  

35  
60 
24 
11 
10 
39 

n=1027 

44 
56 

102 
226 
359 
149 

74 
n=1010 

177 
191 
2 19 
276  
116 

20 
3 

n=1002 

75 
303 
295 
167 

77 
113 

n=1030 

Pe rcent 

8 .  7 
13 . 0 

3 . 4 
5 . 8 
2 . 3 
1 . 1 
0 . 9 
3 . 7 

100 . 0 

4 . 4 
5 . 5 

10 . 1 
22 . 4  
35 . 5 
14 . 8 

7 . 3 
100 . 0 

1 7 . 7 
19 . 1 
21 . 8 
27 . 5  
11 . 6 

2 . 0 
0 . 3 

100 . 0 

7 . 3  
29 . 4  
28 . 6  
16 . 2  

7 . 5 
11 . 0 

100 . 0 
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ana lys i s  s hows a d i fferent N ( samp l e s i ze)  s i nce some respondents 

de l eted certa i n i tems . 

The major i ty of  respondents were wh i te ( 90 . 1 percent ) ,  whi l e  

b 1 ack represented o n l y  6 percent.  S i xty- e i ght percent cons i dered 

the wo rk  they d i d  1 1 Just  a j ob1 1  and 32  percent cons i dered i t  a 

u career" . 

Respondents were re l at i ve l y  young wi th the maj o r i ty hav i ng 

atten ded co l l ege . The maj o r i ty we re between 25 and 35 years o f  age 

wh i ch i s  cons i s tent  wi th the profi l e  p rov i ded by The L i festy l e  

S e  1 ecto r , the company from whom the rna i 1 i ng 1 i s t  was purchased.  

E i ghty percent had attended co  1 1  ege , wi th 38 percent hav i ng 

Bache l ors  or Masters degree s .  A re l at i ve l y  l a rge porti o n  (58 . 8 

percent ) o f  th i s s amp l e  was marr i ed ;  th i s pe rcentage i s  s i mi l ar 

to The L i festy l e  S e l ector ' s  i n formati o n  ( 60 . 0 percent)  and the 

nati ona l  popu l at i on of  58 percent ( B ureau of  Cens u s , 1983 ) .  

Twenty- three pe rcent were not  mar r i ed and 18 percent we re d i vorced , 

separated , or  wi dowed .  A l s o ,  ha l f of  respondents ( 5 1 . 8 percent) 

reported hav i ng a fami ly  of three or more pers ons . The re spondents 

were more often ma rr ied wi th  c h i l dre n .  Th i s i s  not s u rpr i s i ng 

s i nce the age o f  25-44 tradi t i o na l ly  have been ch i l d-bear i ng years 

fo r women .  

A vari ety o f  occupat i ons  and p a s  i t  i o ns  were repo rted , wi th 

secretary/bookkeeper be i ng the l arges t  group . Total  househo l d  

i ncome ( TH I )  and persona l i ncome ( P I )  ranged from under $10 , 000 

to above $70 , 000 wi th the maj o r i ty o f  respondents report i ng between  

$20 , 000 and  $40 , 000 ( TH I )  , and  between  $15 , 000 and  $30 , 000 ( P I ) .  
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The  amo unt of money spent  on wa rdrobe the p reced i ng year  ranged 

from bel ow $200 to above $2 , 00 0 .  The maj or i ty reported spend i ng 

$200- $499 ( 29 . 4  percent) and $500-$999 ( 28 . 6 percent) ; howeve r ,  an 

add i t i onal  2 3 . 7 percent repo rted l y  spend i ng up to $2 , 000 w i th 1 1 . 0 

percent spendi ng i n  excess of  $2 , 000 . 

Pract i ce s .  D i fferent reta i l s tores v i s i ted , total  s to res 

v i s i ted , and tota l phone ca l l s  to stores we re i nc l uded i n  prac­

t i ce s .  A s i x-po i nt scal e was used to exam i ne the n umber of each 

acti v i ty .  Tab l e  9 p resented mean scores  and percentage of  each 

ac t i v i ty .  Mean sco re s  for  each act i v i ty ( 2 . 5 ,  2 . 2 ,  . 17 ,  respect­

i ve l y )  i nd i c ated that respondents of  t h i s  s tudy v i s i ted about two 

d i ffe rent retai 1 sto res and made one p hone ca 1 1  to store s  pr i o r  

t o  purchas i ng .  The total numb e r  of  store v i s i ts was expected to b e  

greater than the total n umber o f  d i fferent reta i l stores v i s i ted .  

The reas o n  the data d i d  not s upport the above a s sumpt i on m i ght be 

that the wo rd i ng o f  the quest i o n s  we re conf us i ng to subject s .  

Therefo re , i t  i s  recommended not to u se  two ques ti o n s .  

Se l f- C o n f i dence i n  D res s .  The four i tems u sed  to me as u re 

se l f- conf i dence are  presented i n  Tab l e  10 .  An aste r i s k  ( * ) de notes 

an  i tem that wa s negat i v e l y  worded and therefore had reversed scor­

i ng .  The maj o r i ty o f  respondents (mo re than 7 0  pe rcent ) i nd i cated 

1 1 Agree 1 1  o r  " Strong l y  Agree1 1  on  eac h i tem w i th h i gh mean  s co re (more 

than 4 . 0 o n  1 to 5 sca l e ) , whe reas more than 80 percent of  Rabo l t 1 S 

( 1984 ) s howed 1 1 Agree1 1  o r  1 1 Strong l y  Agr_ee"  on  s e l f- conf i dence i n  
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TAB L E  9 

D I FF ERENT RETA I L STORE V I S I TED , TOTAL STORE  V I S I TED , 
AND TOTAL PHONE CALLS TO STORES  

Percent 

Mean Zero 
Vari ab l es Score 0 1 2 3 4 

The  tota l n umbe r  
o f  d i fferent reta i l 
s tores v i s i ted 2 . 5 10 . 3 1 7 . 9 22 . 0  25 . 0  9 . 8  

The  total  n umber 
o f  store v i s  i ts 2 . 2 6 . 1 36 . 9  2 0 . 5 15 . 7 8 . 1 

The total  numb e r  
o f  phone ca l l s  to 
sto re s  . 17 90 . 3 5 . 6  1 . 8 1 . 6 . 30 

F i ve 
5 

15 . 0  

12 . 7 

. 39 



6 5  

TAB LE  10  

S E LF - CONF I DENCE  IN  D RESS 

I fee l v e ry confi dent i n  putt i ng 
together  a b us i ne s s  l i ke 

Mean Strong ly  
Score D i s agree 

1 2 

Percent 

3 

S tro ng l y  
Agree 

4 5 

appearance .  4 . 13 0 . 9 3 . 1 18 . 0  38 . 0 40 . 0  

I am i nsecure i n  my abi l i ty 
to dre s s  appropr i ate ly  for wor k . * 1 . 82 

My s e l f-conf i dence i s  h i gh i n  
s e l ect i ng  b u s i ness  d re s s .  

Undoubted l y ,  I am good at 
choos i ng app ropri ate c l oth i ng 
for wo r k .  

* negat i v e l y  wo rded i tem .  

4 . 12 

4 . 19 

5 7 . 7 20 . 5  9 . 7 6 . 4  5 .  7 

1 . 5 3 . 1 18 . 7 3 5 . 3 41 . 4 

0 . 8 2 . 8 16 . 6  36 . 8  43 . 0  
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dress .  Th i s  s uggests that  the maj o r i ty o f  respondents i n  th i s  

study had confi dence i n  thei r ab i l i t i es to dre s s  profes s i onal l y .  

L i festyl e 

The n i nety- n i ne l i fe sty l e  s tateme nts we re facto r anal yzed 

u s i ng P r i nc i pa l  Components wi th Varimax Rotat i on and produced 

thi rty factors . I tems l oadi ng above . 40 were i nc l uded wh i l e  i tems 

l oadi ng h i gh for two or more facto rs at the s ame t i me were  e l i m i ­

nated . A second factor anal ys i s  was run  and gene rated twe nty- three 

l i festy l e  factors . Agai n ,  i tems l oadi ng above . 40 were retai ned 

i n  each  of the facto rs . Factors we re dropped when :  ( 1 )  no i tern 

l oadi ngs were above . 40 ,  a nd ( 2 )  a factor co n s i sted  of  o n l y  one 

i tem. As a res u l t ,  n i neteen l i festyl e factors  were deve l oped . 

These res u l ts appeared to be s i m i l ar i n  c ontent and n umber of  

d i men s i o n s  to those of  Reyno l ds et a l . ( 19 7 7 )  22 d i mens i ons  

referred to as l i fe s tyl e s ummat i o n  var i ab l es .  Factor l oad i ngs for 

each facto r and the percent of vari ance exp l a i ned by each facto r 

are l i sted i n  Tab l e  11 . A compl ete l i st i ng o f  frequenc i es o f  

subject 1 s  respo nses  o n  each facto r are l i sted i n  Append i x  B .  

Factor 1 i nc l uded fi ve i tems a nd was l abe l ed Cred i t  U s e .  

Fema l e s  w h o  sco red h i gh on  th i s  facto r tend t o  b uy t h i ngs  w ith  a 

cred i t  c a rd o r  a cha rge card i nstead o f  cash .  

Factor 2 ,  Conservat i sm ,  was compo sed of  f i ve i tems . Fema l es 

wi th trad i t i ona l  v i ew toward l aw enforcement , sex , a nd young peop l e  

sco red h i gh on th i s fac tor .  
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TAB L E  11 

L I F ESTY LE FACTORS 

Factors 

Facto r 1 ( Cred i t  Uses ) 

I b uy many t h i ngs wi th a c red i t  
card o r  a c ha rge card 

Used a c h a rge card 

I l i ke to pay cash for 
everyth i ng I b uy.  

I t  i s  good to have charge 
accounts . 

To b uy anyth i ng other than a 
house o r  a car  on c red i t  i s  
unw i s e .  

Facto r 2 ( Conservat i s m )  

There i s  too much  emphas i s  o n  
sex today .  

I am i n  favor  of  very str i ct 
enforcement of a l l l aws . 

Po l i c e  s h ou l d  use  whatever i s  
nece s s ary to ma i nta i n l aw and o rde r .  

Facto r 
Load i ngs 

. 84 

. 75 

- .  74 

. 70 

- . 60 

. 72 

. 71 

. 65 

Everyt h i ng i s  c hangi ng too fast today .  . 61 

Young peop l e  have too many p r i v i l eges . . 51 

Vari ance 
Exp l a i ned 

By Each Factor 

2 . 95 

2 . 81 
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TAB LE  11 (Cont i nued)  

Factors 

Facto r 3 ( Pr i ce Cons c i ousnes s )  

I s hop a l ot fo r spec i a l  p r i ces  

Factor 
Load i ngs 

on appare l . . 78 

I f i nd mys e l f chec k i ng p r i ces  even 
on sma l l i tems . . 74 

· I u sua l ly watch the advert i s ements 
for annou ncements of sa l e s .  

· A person c a n  save a l ot o f  money 
by s hopp i ng around for barga i ns .  

· I pay a l o t more attent i o n  to 
c l oth i ng p r i ces now than I ever 
d i d  before . 

Factor 4 ( Trad i t i ona l  V i ew o f  Wome n )  

· A  woma n ' s p l ace i s  i n  the home . 

· A wor k i ng  mother can  estab l i s h j us t  
a s  warm a n d  secure re l at i o n s h i p  wi th 
her c h i l dren as  a mothe r who does not 
work.  

· The father s hou l d  be a boss .  

· I th i n k the women ' s  l i berat i o n  
movement  i s  a good th i ng .  

· Most  wome n need a career a s  we l l 
as  a fami l y .  

• Atte nded c hurch . 

. 70 

. 69 

. 43 

. 68 

- . 66 

. 6 5 

- . 55 

- . 51 

. 44 

Vari ance 
Exp l a i ned 

By Each Factor 

2.  76 

2 . 53 
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TAB LE 11 (Cont i nued)  

Facto rs 

Facto r 5 ( Se l f-Confi de nce)  

· I t h i n k  I have more s e l f-confi dence 

Facto r 
Load i ngs 

than most peop l e .  . 71 

· I am more i ndepe ndent than most  
peop l e .  

· I th i n k I have a l ot of pers ona l  

. 60 

ab i l i ty .  . 54 

• I l i ke to be con s i dered a l eade r .  . 54 

Facto r 6 (Opi n i on Leade rs h i p) 

· Peop l e  come to me more often than I go 
to them for i nformat i o n about brands . . 81 

· I some t i mes  i nf l uence what my fr i e nds 
b uy .  

· My fr i ends o r  n e i ghbors o ften come 

. 81 

to me for adv i ce .  . 56 

Facto r  7 ( Fas h i on Consc i ousnes s )  

· I o ften try the l ate st ha i r s tyl es 
whe n they c hange . . 69 

· I u sua l ly  have o ne o r  more outfi ts 
that a re of  the very l atest s ty l e .  . 61 

· When I must choose  between the two , 
I u sua l ly  d re s s  for fas h i on , not 
for comfort .  . 56 

· I have somewhat o l d  fas h i oned 
tastes and hab i ts .  - . 42 

Vari ance 
Exp l a i ned 

By Each Factor 

2 . 50 

2 . 24 

2 . 12 
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TAB LE 11 (Conti nued)  

Factors 
Facto r 

Load i ngs 

Factor 8 ( I nformat i o n Seeker from Fr i ends ) 

• My ne i ghbors and/or fri ends usua l l y  
have good adv i ce .  . 79 

· I often seek  out the adv i ce of my 
fri ends regardi ng wh i c h b rand to buy .  

· I spend a l ot o f  t i me tal k i ng w i th my 

. 78 

fri ends about products and brands . . 58 

Factor 9 ( F i nanc i a l Pes s i m i sm )  

· No matter how fast our  i ncome goes up , 
we never s eem to get ahead . . 72 

· I u sua l l y  spend for today and l et 
tomo rrow b r i ng what i t  wi l l .  . 63 

Our fam i l y  i ncome i s  h i gh enough 
to sat i sfy near ly  a l l our  i mportant 
des i res . - . 56 

· Depos i ted mo ney i n  a sav i ng accounts . - . 55 

Factor 10 ( Attract i venes s )  

· I l i ke to fee l attrac ti ve t o  members 
of  the oppos i te s ex .  . 76 

I want to l oo k  a l i tt l e  d i fferent 
than others . 

· Dres s i ng we l l  i s  an  i mportant part 

. 67 

of  my 1 i fe . . 40 

Vari ance 
Exp l a i ned 

By Each Factor 

2 . 11 

2 . 04 

2 . 02 
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TAB LE 11 ( Co n t i nued)  

Facto rs 

Factor 11 ( Trave l  Pronene s s )  

• I wou l d  l i ke t o  take a t r i p around 
the wo r l d .  

I wou l d  l i ke t o  s p e nd a year i n  
London o r  P a r i s .  

F actor 12 ( Co n tempora r i ne s s )  

• I had wi ne  w i t h  d i n ne r. 

· A d r i n k  o r  two at the end o f  a 
day i s  a pe r fect way to unwi n d .  

· Gave o r  attended a d i nner party. 

Factor 13 ( P ro Educat i o n )  

· A col l ege ed ucat i o n i s  v e ry i mp o rtant 
for s uc ce s s  i n  today • s wor l d . 

· I th i n k  i t  i s  i mpo rtant to have a 

Factor 
Load i ngs 

. 80 

. 79 

. 70 

. 7 0 

. 53 

. 80 

good educat i o n .  . 79 

Facto r 14 ( Trad i t i ona l H o u s e ho l d  Managemen t )  

· When maki ng i mp o rtant fam i l y  dec i s i ons , 
co n s i derati on o f  c h i l dren s h o u l d  come 
f i r s t. . 66 

• Our home i s  furn i s hed for comf o rt not  
s ty l e .  

· The ki nd of d i rt you can • t  see i s  

. 49 

wo r s e  than  you can see .  . 46 

V a r i ance 
Exp l ai ned 

By Each F actor 

1 .  88 

L 79 

1 . 72 

1. 70 
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TAB LE  11 ( Conti nued) 

Factors 

Factor 15 ( Game Act i v i ty )  

• P l ay cards . 

· Comp l eted a cros sword puzz l e .  

Factor 16 ( Soc i a l Acti v i ty) 

• Went to a c l ub mee t i ng .  

• Gave a speec h .  

Fac tor  1 7  ( Phys i ca l  Act i v i ty)  

· P l ayed tenn i s .  

• Went s k i i ng .  

· Went j o gg i ng 

Facto r 18 ( C hange Pronene s s )  

· I have often thought o f  buy i ng 
a s ubcompact car 

· We wi l l  probab l y  move at l east 
onc e  i n  the next f i ve years . 

Factor 19 ( P l anned Shoppe r) 

· Before s hopp i ng for c l othes , 
I p repare a comp l ete s hopp i ng 
1 i s t .  

· I am a n  i mp u l se  b uye r .  

Factor 
Load i ngs 

. 74 

. 73 

. 73  

. 61 

. 76 

. 70 

. 43 

. 62 

. 54 

. 66 

- . 54 

Va ri ance 
Exp l a i ned 

By Each Facto r 

1 .  58 

1. 57 

1. 56 

1 . 54 

1 . 40 
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Factor 3 ,  1 abe 1 ed P r i c e  Consc i ou s ne s s , i nc 1 uded f i ve i terns . 

Fema l e s who pa i d  a l ot o f  attenti on  to c l oth i ng pri ces  and s hopped 

for barga i ns scored h i gh on  th i s  factor .  

Facto r 4 ,  Trad i t i o nal  V i ew o f  Women , was composed wi th f i ve 

i tems . Fema l es wi th trad i t i ona l  v i ews toward wome n 1 s career scored 

h i gh on  th i s  facto r .  

Fac tor 5 was l abe l ed Se l f-Confi dence i nc l ud i ng fo u r  i tems . 

Fema l e s who scored h i gh o n  th i s  fac to r  were se l f-co nf i dent , i nde­

pendent , and wanted to be cons i dered a l eader wi th a l ot of  persona l 

ab i l i ty .  

Factor 6 ,  Op i n i o n Leade rs h i p ,  was composed  o f  three i tems . 

Femal e s  who scored h i gh o n  th i s facto r expres sed that they i nf l u­

ence on  b rands o r  products that the i r  fr i e nds bought . 

Factor 7 ,  l abe l ed Fas h i on C o n s c i o u s nes s ,  was compo sed of  four 

i tems . Fema l es who s cored h i gh o n  thi s factor purchased fas h i on­

ab l e  c l oth i ng and  tr i ed the  l atest ha i r  styl es . 

Factor 8 ,  was l abel ed I nformat i o n  Seeker from Fr i e nds i nc l udi ng 

three i tems . Femal e s who sought out adv i ce from fr i ends rega rd i ng 

p urchases s c o red h i gh on  th i s  facto r .  

Factor 9 ,  l abe l ed  F i nanc i a l Pess i m i sm ,  i nc l uded fou r  i tems . 

Women who scored h i gh o n  th i s  factor expres sed pe s s i m i s t i c  v i ews 

toward i ncome , personal  equ i ty ,  and spendi ng .  

Factor 10 wa s l abe l ed Attract i veness  i nc l ud i ng three i tems . 

Femal es who scored h i gh o n  th i s factor l i ked to fee l attrac t i ve to 

members of the oppo s i te s ex , wanted to l oo k  a l i tt l e d i fferent than 
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others , and fe l t  that dres s i ng we l l  wa s an i mportant part of the i r  

1 i fe . 

Factor 11 , Travel  Pronenes s ,  was composed o f  two i tems . 

Femal es  who we re t rave l prone s cored h i gh on  th i s factor .  

Factor 12 , l abe l ed Co ntemp o ra r i ne ss , i nc l uded three  i tems . 

Women who scored h i gh on  th i s  score had wi ne w i th d i nner , fe l t  that 

a dri n k  or  two at the end of a day was a perfect way to unwi nd , and 

gave or atte nded a d i nner party . 

Factor 13 was l abe l ed Pro Educat i on i nc l ud i ng two i tems . 

Women who scored h i gh fe 1 t that a good educat i on , i . e . , a co  1 1  ege 

educat i o n , was i mportant . 

Factor 14 , Tradi t i ona l  Househo l d  Househo l d  Manageme nt , was 

composed of three  i tems . Fema l e s  wi th tradi ti ona l  v i ews towa rd 

home , fami l y  dec i s i  on-mak i ng , and houseke ep i ng s core d  h i gh o n  t h i s 

facto r .  

Factor 1 5  was l abe l ed Game Acti v i ty i nc l ud i ng two i tems . 

Women who scored h i gh o n  thi s factor p l ay cards and comp l eted a 

crossword puzz l e .  

Factor 16 , l ab e l ed Soc i a l Acti v i ty ,  was c ompo sed o f  two i tems . 

Femal e who went to a c l ub meeti ng and gave a speech sco red h i gh o n  

th i s facto r .  

Factor 17 , phys i cal Act i v i ty ,  i nc l uded three i tems . Women who 

scored h i gh on th i s  factor p l ayed tenni s ,  went s ki n n i ng ,  and 

j oggi ng .  

Factor 18 , l ab e l ed Change Proneness ,  was  composed  of  two 

i tems . Fema l e who s co re d  h i gh on th i s facto r i nd i cated that they 
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had o fte n thought of b uyi ng a s ubcompact car  and that they wi  1 1  

probab l y  move once i n  the next f i ve years .  

Factor 1 9  was l abe l ed P l anned Shopper i nc l udi ng two i tems . 

Women who s cored h i gh on th i s  fac tor repo rted that they p repared a 

comp l ete s hopp i ng l i st be fore c l ot h i ng purchase and that they we re 

not i mp u l s i ve shoppers . 

Product Character i st i c s  

Type of  Outf i t 

The maj o r i ty of  respondents repo rted hav i ng purchased pants 

separates ( 26 .  4 percent) ,  s k i rt separates ( 2 5 . 1 percent ) , s u i t  ( 24 

percent) , or  dre s s  ( 19 . 2 percent) fo r emp l oyme nt ( see Tab l e  12 ) .  

Th i s  re s u l t  i nd i c ated that today ' s femal e emp l oyed appare l i s  no 

l onger  l i m i ted to conservat i ve sty l e s  such as  the ta i l ored s u i t .  

TAB LE  12 

TYPE OF OUTF I T  FOR EMP LOYMENT 

Type of  Out f i t  Frequency Percent 

Dre s s  1 9 7  19 . 2  
Su i t  246 24 . 0  
S k i rt Separate s 258 25 . 1  
Pants Separates 271 26 . 4 
Others 54 5 . 3 

n=1026 100 . 0 
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It  seems that  Mo l l y •  s 1 1 dress for  s ucce s s "  formu l a  made sense  whe n 

there were very few women i n  manager i a l  pos i t i ons , but not n ow.  

Women strugg l i ng fo r c red i b i l i ty i n  mal e- domi nated profes s i ons  

tri ed to  emu l ate the  dress  of the powe r f i gure s .  

Eva l uat i ve C r i te r i a  

The f i ve s a l i ent eva l uat i ve c r i te r i a  ( those hav i ng the h i ghest  

mean s cores ) used i n  se 1 ect i ng emp 1 oyment  appare 1 we re good f i t ,  

comfort , s u i tab i l i ty to i nd i v i dua l , appropr i atenes s  for occas i on ,  

and qua l i ty o f  construc t i o n  ( Tab l e  1 3 ) .  These f i ve s a l i e nt 

c r i te r i a we re the same as those i n  Cas s i l 1 s  study ( 1985 ) , but showed 

much h i gher mean score s .  

The p r i mary c r i te r i o n  i n  th i s  s tudy was good f i t  ( mean score 

4 .  70 ) ,  wh i l e  Cas s i l ( 1985 ) found comfort to be the pr i mary fac tor 

(mean score 3 . 6 5 ) . Emp l oye d women i n  th i s  study rated the 

c r i te r i a ,  q ua l i ty construct i on and p r i ce , h i gher than the c r i ter i a ,  

b rand and store name . 

To reduce e i ghteen eva l uat i ve c r i teri a var i ab l es , a facto r 

analys i s  u s i ng the Pr i nc i pa l  Components Method and Var i max Rotat i on 

wa s computed . I tems l oad i ng above . 40 were i n i t i a l l y  i nc l uded . 

I tems l oad i ng h i gh on  two o r  more factors and i tems c o ntr i but i ng 

on ly  a sma l l port i o n  of  the tota l vari ance we re e l i m i nated then 

anothe r factor  ana lys i s  was performed . The resu l t i ng four factors 

appeared to represent four  maj or  d i mens i o n s  under ly i ng the eval ua­

t i ve c r i te r i a used by emp l oyed fema l e  cons ume rs i n  s e l ecti ng 

emp l oyment  appare l ( See Tab l e  14 ) .  
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TAB LE  13  

EVALUAT IVE  C R I TERIA  FOR  SELECT I NG EMP LOYMENT APPAREL  

Percent 

Not Very 
Mean Important I mporta nt  
Score 1 2 3 4 5 

Good f i t 4 . 70* . 3  . 2 2 . 5  23 . 3  73 . 7 
Comfort 4 . 69* . 1 . 6 2 . 8  23 . 3  73 . 2 
S u i tab i l i ty to I nd i v i dual  4 . 65* . 1  . 5 4 . 1 25 . 6  69 . 7 
Appropr i ateness  for Occas i on 4 . 48* . 4  . 3  6 . 2 3 6 . 9 56 . 2  
Qual i ty of Constructi o n  4 . 47* . 4  1 . 4 9 . 3 28 . 4  60 . 5 
Fabri c type and qua l i ty 4 . 35 . 6 1 . 5 10 . 7  37 . 4  49 . 8  
Beaut i fu l  o r  Attracti ve 4 . 20 1 . 0 2 . 4  15 . 0  39 . 5  42. 1 
Labor 4 . 19 1 . 6 3 . 0 14 . 9 3 6 . 1 44 . 4 
O u rabi l i ty 4 . 15 1 . 1 3 . 3  16 . 9  3 6 . 5 42 . 2 
Good B uy 4 . 15 2 . 0 3 . 4  17 . 9  3 1 . 3 45 . 4  
Fash i onab l e  4 . 08 1 . 6 3 . 2 17 . 4  41 . 5 36 . 3 
Ease-of- care 4 . 08 2 . 6 5 . 7 1 6 . 7 3 1 . 3 43. 7 
Pr i ce 3 . 95 2 . 4  5 . 6 2 5 . 4 29 . 3 3 7 . 8  
F i ber content 3 . 84 3 . 4 7 . 9 21 . 9 34. 8 40 . 0  
P l eas i ng to others 3 . 60 6 . 0  8 . 5 28 . 5 33 . 5  2 3 . 6 
Presti ge  3 . 08 18 . 4  14 . 0 2 6 . 5 23 . 5  17 . 6 
Brand and s tore name 2 . 40 3 1 . 7 2 0 . 8 28. 9 13 . 3  5 . 3 
Sexy 2 . 39 3 3 .  7 2 1 . 7 24. 4 12 . 9 7 . 4 

*Sa l i ent cr i te r i a .  
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TAB LE  14 

EVA LUATI V E  C R I TER IA  FACTORS  

Vari ance 
Factor Exp l a i ned 

Facto rs Load i ngs By Each Factor 

Factor 1 (Qua l i ty Consc i ou s ne s s )  

Fabri c  Typ e  and Qua l i ty . 81 
Q ua l i ty o f  Constructi on . 7 9  2 . 49 
F i be r  Content . 70 
Durab i l i ty . 64 

Factor 2 ( Soc i a l  D i rectednes s )  

P res t i ge . 76 
Sexy . 71 1 .  99 
Brand  and Store Name . 70 
Fas h i onab l e  . 58 

Facto r 3 ( AQQrOQri atenes s )  

Su i tab i l i ty t o  I nd i v i d ua l  . 75 
Approp r i ateness  for Occas i o n . 73 1 . 91 
Good F i t  . 66 

Factor 4 ( Econom i c s )  

P r i ce . 92 1 .  86 
Good B uy . 90 
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Facto r 1 was  l abe l ed Qual i ty Cons c i ous nes s i nc l ud i ng fabr i c 

type and qual i ty, qual i ty of constructi on, f i be r  content , and  dur­

abi l i ty .  Factor 2 was l abe l ed Soc i a l  D i rectednes s .  P re s t i ge , sexy, 

brand and s to re name, and fas h i onab l e  compr i sed  t h i s factor .  

Factor 3 was l abe l ed Appropr i ateness  represent i ng s u i tab i l i ty to 

i nd i v i dua l , approp r i ateness  for occas i on ,  and good f i t .  Factor 4 

was l abe l ed Econom i cs  i nc l udi ng pr i ce  and good buy .  

These  res u l ts  a re s i m i l ar to Cas s i l 1 s ( 1985) facto rs  from 

eva l uat i ve  c r i teri a for soci a l appare l but not for empl oyment 

appare L Cas s i l 1 s factors we re l abe l ed Approp r i atenes s ,  Econom i c, 

and Other-Peop l e  D i rected .  C as s i l found one factor i n  wh i ch a l l 

we re i mpo rtant i n  s e l ecti ng emp l oyme n t  appare l . 

The s e  fou r  eva l uat i ve c ri te r i a factors were used  as  i ndependent  

var iab l e s  i n  l ater ana lys i s .  

S i tuat i ona l  C haracte ri s t i c s  

Length of T i me i n  Career 

Mo re than 60 perc ent i nd i cated they had been  work i ng from 6 to 

15 years or mo re ; o n l y  4 . 8 percent repo rted hav i ng wor ke d  for l e s s  

than one year ( See  Tab l e 15 ) .  Th i s  s u gge sts that the maj o r i ty of 

respondents have been worki ng fo r a re l at i ve l y  l ong t i me .  

I mpl i c i t  Dre s s  Code 

Mean score 2 . 63 i nd i cated that respondents  were l es s  l i ke l y  

t o  fee l a dre s s  code i n  the i r wor k  p l ace  (Tab l e  16 ) .  O n l y  46 

percent of respondents i nd i cated that there was an i mp l i c i t  Dre s s  



Length  

1-6 months 
7-12  months 
1-2 years 
3-5  years 
6 - 10 years 
10- 15 years 
Over 15 years 

Vari ab l e  

I mpl i c i t  D res s Code 

80 

TAB LE 15 

LENGTH OF  TIME IN CARE ER  

F reque ncy 

33  
3 7  
9 3  

223 
315 
200 
128 

n=1029 -

TABLE  16 

I MP L I C I T  DRESS CODE 

Strong ly  
Mean  D i sagree 
Score 1 2 

Percent 

3 

Percent 

3 . 2 
3 . 6 
9 . 0  

2 1 . 7 
30 . 6  
19 . 4  
12 . 5  

100 . 0 

Strong l y  
Agree 

4 5 

· I fee l there i s  an 
unwri tten expected dress  
code for  wome n i n  my 
wor k  p l ace 2 . 63 18 . 3 1 5 . 5 2 0 . 5 .22 . 0 23 . 7  
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Code , whereas 70 p ercent o f  Rabo 1 t  • s ( 1985) reported.  Th i s  may 

be due to the  d i f fe rence i n  res ponde nts . Rabol t 1 s respondents c o n­

s i s ted of 94 percent caree r- o r i e nted women and  6 percent j u s t- a- j ob 

wome n ; whereas t h e  present s tu dy i nc l uded 68 p e rc e n t  and 32 percent 

respec t i v e l y .  

T i me P re s s u re 

Mean s co re 3 . 17 wi th  p o s s i b l e  range from 1 to 5 i nd i c ated that 

respondents as a group n e i ther d i s ag re e  n o r  agree w i t h  the  t i me 

press u re s tatement ( Tab 1 e 17) . However , 46 percent o f  responde nts 

reported they fe l t  t i me p re s s ure when s hopp i ng for  a n  emp l oyed out­

f i t ,  wh i l e  one  t h i rd o f  res pondents d i d  not ( 34 perc e nt ) .  F o r  

further research , i t  wou l d b e  i nfo rma t i ve t o  a s k  emp l oyed women the 

mos t  conve n i e n t  t i me and date for  s ho pp i ng.  

Mar ket C haracte r i s t i c s  

Type o f  Store 

Re spondents s hopped for emp l oyment app are l most  frequent l y  at  

departmen t  stores ( 42 . 0  perc e n t ) and s pec i a l ty stores  ( 24 .  4 p e r­

cent)  ( Tab l e 18) . Th i s  res u l t  i s  s i m i l ar to Cas s i l • s  ( 1985) 

( 55. 7 percent , 19 . 7  perc e n t , respect i v e l y ) . Edmond ( 1979)  fou n d  

t hat mos t  emp l oyed women i n  h e r  s u rvey s hopped f o r  t he i r  o u t f i ts 

at  departme nt s tores and s pec i a l ty s t o re s , b u t  o n l y  2 p e rcent 

s h opped at d i scount store s . Howeve r ,  16 percent o f  the res po nd­

ents i n  the present s tudy and 8 perc e n t  of C as s i l 1 s ( 1985) reported 

that they s hopped at  d i s co u n t  s to re s .  Thi s may b e  due to the  



Vari a b l e 

· I often fee l t i me p re s sure 

82 

TABL E  1 7  

T I ME P RESSURE 

Strongly 
Mean D i sagree 
Score 1 2 

Percent 

3 

Strong ly  
Agree 

4 5 

whe n I s hop for c l othes 2 . 63  18 . 3 15 . 5 20 . 5 2 2 . 0 23 . 7 

TAB LE 18 

TYPE OF  STORES  FOR PURCHA S E  OF EMPLOYMENT OUTF IT  

Type o f  Sto re Frequency Percent 

Spec i a l ty 237  24 . 4 
Department 415 42 . 0  
Mai l order 53 5 . 3 
D i scount 151 15 . 9  
C l oth i ng C h a i n 92 9 . 1 
I s ew i t  myse l f  35 3 . 1 
I have i t  s ewn 15 0 . 1 
Others 13 0 . 1 

n=lOll 100 . 0 
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n umber o f  d i sco unt stores has  recent l y  i ncreased .  Thi s f i nd i ng 

confi rms B e l l e nger ' s ( 1980 ) study that mode rn wome n ' s  l i fe s ty l e 

s i gni f i cant ly  re l ated to reta i l patro nage for d i scount store .  

I nformat i on Search Act i v i t i e s  

A f i ve-po i nt sca l e was emp l oyed t o  obta i n esti mates o f  the  

t i me spent  o n  each  act i v i ty :  ( 1 )  n o  t i me a t  a l l ;  ( 2 )  u p  to 1 hour ; 

( 3 )  1 to 3 hours ; (4 )  3 to 6 hours ; and ( 5 )  6 - 10 hours . Ave rage 

scores from the same e for each i nformat i o n  search  acti v i ty are 

prese nted i n  Tab l e  19 . 

The most  frequent i nfo rmat i on searc h  made for emp l oyment  

appare l were " l oo k i ng around  the store" , " l ook i ng at d i s p l ays o f  

c l oth i ng i n  retai l stores 1 1 , a n d  1 1 read i ng fas h i on magaz i nes 11 , i n  t hat 

order ( mean score 2 . 7 9 , 2 . 60 ,  and 1 . 99 , res p ec t i v e l y  on  a 5 - po i nt 

sca l e ) .  About 20 percent o f  respondents i nd i cated spend i ng thre e  

to ten hours i n  l oo k i ng  around store o r  l oo k i ng a t  d i s p l ays o f  

c l oth i ng , wh i l e  about  3 0  percent spent o n e  t o  three  hours i n  the se 

acti v i t i e s .  About hal f of  the respo ndents repo rted spend i ng 

between  o ne and three  hours i n  read i ng fas h i o n  magaz i nes o r  

reta i l store cata l ogs . 

Th i s  study appears to be s im i l ar i n  part to one by Po l egato 

and Wa l l ( 1980 ) .  The i r res earch was t o  determ i ne whether fas h i on 

l eade rs cou l d  be  d i fferenti ated from fo l l owe rs wi th  respect to the 

use  of  fas h i o n  i nfo rmat i on s o u rces amo ng undergraduate students . 
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TAB L E  19 

I NFORMAT ION  SEARCH ACTI V I T I E S  CHARACTE R I STICS  
OF  RESPONDE NTS 

No Up to 
Mean T i me Up to 
Score at a l l 1 h r .  

. Loo k i ng  around the store 2 . 79 4 . 5 40 . 2  

. Loo k i ng at d i sp l ays o f  c l oth i ng  
i n  reta i l stores 2 . 60 12 . 1  39 . 6  

• Read i ng fas h i o n  magaz i nes 1 .  99  40 . 2  3 2 . 4 
• Read i ng reta i l store cata l ogs  1 .  9 1  42 . 3 40 . 0  
· Read i ng general  women ' s  magaz i ne s  1 .  82 49 . 1 28 . 5 
. Read i ng advert i sements i n  

newspaper 1 .  79 76 . 7  14 . 9  
• Read i ng general  i nterest magaz i nes  1 .  70  56 . 5  24 . 4  
· Read i ng newspaper  art i c l es 1 .  70  55 . 8  26 . 4  
• Tal k i ng to s a l e speop l e  1 .  52 6 0 . 2 30 . 8  
· Tal k i ng to your fr i ends/career 

co l l eagues about new c l othes 
o r  stores  1 .  51 59 . 4  3 3 . 0 

• Tal k i ng  to your  fami l y  1 . 47 63 . 6  27 . 3  
· Read i ng appare l manufacturers 

b rochure 1 .  47 69 . 1  20 . 0  
• Read i ng women 1 s  bus i ness 

magaz i nes  1 . 46 7 1 . 3 16 . 4  
· Watc h i ng  TV programs 1. 35 76 . 7  14 . 9 
. Read i ng general  bus i ness 

magaz i nes  1 .  35 76 . 7  14 . 9 
. L i sten i ng rad i o  adverti s ements 1 .  26  82 . 2  12 . 4  
· Attendi ng fas h i on shows 1. 23  86 . 9  7 . 8 
· Watc h i ng TV commerc i a l s  1 .  21  84 . 3  11. 6 
· Read i ng 11 dre s s  for s ucce s s 11 1 .  20 91 . 8  4 . 8 
· Tal k i ng  to personal  s hoppers 

or wardrobe cons u l tants 1 . 17 60 . 2  30 . 8 
• Parti c i pati ng i n  sem i nars for 

1 1 dre s s  for s ucce s s 1 1  1 . 14 88 . 5  7 . 9 

1- 3 3-6  6 - 10 
h r s .  hrs . hrs . 

3 5 . 0 12 . 5 7 . 8 

3 0 . 0 12 . 9 5 . 4 
19 . 1  5 . 1 3 . 2 
15 . 9 5 . 5 2 . 3 
15 . 2 5 .  9 1 .  3 

6 . 0 1 . 7 . 6  
13 . 3  4.  3 1 .  5 
11 . 8 4. 3 1 .  7 

6 . 4  1 . 6 1 . 0 

5 . 4  1 . 7 . 5 
7 . 3 1 . 3 . 4  

6 . 5 3 .  3 1 . 1 

8 . 2 3 . 2 . 9  
6 . 0  1 . 7 . 6 

6 . 0 1 . 7 . 6 
3 . 4  1 . 3 . 8  
3 . 6 1 . 4 . 3  
2 . 9 . 6 . 6  
1 . 8 . 9  . 7 

6 . 4  1 . 6 1 . 0 

2 . 2 . 8  . 6 
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A l though the res u l ts s howed that there were d i ffe rences i n  the 

vari ety of sources  u sed by 1 eaders and fo 11 owe rs i n  the compre­

hens i on stage of the adopti on proces s ,  both groups used  i n- store 

d i sp l ay ,  wi ndow s hopp i ng ,  and  fas h i o n  magaz i ne s  most  frequen t l y  for 

i nformat i on s o u rces . Th i s  s uggests that a cant i nuous  and  emp ha­

s i zed effort to p resent  attracti ve d i sp l ays i n- s to res  and adverti s­

i ng i n  the fas h i on magaz i ne s  s h ou l d  be  a worthwh i l e  i nvestment.  

The respondents of the  present  s tudy were more l i ke l y  to 

uti 1 i ze  p r i nted medi a  ( i . e . , reta i l s to re magaz i ne s , n ewspapers , 

and  genera l  magaz i ne s , etc . ) than the other i nformati o n  s ources 

( i. e . , persona l  sources  and te l e v i s i on ) . Th i s  res u l t confi rms 

H i rschman ' s ( 1979)  f i ndi ngs that emp l oyed women d i sp l ayed greater 

usage of p r i nt  medi a ,  whereas  homemakers exh i b i ted  greater u sage 

of te l ev i s i on .  Homemakers were found  to  p l ace more i mportance on 

thei r fami l i es as  s o u rces  of i nformati on regard i ng  day t i me appare l 

dec i s i on s , whereas emp 1 oyed women p 1 aced more i mportance on  work 

as soc i ates and wor k  s uperi ors for apparel  s e l ect i o n  deci s i o n s . 

The respondents of the present  study tended to  spend  more t i me 

i n  tal k i ng  to  fri ends  o r  career c o l l eagues about c l othes than fami l y  

members . Th i s  i mp l i es that d i rect advert i s i ng to career co l l eagues  

wou l d  be  worthwh i l e . 

The  maj o r i ty of respondents i nd i cated spend i ng  n o  t i me at a l l 

1 n  the fo l l owi ng  f i v e  acti v i t i e s :  read i ng  1 1 dre s s  for s ucces s 11 , 91 . 8 

percent ; part i c i pati ng i n  s em i nars for " dre s s  for s ucces s , 88 . 5 

percent ; attendi ng fas h i o n  s hows , 86. 9 percent ; watc h i ng te l evi s i on 

commerc i a l s ,  84 . 3 p ercen t , and l i sten i ng rad i o  advert i s ements , 
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82 . 2  percent ) .  The refo re , it  wou l d  not  be effect i ve  way fo r re­

tai l ers or marketers to uti l i ze these i nformati on med i a  to reach 

the empl oyed  women • s  ma rket.  

S ixty percent of  � spo c:Jents d i d  not spend any t i me ta l k i ng 

to personal  s hoppers or wardrobe cons u l tants . Th i s  may be  due to 

the fact that not  every s tore has  personal  s hoppers or  consu l tants 

ava i l ab 1 e .  Th i rty one p e rcent of  respondents repo rted  that they 

spent up to one hour  for i nformati on  o n  thei r emp l oyment outfi t 

wi th personal  s hoppers o r  wardrobe consu l tants . T h i s m i ght be 

exp l a i ned by Wa l l ach ' s report that much has been wri tten recent l y  

about persona l  s hoppers a n d  other retai l s e rv i ces  f o r  t h e  emp l oyed 

women , as a trend i n  the reta i l i ndustry .  A l though apparent ly  these 

may be  ut i l i zed  currentl y by a s e l ect group of  emp l oyed women ,  they 

may become u n i versal l y  i mportant as sources o f  i n format i on  i n  the 

near future . 

Hypothes i s  I 

Hypothes i s  I .  I nformati o n  search acti v i ti e s  i n  c l oth i ng deci s i on 

mak i ng wi 1 1  fo rm d i fferent patterns among emp 1 oyed 

women .  

F i ve factors were extracted represent i ng d i fferent patterns  

under ly i ng the i n fo rmati o n  search acti v i ti es  used  by femal e  con­

s umers for the se  1 ect ion  o f  emp 1 oyment appare 1 .  Therefo re , 

Hypothes i s  I was accepted . Facto r  l oad i ngs and the percent of  

vari ance exp l a i ne d  by each facto r are 1 i s ted i n  Tab l e  20 . 
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TABL E  20 

I NFORMATION SEARCH ACT I V I T I ES FACTO RS 

Facto rs 

Factor  1 ( P ri nt-Ori ented Searcher)  

· Read i ng general  b u s i nes s  magaz i nes  
· Read i ng wome n 1 s  b u s i nes s magaz i ne s  
· Read i ng ge nera l  wome n 1 s  magaz i ne 
· Readi ng fas h i o n  magaz i ne s  
· Readi ng genera l i ntere s t  magazi ne s  
· Read i ng adve rti sements i n  newspape r 
· Read i ng newspaper arti c l es 

Facto r 
Load i ngs  

. 79 

. 77 

. 74 

. 65 

. 61  

. 56 

. 56 

Facto r  2 (Aud i o- V i s ua l  Ori ented Searc he r )  

· Watc h i ng  T V  commerc i a l s 
• Watc h i ng TV p rograms 
• L i ste n i ng rad i o  adverti sements 

Factor 3 ( Sto re I ntens i ve Searc her)  

• Look i ng at  d i s p l ays of  c l o th i ng 
i n  reta i l sto re s  

· Look i ng around the s tore 
· Read i ng reta i l s tore cata l ogs 

Facto r 4 ( P ro fe s s i ona l  Adv i ce Searc he r )  

• Tal k i ng t o  persona l  s hoppers 
or  wardrobe cons u l tants 

· Parti c i pat i ng i n  s em i nars for  
1 1 d re s s  f o r  s uc ce s s 11 

Factor 5 ( P a l  Adv i ce Searc he r )  

· Tal k i ng to  your  fr i e nds/caree r 
col l eagues about new c l othes 
o r  stores 

· Tal k i ng to your fam i ly/re l at i ves  

. 85 

. 84 

. 80 

. 80 

. 80 

. 60 

. 80 

. 76 

. 80 

. 79 

Vari ance 
Exp l a i ned 

by Each Facto r 

3 . 58 

2 . 50 

2 . 42 

1 .  87 

1.  51  
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Factor 1 was l abe l ed Pr i nt O r i e nted Searcher i nc l ud i ng seven 

i tems concern i ng read i ng s everal  ki nds of  magaz i nes  and newspaper  

on  fas h i o n .  Femal e s  who fe l t that they spent more t i me i n  read i ng 

magaz i nes  o r  newspape r  fo r i nformat i on on  the i r emp l oyment outf i t 

scored  h i gh on  th i s facto r .  

Facto r 2 ,  l ab e l ed  Aud i o-V i sua l O r i ented Searche r ,  i nc l uded 

th ree i tems re l ated to te l ev i s i on and radi o .  Women who scored  

h i gh o n  th i s  factor tend  to be i nf l uenced by te 1 e v i  s i on program , 

te l ev i s i o n  commerc i a l s and rad i o  adverti s ement .  

Factor 3 ,  Store I ntens i ve Searcher , was composed o f  three  i tems . 

Femal e s  who s ought most i nformat i on o n  the i r  emp l oyment  o utfi t dec i ­

s i on at reta i l store by l oo ki ng at d i sp l ays , l oo k i ng  around the 

store , o r  read i ng reta i l s to re cata l ogs scored h i gh on  th i s  factor .  

Factor 4 was l abe l ed Pro fes s i ona l  Adv i ce Searcher and i nc l uded 

tal ki ng to persona l  s hoppe rs and wardrobe con s u l tants , and part i ­

c i pat i ng i n  s em i nars for 1 1 dre s s  for s ucces s 11 • F ema l es  who spent 

more t i me i n  seek i ng p rofes s i ona l  adv i ce scored h i gh on  th i s  factor .  

Factor 5 ,  Pa l  Adv i ce  Searche r ,  i nc l uded two i tems ( fr i ends/ 

career c o l l eagues , fam i l y/re l at i v es ) .  Fema l es  who scored  h i gh on  

th i s  factor i nd i cated they spent  more  t i me i n  s ee ki ng  i nformat i on 

o n  the i r outf i ts from tal ki ng fri ends o r  fami l y .  

Store i nten s i ve s earc her a n d  p a l  adv i ce s earcher i dent i f i ed i n  

th i s  s tudy appeared s i mi l ar to those  observed i n  p re v i o u s  stud i es 

for a vari ety durab l e  good s .  However , p r i nt- o r i e nted , profes s i ona l  

adv i ce , and  audi o- v i s ua l  searcher are more  l i ke l y  to  be new. Th i s  
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may be due to the u n i que character i st i c s  of c l oth i ng as hav i ng h i gh 

personal  re l evance o r  i nv o l vement .  

Tes t i ng Hypothe s i s  I I  

Hypothes i s  I I .  I nformat i on  search patterns  w i  1 1  b e  re 1 a ted to 
the fo l l owi ng var i ab l es :  

The 

a .  Cons umer C haracter i st i cs  

b .  

c .  

d .  

f i ve patterns 

1. L i fe- sty l e 
2 .  Se l f- co nf i dence i n  c l ot h i ng  
3 .  Demograp h i c s  
4. Pract i ces  

S i tuat i ona l  C haracter i s t i cs  
1. T i me Pres s ure 
2 .  Imp l i c i t  Dress  Code 
3 .  Length o f  T i me i n  Emp l oyment 

P roduct Characteri s t i c s  
1. Type of Outf i t  
2 .  P r i c e  of O utfi t 
3 .  Eval uat i ve Cri ter i a  

Mar ket C haracte r i s t i c s  
1. Type of Store 

of i nformat i o n  s earch deve l oped from 

Hypothes i s  I were used  as dependent var i ab l es  and the remai n i ng 

fo rty- three vari  ab 1 e s  were used  as i ndependent vari  ab 1 e s  to te st  

Hypothes i s  I I .  

Three stat i st  i ca 1 p rocedures were used to te s t  Hypothes i s  I I .  

F i rst , Genera l  L i near Mode l w i th Mul t i p l e  Regres s i on was perfo rmed 

to e l i m i nate i ndependent vari ab l e s wh i ch d i d  not contri bute to each 

mode l ( Step 5 i n  F i gure 6) Type I SS  ( Sum of Square s )  and 

Type I I I  SS  were used to dete rm i ne wh i c h vari ab l es to i nc l ude at 

. 10 s i gn i  f i  cance 1 eve 1 .  Stat i st i c i ans  have genera l l y  accepted the 
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use of the . 10 s i gn i fi cance l ev e l  at the e l i m i nati ng stage of t he 

mode l ( Sanders , 1985 ) .  

If  an  i ndependent var i ab l e  was s i gn i f i cant for any of f i ve 

i nformat i on searcher mode l , i t  was i nc l ude d .  A s  a res u l t ,  the 

total of twenty s i x  vari ab l es out  of forty- two we re i nc l ude d :  

se l f-confi dence i n  dres s , f i ftee n  l i festyl e factors , two eval ua­

t i ve c r i te r i a  facto rs , three demograp h i c  var i ab l es , thre e  prac­

t i ces  var i ab l e s , the pri ce of outf i t ,  and t i me pre s s ure . Tab l e  2 1  

provi ded wh i ch vari ab l es were i nc l uded a n d  exc l uded. 

Secondl y ,  stepwi se  p rocedure was performed to f i nd reaso na b l y  

1 1 best 1 1  ten i ndepe ndent var i ab l es ( on l y  conti nuous  var i ab l es )  to be 

i nc l uded in  each fi n a l  mode l ( Step 6 i n  F i gure 6 ) .  Type  I I I  SS 

was used  to  determ i ne whi c h  vari ab l e  to i nc l ude at  . 05 l eve l . 

The  f i na l  procedure , G LM ,  wi t h  Mu l t i p l e  Reg re s s i on was run  for 

each mode l separate l y  ( S tep 7 i n  F i gure 6 ) .  The res u l ts a re p re­

se nted i n  Tab l e  22- 1 thro ugh 26- 2 .  The h i g h l y  s i gn i f i cant  F tes t  

( p  < . 00 1 )  fo r each mode l ( Tab l e  22-1  through Tab l e  26- 2 )  i nd i cated 

i nf l uence of se 1 ected  i ndependent vari ab 1 es on e ac h  i nformati o n  

search patte r n , s ugge s t i ng Hypothes i s  I I  was accepte d .  

Pr i nt Or i ented Searcher .  The  Pr i n t  Ori ented Searcher mode l 

i nc l uded se l f- co nfi dence i n  dres s ,  t i me p re s s u re , s oc i a l d i rected­

ne s s  eva l uati ve c ri teri a ,  s i x  l ife s ty l e d i me n s i on s  ( trad i ti o n a l  

v i ew o f  women ,  fash i on consc i o u s ne ss ,  se l f- co nf i de nce , op i n i on 

l eaders h i p ,  trave l proneness ,  and  p l anned  s hopper .  Educat i on 

( c l as s i f i cati on vari ab l e )  wh i c h  was s i gn i fi cant at . 05 l eve l for 



Cons umer 
Character­
i st i c s  

Product 
C haracter­
i st i c s  

Si tuat i on a l  
Cha racter­
i s t i c s  

Market 
C ha ra c te r­
i st i c s 

TABLE 21 

I NDEPENDENT VARIABLES 

Retai ned V a r i a b l e s  

( a )  Se l f-Con fi dence i n  C l othi ng 

(b) l i festyle Factors (15) 

· Cred i t Uses · Attract i veness 
·Conse rvat i sm ·Trave l P ronenes s 
· Pr i ce Consc i o usness · Contemporar i ne s s  
· Trad i t i onal V i ew o f  Women · P ro Educat i on 
·Sel f-Conf i dence · Phy s i c al Acti v i ty 
· Opi n i o n  Leade rs h i p  • P l anned Shopper 

Un reta i ned Var i ab l es 

( b )  l i festy l e  Factors (4) 

· Trad i t i o na l Househo l d  
Management 

· Game Acti v i ty 
· Soc i a l  Act i v i ty 
• C hange Proneness 

• F a s h i on Cons c i ousness • I nformat i on Seeker 
· F i nanc i a l Pes s i mi sm f rom f r i e nds 

( c )  Demographi cs (3) 

(d) 

· education 
· urban i ty 
· the number of fami l y  

o f  d i fferent re ta i l stores 
s tore v i s i t s  
phone c a l l s  to stores 

( a )  Eval uati ve C r i te r i a Factors (2) 
• Other peop l e di rectednes s  
· Appropr i atenes s 

( b )  P r i ce of Out f i t s 

( c )  Demograph i c s (8) 

· age 
· ma r i ta l  s tatus 
• geographi c a l  regi on 
· race 
· occupat i on 

v i s i ted 

( c )  Type of outf i t  

· The amount of money 
spent on wardrobe 

· personal i ncome 
· tota l househo l d i ncome 

( a )  T i me press ure ( b )  Length of T i me i n  Career 
( c )  I mp l i c i t  Dress Code 

( a )  Type of Store 

1..0 
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the f i rst GLM procedure wa s a 1 so i nc 1 uded.  Even though R2 va  1 ues 

o f  the regre ss i on o f  pri nt or i ented searc her s h owed that the re l a-

t i on s h i p  betwee n  p r i nt or i e nted sea rc h  patte rn and the i ndependent 

va r i ab l es set i s  not very strong , i t  i s  h i gh l y  s i gn i fi cant 

( p  < . 001 ) ( see Tab l e  22 ) .  Tab l e  22 showed standard i zed re-

gres s i on coeffi c i ent for  the p r i nt  ori e nted s earch mode l . S e l f-

conf i dence i n  d res s , t i me pre s sure , and trad i t i ona l  v i ew of  women 

s howed negati ve coeff i c i e nts , whi l e  soc i a l d i rectednes s ,  fas h i on 

consc i o u s ne s s , s e l f- conf i dence , op i n i on l eade rs h i p ,  trave l prone-

nes s , and p l anned  s h opper i nd i cated pos i t i ve coeffi c i ents . Trad i -

t i onal  v i ew o f  women was not s i gn i f i c ant.  Therefore , p r i nted 

o r i ented searche r • s profi l e  was charac te ri zed as fo l l ows : 

1 .  Most  1 i ke l y  t o  read several  k i nds of  magazi nes  such  as 
bus i ne s s  magaz i nes , fas h i on magaz i ne s , and gene ra l  i nter­
e s t  magaz i nes , and advert i sements or art i c l es i n  newspape r 
for i n format i on on  emp l oyme nt c l oth i ng 

2 .  Les s  l i ke l y  to be s e l f-conf i dent  i n  dre s s  
3 .  Le s s  l i ke l y  to fee l t i me pre s s ure 
4 .  Tends  t o  u s e  soc i a l l y  d i rected c r i teri a when s e l ect i ng an  

emp l oyment outf i t  ( i . e . , p rest i ge ,  sexy ,  b rand and store 
name , and fas h i onab l e ) 

5 .  Has fas h i on consc i ous  l i festyl e 
6 .  More l i ke l y  to have se l f- conf i dent l i fe s tyl e 
7 .  Cons i ders herse l f  op i n i on l eader 
8 .  I s  trave 1 p ro neness  
9 .  Tends  to  p l an be fore shopp i ng 

The Aud i o-V i s ua l  Searcher 

The Aud i o-V i sua l  Searcher mode l was composed  of  two eval uat i v e  

cr i ter i a ( s oc i a l d i rectedne s s  and appropr i ate ne s s ) , four l i festy l e 

facto rs ( co n servat i sm ,  op i n i on l eaders h i p ,  f i nanc i a l pes s i m i sm and 

p ro-educati on) , the numbe r of p hone ca l l s  to stores , the p r i ce of  
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TAB LE 22 

REGRESS ION OF P R I NT-ORI ENTED SEARCHER PATTERN (N =741 ) 
AND STANDARD I Z ED REGRESS ION  COEFF I C I ENT 

Source  df  Sum of Squares 

Model  
Error 
Tota l 

15 
725 
740 

Source/Parameter 

Consumer Character i s t i c s  

6 5 . 5 
633 . 4  
698 . 9 

S e l f- Conf i dence i n  Dre s s  b 
Trad i t i ona l  v i ew of  wBmen 
Fas h i on consc i o�s ne s s  
Se l f- conf i dence b Op i n i on l eade rs h�p 
Trave l p ro nenesB P l anned s hopper 

Product C haracte r i st i c 

Soc i a l d i rectednes sa 

S i tuat i ona l  Characte r i sti c 

T i me pre s s u re 

Mean Square 

4 . 37 
0 . 87 

F Va l ue R2 

5*** . 10 

F va l ue  � - est imate 

4 . 51* 
3 . 01 
6 . 06** 
8 . 55** 

15 . 79*** 
3 . 59* 
5 . 21* 

9 .  77** 

2 . 33* 

- . 03 * 
- . 06 

. 09** 

. 11** 

. 14*** 

. 07* 

. 08* 

. 11 ** 

- . 05 * 

afacto r extracted from eval uat i ve c r i ter i a of  emp l oyment 
outf i t .  

b Factors extracted from l i fe s ty l e .  
* p < . 05 

** p < . 01 
*** p < . 001  
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outfi t ,  and educat i on .  The R2 va l ues  o f  aud i o- v i s ua l  o r i ented 

searcher pattern was . 14 wi th . 001  s i gn i f i cance l eve l  ( Tab l e  23 ) . 

Appropr i atenes s ,  op i n i on l eaders h i p  and p r i c e  of  outf i t  s howed 

negat i ve standard i zed regress i on coeffi c i e nts , wh i l e  soc i a l  

d i rectednes s ,  fi nanc i a l pe s s i m i sm ,  pro- educati o n , and phone ca l l s  

to stores p r i or  to purc hase i nd i cated pos i t i ve standard i zed regre s-

s i on coeff i c i e nts ( Tab l e 23 ) .  Conservat i sm was not s i gn i f i cant .  

There fore , aud i o- v i s ua l  o r i e nted searc he r 1  s profi l e  can  be des-

c r i bed  as the  fo l l owi ng :  

1 .  Most  l i ke l y  to  watc h TV  commerc i a l s and  TV  programs for  
i n format i on 

2 .  Most  l i ke l y  to l i sten to rad i o advert i s ements for i nfor­
mat i on 

3 .  More l i ke l y  to use  soc i a l l y  d i rected c r i te r i a 
4 .  Le s s  1 i ke l y  t o  cons i de r  appropri ateness  c r i te r i a s uch  a s  

s u i tab i l i ty t o  i nd i v i dua l , appropr i atene s s  fo r occas i on , 
and good f i t  when s hopp i ng for an  emp l oyme nt appa re l 

5 .  Le s s  l i ke l y  to b e  s e l f-de s i gnated op i n i o n  l eade r 
6 .  Te nds t o  be  f i nanc i a l l y  pe s s i m i s t i c  
7 .  Te nds t o  th i n k co l l ege educat i on i s  i mportant 
8.  More l i ke l y  to make p ho ne ca l l s  to store pr i or  to purchase 
9 .  Le s s  l i ke l y  t o  buy expe ns i ve outfi ts 

The Store- I ntens i ve Searc he r .  The Store I nten s i ve Searcher 

mode l i nc l uded s e l f- conf i de nce i n  dre ss , soc i a l d i rectedne s s  

eva l uat i ve cr i teri a ,  four l i festy l e  d i me ns i o n s  ( trad i t i ona l  v i ew of  

women , fas h i o n  con s c i ousnes s , attrac t i vene s s , co ntemporari nes s , 

pri ce consc i ou s nes s ) , the tota 1 number o f  d i ffe re nt reta i 1  sto res  

v i s i ted , the  tota l number o f  store v i s i ts ,  educat i on , and  fami l y .  

The R2 v a  1 u e  o f  the regre s s i o n  o f  s tore i ntens i ve search was 

the h i ghe s t  of the f i ve ( R2 
= . 16)  ( Tab l e  24 ) .  S e l f-confi dence 
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TAB LE 23 

REGRESS ION OF  AUD IO-VI SUAL O R I ENTED SEARCHER  PATTERN ( N=744 ) 
AND STANDARD IZED REGRESS ION COE F F I C I ENT 

Source  df  S um of Squares 

Model 
Error 
Tota l 

14 
729 
743 

Sourc e/Parameter 

Consumer Character i st i c s 

C . b onservat 1 sm b Op i n i o n  l eaders h i p  b F i nanc i al PesB i m i sm 
Pro educat i o n  

100 . 2 
600 . 2 
700 . 4  

Phone ca l l s  to stores p r i o r  to p u rc hase 

Product Character i s t i c s  

Soc i al d i rectedne s sa 

Appropri ateness  a 

Pri ce o f  outf i t 

Mean Square 

7 . 16 
0 . 82 

F Va l ue R2 

8 .  70*** . 14 

F va l ue � - e s t i mate 

1.  91 
6 . 79**  
4 . 59* 
6 . 46 * 

11 . 34***  

2 7 . 91*** 
9 . 01**  
7 . 54** 

. 0 5 
- . 09**  

. 07* 

. 09* *  

. 2 1  ***  

. 19***  
- . 10**  
- . 10* *  

afactors extracted from eva l uat i ve c r i te r i a o f  emp l oyment 
outf i t .  

bFactors extracted from l i festy l e .  

* p < . 05 
**  p < . 01 

p < . 001  *** 
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i n  dres s , s o c i a l  d i rectedness , and trad i t i ona l  v i ew of women i ndi -

cated negat i ve standard i zed regres s i on coeffi c i ents , wh i l e  fas h i o n  

consci ous nes s ,  attract i vene s s , contemporar i ness , the tota l number 

of  di fferent reta i l sto re s v i s i ted , the tota l number of store 

v i s i ts ,  and n umbe r  i n  fam i l y  showed pos i t i ve standard i zed regres s i o n 

coeffi c i ents ( Tab l e  24 ) .  Pr i ce consc i ousness  was not s i gn i f i cant . 

There fore , Store I ntens i ve searche r ' s profi l e  was deve l oped as  the 

fol l ows : 

1 .  Most l i ke l y  to l oo k  at d i sp l ays of  c l oth i ng i n  retai l 
store 

2 .  Tends t o  1 ook  at severa 1 sto res 
3 .  Most  l i ke l y  t o  v i s i t  several  d i fferent sto res 
4 .  Mos t l i ke l y  to  read reta i l store catal ogs  
5 .  L e s s  l i ke l y  to  have s e l f-conf i dence i n  dre s s  
6 .  L e s s  l i ke l y  to u s e  soci a l ly  d i rectedness  c r i te r i a when 

s e l ecti ng emp l oyment appare l 
7 .  More l i ke l y  to have fas h i onab l e  l i fe s tyl e 
8 .  More l i ke l y  to  l ook  attract i ve 
9 .  Tends  to th i n k dres s i ng we l l  i s  an i mp o rtant part  of her 

1 i fe 
10 . More l i ke l y  to have contemporary l i festy l e ( i . e . , gave or  

attended a d i nner party wi th w i n e )  
1 1 .  More l i ke l y  to have more fam i l y  members 

The Profes s i ona l  Adv i ce Searcher .  The Pro fe s s i ona l  Adv i ce 

Searcher mode l i nc l uded soc i a l d i rectne s s  eva l uat i ve c r i te r i a ,  f i ve 

l i festy l e d i mens i on s  ( c red i t  uses , p r i ce consc i ousnes s ,  s e l f-con fi -

de nce , i nformat i o n  s e e ker  from fri e nd s , and p 1 an ned s hoppe r ) , the 

p r i ce of outf i t , and the tota l number of  d i ffe rent reta i l store 

v i s i te d .  

T h e  R2 v a l ue of  p ro fe s s i ona l  advi ce search was . 14 wi th . 00 1  

s i gn i fi cance l eve l  ( Tabl e 25 ) .  C red i t  uses and pr i ce  cons c i ous­

ness  s howed negat i v e  standardi zed regres s i on coeff i c i e nts , wh i l e  
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TAB LE 24 

REGRESSION  OF STORE  I NTENS IVE  S EARCHER PATTERN ( N=742 ) 
AND STANDARD IZED  REGRESSION COEFF I C I ENT 

Source  df  S um of Squares 

Mode l 
Error 
Total 

16 
725 
741 

Source/Parameter 

Consumer Characte r i s t i cs  

118. 1 
6 2 1 . 1 
739 . 2 

S e l f-confi dence i n  dress  b Trad i t i ona l  v i ew o f  wsmen 
Fas h i o n  cons c i su s ne s s  
Attrac ti venes s  b Contemporari ne s s  
The total  n umbe r of  d i ffere nt retai l 

s to re v i s i te d  
The tota l n umbe r  o f  s tore v i s i ts 
Number o f  fam i l y  b Pri ce  consc i ousnes�  

Product Chracter i sti c 

Soc i a l  d i rectednessa 

Mean Sq uare 

7 . 38 
0 . 86 

F Va l ue R2 

8 . 62***  . 16 

F v a l ue  � - est i mate 

6 . 94**  
15 . 02*** 

4 . 23* 
6 . 22* 
5 . 93* *  

19 . 44*** 
6 . 23**  
4 . 58* 
2 . 17 

4 . 00* 

- . 03**  
- . 13*** 

. 08* 

. 09* *  

. 09* *  

. 13*** 

. 08* 

. 05* 

. 05 

- . 07* 

aFactor extracted from eva l uati ve  c r i te r i a 

bFactors extracted from l i fe s ty l e .  

* p < . 05 
* *  p < . 01 

* * *  p < . 00 1  
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d i rectedness , s e l f- confi dence , i nformat i on seeke r  from fri ends , 

pr i ce of  outfi t ,  the tota l number of  phone ca l l s  to sto res had pos i -

t i ve standard i zed  regres s i on coeff i c i ents . The total number of  d i f-

ferent reta i l sto res v i s i ted  was not s i gn i f i cant ( fab l e  25 ) .  

The P rofess i ona l  Adv i ce Searche r • s prof i l e  was characte ri zed be l ow : 

1 .  Most  l i ke l y  to tal k t o  persona l  shoppers o r  wardrobe con­
s u l tants 

2 .  Te nd to part i c i pate i n  semi nars for 1 1 dre s s  for succe s s 1 1 
3 .  Mo re l i ke l y  to use  soc i a l l y  d i rectedne s s  c r i te ri a  when 

s e l ect i ng an  emp l oyment o utf i t 
4 .  Les s  l i ke l y  t o  u s e  c red i t  o r  charge cards 
5 .  Tend to have s e l f- conf i dent l i fe s ty l e 
6 .  Mo re l i ke l y  to s e e k  o u t  the adv i ce of  h e r  fri e nds  regard-

i ng b rands or product 
7 .  Most  l i ke l y  to buy expens i ve outfi ts 
8.  Tend to make phone ca 1 1  s to stores pr i o r  to purchase 
9 .  More l i ke l y t o  p l an before s hopp i ng .  

T h e  Pa l  Adv i ce Searcher .  The Pa l  Adv i ce Searcher mode l con-

s i s ted  of  s e l f-confi dence i n  dres s ,  two l i fe s ty l e factors ( s e l f-

confi dence and i nformati o n  s ee ke r  from fri ends ) , soc i a l  d i rected-

ness  eval uati ve cr i teri a ,  the pri ce  of  outfi t ,  and the tota l 

number o f  d i fferent reta i l store v i s i ted .  

The  R2 va l ue  o f  Pa l  Adv i ce Searcher mode l was  the l owes t  

( R2 
= . 08 )  of  t h e  f i ve mode l s  and was s i g n i f i cant a t  . 001  l eve l 

( Tab l e 26 ) .  S e l f-confi dence i n  dres s and  general  s e l f- conf i dence 

had negat i ve standard i zed regress i on coeffi c i e nts , wh i l e  i n forma-

t i o n  s e e ke r  from fri e nds and the tota l numbe r  of store v i s i ts had 

pos i t i ve s tandard i zed regre s s i on coeff i c i ents (Tab l e 26 ) .  Pri ce  

o f  outf i t  and soc i a l d i rectednes s we re not s i gn i f i cant . The pro-

f i l e  of  Pa l Adv i ce s ea rcher was desc r i bed as fo l l ows : 
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TAB LE 25 

REGRESSION OF  PROFESS IONA L  ADV I C E  S EARCHE R  PATT E RN ( N=744 ) 
AND STANDARDIZED  REG RESS I ON COEFF I C I ENT 

Sourc e  df  S um of  Squares 

Mode l 
Error 
Total 

9 
734 
743 

Source/Parameter 

Consumer C haracte r i s t i cs  

Cred i t  u s e s  b 
b 

95 . 3  
5 77 . 3 
672 . 6 

P r i ce cons c i o u s9e s s  
S e l f-conf i dence b I n format i on s e e ke r  from fr i ends  
The  total n umbeb of phone  ca l l s  to  
P l anned s hopper 

P roduct Characte r i s t i c  

Soc i a l d i rectedn e s sa 

P r i ce o f  outfi t 

Mean Square 

s tores 

10 . 6  
0 . 8 

F va l ue  

9 . 69** 
2 . 48 
8 . 82** 
6 . 14** 

38 . 76*** 
3 . 38* 

5 . 30* 
8 . 36** 

F Va l ue R2 

1 3 . 47*** . 14 

� - e s t i mate 

- . 10** 
- . 05 

. 10** 

. 08** 

. 38*** 

. 06* 

. 08* 

. 10** 

a factors extracted from e va l uati ve c r i te r i a o f  emp l oyment 
outfi t .  

b Factors extracted from l i festy l e .  
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TAB LE  26 

REGRES S I ON OF PAL ADV I C E  SEARCHER  PATTERN  ( N=742 ) 
AND STANDARD REGRESSION  COEFF I C I ENT 

Source  df  S um o f  Squares 

Model  
Error 
Total 

6 
735 
741 

Source/Parameter 

Consumer Characte r i s t i c s 

61 . 1 
692 . 4  
753 . 5 

S e l f- conf i denceb i n  dres s 
Se l f- conf i dence b I n format i on seeker  from fri ends 
The total n umber of d i fferent retai l 

stores v i s i ted 

Product Character i s t i c s  

P r i ce o f  outfi t 
Soc i a l  d i rectedne s sa 

Mean Square 

10 . 2 
0 . 9 

F va l ue  

3 . 75* 
7 . 95** 

2 3 . 87*** 

14 . 66*** 

2 . 93 
2 . 04 

F Va l ue R2 

10 . 81*** . 08 

� - est imate 

- . 02* 
- . 01** 

. 17*** 

. 09*** 

. 06 

. 05 

afactors extracted from eval uat i ve c ri teri a of emp l oyme nt 
outfi t .  

bFactors extrac ted from l i festy l e .  
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1 .  Most l i ke l y  t o  tal k t o  her fri ends/career c o l l eagues 

and fam i l y/re l atives  about new c l othes and stores 

2. L i ke l y  to l ac k  s e l f-confi dence i n  dre s s  

3 .  L i ke l y  to l ac k  general s e l f-confi dent l i festy l e 

4 .  More l i ke l y  t o  s e e k  o u t  i n formati on from f r i ends about 

brands or products 

5 .  Tend t o  v i s i t  several d i f fe rent store s  

I n fo rma t i o n  s earch act i v i ty a c o n s umer engage i n  t h i s  study 

was a s s umed to be a funct i on o f  n ume ro us factors such as the 

c haracte r i sti c s  o f  the consume r , product , s i tuat i o n ,  and market 

c haracte ri st i cs .  F i gure 7 prov i ded wh i ch c haracte r i st i cs were 

found to be re l ated to the patterns of the i nforma t i o n  searc h .  

Con s umer c haracteri s t i c s  were more re l ated t o  i nformati on search 

patte rns than we re other c ha racteri st i c s  and i nc l uded s e l f- con­

f i de nce i n  dres s ,  t h i rte e n  l i festy l e factors , two demographi c 

vari a b l e s , and three practi ce var i ab l e s .  Product c haracte r i s t i c s  

re l ated t o  i nformat i on s earch p attern i nc l uded two eval uati ve cri ­

teri a and p r i ce o f  o utfi t .  S i tuat i onal  c haracte r i s t i c s  re l ated 

to i nformati on s earch pattern was o n l y  one v ari ab l e ,  t i me pre s s ure .  

Market c haracte r i s t i c  d i d not s how any re l at i o n s h i p .  Therefore , 

i t  i s  reas onabl e  to a s s ume that cons umer c haracter i st i c s  c a n  best 

exp l a i n  the i nformat i on searc h  pattern among emp l oyed fema l e p ur­

c hasers of appare l . 

Based o n  the res u l ts o f  t he hypothes e s , F i gure 8 was deve l ­

oped prov i d i ng a s chemat i c  d i agram of the rel at i o n s h i p  amon g  the 
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CONSUMER CHARACI'ERISTICS 

Self-Confidence (c) Demom.phi�s 
in Dress .Number of family 

Lifestyle (d) Practice 
.Traditional view of weman 

.Opinion leadership 
.Conservatism 

.Attractiveness 
.Information seeker 
from friends 

.Fashion 
consciousness 

. Travel proneness 
.Financial 

consciousness 
. Contemporariness 
.Self -confidence 

.Planned shopper 
.Pro education 

.Credit uses 
PROQUCf 
CHARACfERISTICS 

(a) Evaluative Criteria 

.Social directedness 

.Appropriateness 

(b) Price of Outfit 

.Phone calls to stores 
.The total number of 

store visits 

.The total number of 
different store visits 

STIVAUONAL 
CHARACTER!STIC 

. Time pressure 

F i gure 7. Mode l o f  Degree and Type of Exte rna l I nformati on 
Search for Emp l oyed Women ' s  Dress .  
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patterns  of  i nformati on s earch behav i o r  i de nt i f i ed here and the 

constr�cts o f  s e l f-confi dence to proces s ,  systemat i c/heur i s t i c  

proces s i ng ,  a n d  act i ve/pass i ve searc h .  

I n  t h e  sys temati c  p roce s s i n g  mode , consumers act i ve l y  attempt 

to comprehend and c r i t i ca l l y  eva l uate i nfo rmat i o n  about re l evant 

attr i b utes o f  a l te rnati ves . In a heuri sti c mode , dec i s i on s  are 

based o n  more s uperf i c i a l  a s sessment of c ues . The systemati c  mode 

requi res  detai l ed proces s i ng of i nformati on content , whereas the 

heur i s t i c approach emphas i ze s  the  ro l e  o f  s i mp l e  scheme o r  cogn i ­

t i ve heu r i s t i c s .  ( Chai ken , 198 2 )  Th i s  v i ew i s  c on s i s tent  w i t h  

t h e  schemat i c  d i agram ( F i gure 8 ) . The  pal  adv i s e  s earcher  d i d  not 

s how s e l f-conf i dence i n  l i fe styl e ,  whereas the other four patterns  

i nd i c ated s e l f-confi dence . Therefore , i t  i s  reasonab l e  to  as sume 

t hat pal adv i ce s earc he r  u s e s  the heur i s t i c  p roce s s  and p r i nt­

o r i e nted searche r , store i ntens i ve searcher , and profe s s i ona l  

adv i c e  searcher and audi o- v i s ua l  searcher u s e  the sys temati c  

proces s repre s e nt i n g  preferred mode o f  i nformat i on acqui s i ti on .  

When there i s  l ow s e l f-confi dence i n  o ne 1 s ab i l i ty to j udge , o r  

s i mp l e  heu r i s t i c may be  emp l oyed , s u c h  as  as k i ng  f o r  adv i ce from 

fami l y/re l ati ves  or fri ends/co l l eague s . Pal adv i ce searcher i dent i ­

f i ed  here i nd i cated seeki ng  out  i nformat i o n  about brands o r  p roducts 

from fr i e nds/fami l y  wi th l ow s e l f- conf i dence i n  both l i fe s ty l e and 

dres s .  

Among  systemati c  p roce s s i ng ,  i t  i s  a s s umed that there are 

act i ve o r  pas s i v e  searc hers . P r i nted or i ented searc he r ,  store 
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Information Search for Employment Apparel 

Preferred Mode of 
Information Acquisition 

No 

Passive 

! 

No 

Heuristic Process 

F i gure s .  A Schema ti c  D i agram of the Rel at i on s h i p  between 

the Patterns o f  I nfo rma t i on Search and the Constructs of  

Se l f- Confi dence , Sys temati c/Heuri s t i c  Proces s i ng and 

Act i ve/Pas s i ve Search 
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i ntens i ve searche r ,  profe s s i ona l  adv i ce searcher are cons i dered 

act i ve ,  whi l e  the aud i o- v i s ua l  searcher i s  cons i dered pas s i ve .  

Act i ve searchers a r e  e ngaged i n  phys i cal acti v i ty and external  

searchers such  as read i ng  advert i sement and art i c l e s , l ook i ng  

around the  store s , and  a sk i ng  profess i onal  advi ce .  O n  the  other 

hand , pas s i ve searchers seek i nformat i on ava i l ab l e  by us i ng te l e­

v i s i on and rad i o  wi thout much external  s earch . 

Therefore , the res u l ts of the present study s upport the 

theory of  the sys temati c/heur i st i c  proce s s i ng advanced by Chai ken 

( 1982 ) .  The present study ,  wh i l e  spec u l ati ve , provi ded o ne of 

poss i b l e  schemati c s that m i ght capture the i nteracti on of consume r ,  

product , and s i tuati ona l  c haracte r i s t i c s  and i nformati on search 

patterns  wi th i n an  exp l anatory framework .  
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CHAPTER V 

SUMMARY AND CONC LUS IONS 

Summary 

The purpose  o f  th i s  study was to exp l ore the usage of  i nforma­

t i o n  s earch pattern for market segmentat i on among  emp 1 oyed  fema 1 e 

consumers o f  appare l . The E nge l , Ko l l at ,  and B l ackwe l l ( EKB ) H i gh 

I nvo l vement  Dec i s i on P rocess  Mode l ( En ge l and B l a c kwe l l ,  1982 ) was 

used  as a conceptua l f ramewor k  focus i ng on the second stage ( searc h )  

o f  t h e  consume r dec i s i on mak i ng  p roces s .  Search i s  def i ned a s  

mot i v ated exposure t o  i n fo rmat i o n  wi th  regard to a g i ven  a l terna_ 

t i ve a nd occ u rs whe n  exi s t i ng  i nfo rmat i o n , b e l i efs , and  atti tudes 

are found to  be  i nadequat e .  Exte ns i ve p ro b l em s o l v i ng ,  wh i ch 

occurs o n l y  i n  a h i gh i nv o l v ement  cond i t i o n ,  requ i res  acti ve search 

and use  of i nfo rmati on ( Vaughn , 1980 ) .  I nvo 1 veme nt  i s  de f i ned as 

t he act i vat i on of  extended prob l em- s o l v i ng behav i or when the act 

of purchase o r  cons umpt i o n  i s  seen by the dec i s i on maker a s  hav i ng 

h i gh persona 1 i mportance o r  re 1 evance ( Petty & Capi  coppo , 1981 ) .  

C l o th i ng i s  perce i ved as a h i gh- i nvo l vement product s i nce i t  

ref l ects o ne ' s  s e l f- i mage , i s  cos t l y , and the r i s k  o f  a wrong  

dec i s i on are h i gh ( Enge l & B l ac kwe l l ,  1982 ) .  

Recent cons ume r res earchers ( C l axton et  a l . ,  197 4 ;  Furse  e t  

a 1 .  , 1984 ; Wes tb ro o k  & Fo rne 1 1 , 1979 ) s ugges ted  that t h e  freque ncy 

and i ntens i ty o f  i nfo rmat i o n  search can s e rve as a base  for mar ket 
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segme ntati o n s trateg i es ,  t hat i s ,  approaches to d i v i d i ng a potent i a l  

market i nto d i s t i nct  sub s ets o f  cons umers and s e l ect i ng one  o r  more 

segments as  a target mar ket to be  reached wi th a d i s t i nct marketi ng 

m i x  ( Sc h i ffman & Kan u k , 1983 ) .  

A random samp l e  o f  5 , 000 names o ut o f  a s ub- l i st of 370 , 000 was 

p u rchased from the L i festyl e Se l ecto r ,  Denver , Co l o rado wh i c h  i s  a 

d i v i s i on of Nat i ona l  Demograph i cs and L i festy l e s .  Co n s ume rs  i n  the 

samp l e  had exp res sed an i ntere s t  i n  answe r i ng quest i onnai res about  

c l oth i ng .  They i nc l uded fema l es , ages 25-44 , i n  the fo l l ow i ng occu­

pat i on catego r i es : p rofess i ona l /techn i ca l , upper  manageme nt/adm i n­

i st rat i o n , sa l es/serv i ce ,  c l e r i ca l /wh i te co l l ar ,  c raftsman/b l ue 

c o l l ar ,  student , and housewi f e .  

T o  reduce t h e  samp l e s i ze from 5 , 000 t o  3 , 000 , wh i l e  p reserv i ng 

randomne s s ,  a random samp 1 i ng techn i que was adopted ut i  1 i z i ng com­

puter generated random numbers . 

A s e l f-adm i n i s te red ques t i onnai re ten pages i n  l ength was 

mai l ed and cons i s ted o f  i nfo rmati o n search measure , consumer 

characte r i s t i c s  mea s u res ( l i fe - s ty l e ,  s e l f-conf i dence i n  c l oth i ng , 

and demograp hi c s )  s i tuat i ona l  characte r i s t i cs ( t i me pressu re , 

i mp l i c i t  dress  code , and l ength of t i me i n  emp l oyme ntL product 

characte r i s t i c s  ( type of  o utfi t ,  pr i ce , and eva l uat i ve c r i teri a ) , 

and mar ket c haracte r i sti cs ( type of  store ) .  The des i gn o f  the 

quest i onnai re was based on the Tota l Des i gn Method descr i bed by 

D i  1 1  man ( 1978) . 
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Fo rty- s even percent o f  the c ro s s - nat i o n a l  samp l e returned 

quest i onna i res ( n  = 1410 ) . A l l occupati on s  i nc l ud i ng housewi fe were 

repre s e nted i n  the s amp l e .  O n l y  emp l oyed women ,  about 7 3  percent of  

the respondents , were used  fo r the  ana l ys i s  ( n = 1034) , because 

u nemp l oyed wome n were beyond  the scope of  the p resent  s tudy .  

Respondents , age 25-44 , represe nted a l l 50 states o f  t h e  Un i ted 

States wi th  the maj o r i ty l i v i ng i n  s ub u rban  areas i n  the No rtheast 

and M i dwes t  reg i o n s  ( 32 . 3 pe rcent  and 2 3 . 2 percent  respect i ve l y ) . 

Other geograp h i c  reg i ons  were re l at i ve l y  cons i stent  wi th  the Census  

( 1980 ) :  Southeast-- 18 . 9 percent compared to  23 percent ( Census ) , 

S outhwest- - 9 . 9 pe rcent compared to 10 perce nt ( Census ) ,  Roc ky 

Mo untai n- - 3 . 1 percent compared to 6 pe rcent  ( Ce n s us ) ,  and 

Pac i f i c- - 15 . 6 percent compared to 14 percent ( Ce n s us ) .  

Each ana lys i s  s hows a d i f fe rent � ( samp l e s i ze )  because s ome 

respondents de l eted certa i n i tems . The maj o ri ty of  respondents we re 

wh i te ( 90 . 1 pe rcent ) ,  wh i l e  b l ac k  rep resented o n l y  6 percent .  

S i xty- e i ght percent cons i dered t he wor k  t hey d i d a 1 1 J u s t  a j ob 1 1  and 

32 percent cons i dered i t  a u career 1 1 • 

Respondents were re l at i ve l y  young wi th  the  maj o r i ty hav i ng 

attended co l l ege . The maj o r i ty were betwee n  2 5  and 35 years of age 

wh i ch i s  cons i s tent  wi th  the profi l e  prov i ded by The L i festy l e 

Se l ecto r ,  the  company from whom the ma i l i ng l i st  was purc has e d .  

E i g hty pe rcent had attended c o l l ege wi th  3 8  percent hav i ng Bache l ors 

o r  Mas te rs degrees . A re l at i ve l y  l arge port i o n  58 . 8 percent)  o f  

th i s  samp l e  was marr i ed ;  t h i s  percentage i s  s i m i l ar t o  T h e  L i festy l e 
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Se l ector 1 s  i n fo rmat i o n  (60 . 0 percent) and the nat i ona l  popu l at i on of  

58  percent ( B u reau of  Cen s u s , 1980 ) .  Twenty- three percent we re not  

marr i ed and 18 percent were d i vorced , s eparated , o r  wi dowed .  A l so , 

ha 1 f  of  re spondents ( 5 1 .  8 percent)  reported hav i ng a fami l y  o f  

three or  mo re persons . The respondents were more often  marr i ed w i th 

c h i l dre n .  Th i s  i s  not s urpr i s i ng s i nce  the age o f  25-44 trad i t i on­

a l ly  have been c h i l d-beari ng years for women .  A vari ety of  occupa­

t i ons  and pos i t i o n s  were reported w i t h  secretary/boo kkeeper  be i ng 

the l arge st des i gnat i on .  Total househo l d  i ncome ( TH I ) and personal  

i ncome ( P I ) ranged from under $10 , 000 to above $70 , 000 w i th the 

major i ty of re spondents report i ng between  20 , 000  and 40 , 000 (THI ) ,  

and betwee n  15 , 000  and 30 , 000 ( P I ) .  

The amount of  money spent o n  wardrobe the p reced i ng year ranged 

from be 1 ow $200 to above $2 , 00 0 .  The major i ty reported spend i ng 

$200-499 ( 2 9 .  4 percent)  and $500- 999 ( 28 .  6 percent ) ; howeve r ,  an 

addi t i ona l  23 . 7  percent reporte d l y  spendi ng up to $2 , 000  w i th 11 . 0 

percent spend i ng i n  excess  of  $2 , 00 0 .  

A s i x-po i nt sca l e  was u sed t o  exam i ne t h e  number  o f :  ( a )  d i f­

ferent reta i l stores v i s i ted , ( b )  tota l store v i s i ted , and ( c )  total 

phone ca l l s  to store s .  Mean score of  each act i v i ty i nd i cated that 

respondents v i s i ted  about two d i fferent reta i 1 stores and made one 

or  two phone ca l l s  to stores pr i o r  to purchas e s .  

Four  s e l f-confi dence i n  dre s s  statements w i th a f i ve-po i nt 

L i kert sca l e  i nd i cated the degree of  agreement  and d i sagreement wi th 

each i tem .  The maj o r i ty of  respondents i nd i cated 1 1 Agree1 1  or  
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1 1 Strong ly  Agree1 1  on  each i tem ,  i nd i cati ng h i gh se l f-confi dence i n  

dre s s .  

N i nety- n i ne l i festyl e stateme nts wi th  a s i x- p o i nt L i kert sca l e 

i nd i cated the degree of agreement and d i s agreement w ith  each i tem.  

P r i nc i pa l  Components Factor Ana lys i s  w ith  Vari max Rotat i on was used 

to reduce l i festy l e i tems and  to i de nt i fy l i festyl e facto rs . As 

a res u l t ,  n i netee n factor s  we re deve 1 oped:  Cred i t  Uses , Conserva­

ti sm ,  P r i ce Cons c i o u s nes s , Trad i t i ona l  V i ew of  Women , S e l f- con fi ­

dence , Op i n i on Lead e rs h i p ,  Fas h i on Consc i ous ne s s , I n fo rmat i o n  

Seeke r  f rom Fr i ends , F i nanc i a l Pess i m i sm ,  Attract i vene s s , Trave l  

Pronenes s ,  Co ntemp o ra r i n es s , Pro Educat i o n ,  Trad i t i ona l  Househo l d 

Manageme nt , Game Act i v i ty ,  P hys i ca l  Act i v i ty ,  Change Pro nenes s ,  and 

P l anned Shopper .  

E i ghteen eva l uat i ve c r i te r i a statements wi th a f i ve-po i nt 

L i kert sca l e i nd i cated the degree o f  agreement and d i s agreement w i th 

each i tem . The f i ve sa l i ent c r i te r i a used i n  s e l ect i ng  emp l oyment 

appare l i nc l uded:  good f i t ,  comfo rt , s u i tab i l i ty to i nd i v i dua l , 

app rop r i atene s s  for  occas i o n ,  and qua l i ty of construc t i o n .  A factor 

ana lys i s  u s i ng the Pr i nc i pa l  Component Method and Vari max Rotat i on 

was perfo rmed to reduce i tems . Four  maj or  factors unde r l y i ng the 

ev a l uat i v e c r i te r i a used by fema l e cons ume rs i n  se l ec t i ng  emp l oyme nt 

appare l we re : Qua l i ty Cons c i o u s nes s , Other Peop l e  D i rectedne s s , 

Approp r i atene s s , and Economi cs . 
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More than 60 percent o f  the respondents i nd i cated they had 

been wor k i ng from 6 to 15 years or  more ; on  1 y 5 percent repo rted 

hav i ng wor ked for l es s  th an one year.  

About 40 percent of respondents i nd i cated that they fe 1 t un­

wr i tten dres s codes ex i s ted i n  the i r  wo r k  p l ace . About  the same 

pe rce ntage of respondents i nd i cated agreement (43 . 2 percent ) and 

d i s agreeme nt (42 . 4  percent)  on t i me p res sure for c l oth i ng s hopp i ng .  

Respondents s hopped for emp l oyment appare l mo st  frequentl y  a t  

department store s  a n d  spec i a l ty stores . The maj o r i ty of  respondents 

reported hav i ng purchased pants s eparates , s ki rt separates and s u i ts 

for  the i r  emp l oyment occas i ons . 

A f i ve - po i nt sca l e was emp l oyed to obta i n e s t i mates of  the 

t i me spent o n  twenty-one  acti v i t i es .  The mos t  frequent i nfo rmat i on  

searches made for empl oyment appare l we re " l oo k i ng around  the  

s to re " , " l oo k i ng at  d i s p l ays of c l oth i ng in  reta i l store s "  and  

" readi ng fas h i on magaz i ne s " . More  than ha l f o f  re spondents i nd i ­

cated spend i ng between 1 to 10 hours  i n  1 ook i  ng around store or  

l ooki ng at  d i sp l ays o f  c l oth i ng .  About hal f of  respo ndents re­

po rted spend i ng between  1 to 3 hours i n  read i ng fas h i on  magaz i ne s  

or  reta i l store cata l og s .  

Testi ng Hypothe s i s  I .  There w i l l  be d i s t i ncti v e i n formati on 

search patterns  i n  the c l oth i ng dec i s i on mak i ng of  emp l oyed women . 

A factor ana l ys i s  u s i ng  the  P r i n c i p al Compo nents Method and 

Vari max Rotati on was performed to f i nd i n formati o n  search patterns 

i n  the twenty- one  i nfo rmati o n search i tems . F i ve factors were 
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extracted represent i ng d i fferent d i me n s i ons under l y i ng the i nfo r­

mat i on search act i v i t i es of  fema l e consumers i n  the s e l ect i on of  

emp l oyment appare l : pri nt- o r i e nted , v i s ua l - a ud i o  o r i e nted , store 

i ntens i ve ,  p rofe s s i o na l  adv i ce ,  and pal  adv i ce .  Therefore , 

Hypothes i s  I was accepted . 

Test i ng Hypothes i s  I I .  There wi l l  be re l at i o n s h i ps betwee n  

each i nformat i o n  search patte rn a n d  consume r ,  s i tuat i ona l , p ro­

duct , and market characte r i s t i cs . 

F i ve d i mens i ons  of  i nformat i o n  s earch dev e l oped from Hypo­

thes i s  I we re used as dependent vari ab l es  and the rema i n i ng forty­

three var i ab l es we re used as i ndependent vari ab l es . The Genera l 

L i near Mode 1 ( G LM)  wi th Mu l t i p  1 e Regre s s i on was pe rfo rmed to dete r­

mi ne how the i ndependent var i ab l e s i nf l uenced each dependent 

vari ab l e .  The i ndependent var i ab l es wh i ch d i d  not contr i b ute to 

the mode l were e l i m i nate d .  The h i gh l y  s i gn i f i cant F test for each 

mode l i nd i cated the i nf l uence o f  i ndependent vari ab l es  o n  each 

i nformat i on search  pattern , mean i ng Hypothes i s  I I  was accepted .  

Based o n  the res u l t of each  mode l , the  fol l owi ng  f i ve consumer 

profi l e s were deve l oped . 

Pr i nt-Or i ented Searc hers were mos t  l i ke l y  to read magaz i nes  

and newspapers , more l i ke l y  to  have s e l f- confi dent l i fe s ty l e .  They 

tended to u s e  soc i a l l y  d i rected c r i ter i a when s e l l i ng emp l oyment 

appare 1 and con s i dered themse 1 ves  o p i n i on 1 eaders . They had 

a trave 1 p roneness  1 i fe styl  e and were fas h i on cons c i ous . On  the 
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other hand , they were l es s  l i ke l y  than other searchers to be  s e l f­

confi dent i n  dress , and to fee l t i me p re s s ure .  

Aud i o- V i s ua l  O r i ented Sea rche rs were most l i ke l y  to watch 

te l ev i s i on commerc i a l s and p rograms and l i sten to rad i o  adverti s e­

ments . They we re more l i ke l y  to use  soc i a l l y  d i rected eval ua­

ti ve c r i te r i a and ma ke p hone  ca l l s  to stores p r i o r  to purchases . 

They tended to have f i nanc i a l  pes s i m i sm and thought a good educa­

t i on was i mportant.  They d i d  not cons i de r  approp r i ateness  eval ua­

t i ve c r i teri a ,  d i d  not cons i de r  thems e l ves op i n i o n  l eadersh i p ,  

and we re l es s  l i ke l y  than other searchers  to b uy expen s i ve outf i ts .  

Store I ntens i ve Searc hers were most  l i ke l y  to l oo k  at d i sp l ays 

o f  c l oth i ng i n  reta i l stores , read reta i l store cata l ogs , and v i s i t  

several  d i fferent stores . They were more l i ke l y  to have fas h i on 

consc i o u s ne s s , attract i veness  and contemporar i n e s s  l i fe s ty l e ,  and 

mo re fam i l y  members . They tended to th i n k dres s i ng we l l  was an  

i mportant part o f  the i r  l i ve s .  They we re l es s  l i ke l y  than  others 

to be s e l f-confi dent i n  dres s and use  soci a l l y  d i rected c r i ter i a 

when s e l ect i ng an  emp l oyment o utf i t .  

Pro fe s s i ona l  adv i ce searc hers  we re the group mos t  l i ke ly to 

ta l k  to personal  s hoppers  or  wardrobe  cons u l tants and to b uy 

expens i ve outf i ts . They were more l i ke l y  to use  soc i a l l y  d i rected 

c r i te r i a ,  seek  the adv i ce of fr i e nds regard i ng b rands or product , 

and p l an before s hoppi n g .  They tended to have s e l f- conf i dent 

l i festy l e and made phone ca l l s  to stores pr i or  to purchase .  They 

were l es s  l i ke l y  than other searchers to �se  c red i t  o r  c harge cards . 
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Pal adv i ce searchers we re most l i ke l y  to tal k to the i r fami l y/ 

re l at i ves  and fr i e nds/career co l l eagues about new c l othes or stores . 

They we re more l i ke l y  to see k out i n format i on  about brands or  pro­

duct from fri e nds . They tended to buy expens i ve outfi ts , and v i s i t  

d i fferent stores before purchas i ng .  They we re l e s s  l i ke l y  than 

others to have general  s e l f- conf i dence i n  l i festyl e and s e l f­

confi dence i n  dres s .  

Conc l u s i ons  

Emp l oyed women do  d i ffer i n  the i r  search patte rns  for  the 

s e l ect i on of  emp l oyment appare l .  Th i s  study i denti f i ed fi ve 

d i fferent i nformat i o n search patte rns  among  emp l oyed women 

purchasers of  appare l .  A l arger set o f  data on  both search- and 

non-search re l ated c haracter i st i cs  of  each segment a l l owed for a 

ri cher and more comp l ete descri pt i on o f  the types o f  i nd i v i dua l s 

who used part i c u l ar patte rns of  searc h .  

By deve l op i ng profi l es of  each search pattern , the research 

provi ded a bas i s  for theo ri z i ng about the determ i nants of  search 

s trateg i e s among apparel cons ume rs . Th i s  i s  i mportant because an  

unders tand i ng o f  cons umer i nfo rmati o n s ee ki ng acti v i t i es i s  e s sen­

t i a l  i n  the des i gn of  eff i c i ent  commu n i cati on  among cons umers , 

marketers , and regu l ators . 

Cons ume r c haracteri st i cs  we re more re l ated to i nfo rmat i on  

searc h  patterns  than other character i st i c s .  Among consumer 

character i s t i c s , l i festy l e  factors exp l a i ned i n format i on search 
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other vari ab l es . Therefo re , the Enge l , 

( EKB ) H i gh I nvo l vement Mode l of  Consume r 

Behav i or ,  wh i c h was used as a co nceptua 1 framewo rk fo r th i s  study ,  

wo u l d more accu rate l y  represent these f i ndi ngs i f  the re l at i ons h i p  

between  l i festy l e and search stage was d i rect . 

L i m i tat i o ns o f  F i nd i ngs 

1 .  The Survey was 1 i m i ted t o  25-44 years o l d  emp l oyed women who 

we re part of  The l i festyl e Se l ecto r mai l i ng l i st .  Wh i l e  t h i s 

i s  the group o f  mo st  i nterest to marketers , d i fferent res u l ts 

mi ght have occurred by i nc l udi ng no n-worki ng , younger or  o l de r  

wome n w i th th i s  samp l e .  

The pop u l ati on stud i ed may not be representat i ve o f  a l l 

emp 1 oyed  fema 1 e cons ume rs s i nee not a 1 1  emp 1 oyed fema 1 e con­

s umers may have purchased a 1 1  hard good product1 1  and comp 1 eted 

the e nc l osed  que s ti onnai re e nab l i ng the i r name to be  p l aced on 

the purc hased ma i l i ng l i st .  It i s  poss i b l e  a b i as was estab­

l i s hed as those not p urchas i ng a p roduct , those not return i ng 

the manufacture r 1 s que s t i onna i re ,  and those not i nd i cat i ng 

fas h i on  i nterest were e l im i nated from the popu l at i o n  stud i e d .  

2 .  The stat i s t i ca l  too l s used  were s e l ected from severa l that 

approp r i ate l y  co u l d  have been chos e n , and somewhat d i fferent 

f i ndi ngs cou l d  have res u l ted from t hem.  
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Impl i cati on 

The pre s ent study s uggests that marketi ng managers need to 

segment emp l oyed fema l e consumers on the bas i s  of the i nformat i on 

search patte rns they emp l oy and to deve l op marketi ng strate g i e s  to  

match the target cus tome rs search patte rns . 

F i ve types of  i nfo rmati on search patte rns we re found .  

Therefore , f i ve major  marketi ng  strateg i es for p rov i d i ng 

i nformat i on to emp l oyed fema l es for the i r  emp l oyment outfi ts ex i st .  

The  i n formati o n  proce ss i ng v i ew o f  cons umer c ho i ce has i mp l i cati ons  

for var i ous  aspects  of  marke t i ng  s trategy .  I n  t h e  d i s c us s i o n be l ow ,  

three  b road sets o f  i mpl i cat i ons  are exam i ned based o n  the f i ndi ngs 

of  the study:  where i n format i on shou l d be p rov i ded ( based on 

i n format i o n  search pattern ) ,  what types  of i n format i o n  shou l d  be 

prov i ded  ( based on  e va l uati ve  cr i ter i a ) , and how i nformati on m i ght  

best  be pro v i ded ( based on  l i fe s ty l e d i mens i on s ) .  

1 .  Pr i nt , a s  a medi um , s eems to i mpose fewer proce s s i ng con­

s t ra i nts o n  consume rs than other methods . S i nce pr i nt o r i ented 

cons umers are l es s  l i ke ly to be confi dent i n  dress , more i nformat i on 

to i nc rease s e l f-conf i dence i n  dre s s  sho u l d  be p rov i ded.  The theme 

of pre sentat i o n  must  represent the i r  l i festy l e such  as fas h i o n  con­

s c i ousness , op i n i on l eade rs h i p ,  and trav e l  pronenes s .  Emp has i s  on 

soc i a l  d i rectedne s s  eva l uati ve cr i teri a such  as  prest i ge , s exy , brand 

and store name , and fas h i onab i l i ty m i ght  appeal  to th i s  target 

g roup . S i nce more comp l ex array s o f  i n fo rmati on can be  p res ented 

i n  p r i nt t han o n  tel ev i s i o n or rad i o ,  marke t i ng manage rs m i ght be 
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mo re ab l e  to p resent tab l e s o f  i nformati on  compa ri ng brands or  

prope rt i es o f  several  a l ternati ves i n  pr i nt than  on  te l ev i s i on .  

2 .  Te l ev i s i o n has the propert i es  that a l l ow both v i sua l  and 

audi o i nfo rmati on to be presented , whi l e  radi o can p resent o n l y  

aud i o  i n format i o n .  There i s  l i m i ted t i me to process  any part i cu l ar 

comme rc i a l  for both TV and rad i o .  S i nce aud i o - v i sua l  searchers  are 

a l so more l i ke l y  to be s oc i a l l y  d i rected , the presentat i o n  format 

can be  by b rand or store name emphas i z i ng p res t i ge .  Aga i n ,  the i r  

l i festyl e such  as l ower op i n i o n  l eaders h i p ,  f i nanc i a l  pes s i m i sm ,  p ro 

educat i on s hou l d  be  refl ected i n  the theme . S i nce  they are more 

l i ke l y  to ma ke phone ca l l s  to stores  pr i o r  to purchas e , i t  i s  

des i rab 1 e to pro v i  de the phone  n umbe r o f  the store for  further 

i nformati o n .  

3 .  I ntens i ve store search  s hoppers are most l i ke l y  t o  l oo k  at 

d i sp l ays and tend to l ook  around seve ra l stores . They are mos t  

l i ke ly  t o  read reta i l cata l ogue s .  Th i s  s ugges t  that a s i ncere and 

regu l ar effort to p re sent attracti ve d i s p l ays of emp l oyment o utfi ts 

wo u l d  be  a wo rthwh i l e  i nvestment for i ntens i ve s tore s earcher s . 

Such  d i sp l ays wou l d  a l l ow the consumer  to contro l l ength of expo­

sure and the sequence of  exami n i ng the i nfo rmat i o n .  The i n forma­

ti o n  wo u l d  be v i sua l , and cou l d  be avai l ab l e at the t i me o f  

actua l l y  obta i n i ng t h e  outf i t .  Lab e l  i nformati o n  a n d  reta i l store 

catal ogues s h ou l d  be p rov i ded  for deta i l ed i nformat i o n .  I n  h i gh­

i nvo l v eme nt deci s i on s i tuati o n , persona l s e l l i ng p l ays an i mpo rt-

ant ro l e . 1 1 0yad i c i nteract i on approac h1 1  has been p roved for an  

effec t i ve commu n i cat i on betwee n  s a l espersons  and  c u s tomers . 
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There fore , i t  i s  he 1 p f u l  for store pers onne 1 t o  unders tand store 

i ntens i ve searcher 1 s  l i festy l e such as  tradi t i ona l  v i ew o f  women ,  

fas h i o n  consc i ousnes s , attract i venes s , and contemporari nes s .  

4 .  Profe s s  i ona 1 adv i ce searcher are more 1 i ke l y  to use  other 

peop l e d i rected c r i teri a when s e l ect i ng  emp l oyment outf i t  and be 

ab l e  to afford expe ns i ve outf i t ,  but are very p l anned s hoppe rs . 

The emp l oyed  women who has l i tt l e t i me fo r and pe rhaps l i tt l e  

expert i se  i n  s hopp i ng fo r a profe s s i ona l  wardrobe may uti l i ze 

the serv i ces  o f  persona 1 shoppers o r  wardrobe cons u l tants . Depart­

ment store s  or  spec i a l ty stores are encouraged to form new systems 

i n  e i ther fee charge way or  free serv i ce to meet the need of a 

newly eme rg i ng segme nt .  

5 .  Pa l  adv i ce see kers  are u n l i kely to be conf i dent i n  

1 i festy l  e or  i n  dre s s . They have a tendency to s e e k  out i nfor­

mat i on from fri ends about not o n l y  bra nds  but a l so  product . Pa l 

adv i ce searchers seem to p l ace a great dea l o f  emphas i s  on  the 

op i n i on o f  s i gn i f i cant others s uc h  as  fr i e nds/co l l eagues or  

fami l y/re l at i ve s .  Market i ng strategy to pa l  adv i ce searchers 

probab l y  means  d i rect i ng mar ket i ng and s a l e s  efforts at these s i g­

n i f i cant others as  we l l  as  the actual  purchasers . 

By captur i ng the re l at i ons h i p  b etween  i nfo rmat i on search act i ­

v i t i es and the consume r ,  s i tuat i ona l , and  product characte r i st i c s , 

an exp l o ratory framewo rk o f  the proces s whi c h  produce character i s­

t i c s o f  i nformat i on search patte rns  was deve 1 ope d .  An understand­

i ng of  consumer i n fo rmat i o n see ki ng  act i v i t i es wi l l  be e ssent i a l  

i n  the des i gn of  e ff i c i ent commu n i cat i o n among consumers , marketers , 

and regu l ators . 
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Recommendati ons  

F i ndi ngs  from th i s  s tudy i nd i cate areas where further res earch 

cou l d  be extended . Some approaches wh i ch m i ght be used i n  expandi ng 

the present research des i gn i s  to i nc l ude non-work i ng women and to 

c l ass i fy fema l e  consumer i nto four d i s t i nct groups by empl oyme nt 

or i entat i o n :  J ust-a-Job Wo rki ng Women ,  Career-Or i e nted Wo rki ng 

Women , P l an- to-Work Housewi ves , and Stay- at- Home Housewi ve s .  I t  

may be  i nterest i ng t o  exam i ne how i n formati on search  patte rns for 

soc i a l  appare l are d i fferent from those for emp l oyment .  

S i nce the  var i ab l es i nvest i gated for  the  determ i nants of the 

externa  1 i nfo rmati on searc h i n  the p res ent study accounted for a 

sma l l percentage of the vari ance , add i t i ona l  va r i ab l e s s ho u l d  be 

exam i ned . Co nsumer characte r i s t i c s  can i nc l ude s to red  knowl edge , 

sat i s fact i o n  of the prev i ous  purchase , perce i ved r i s k ,  i nd i v i dua l 

i nvo l vement , and pe rsona l i ty .  Soc i al press ure and  f i nanc i a l 

press ure can be i nc l uded fo r s i tuati onal  characte r i s t i c s .  Number 

of  a l ternat i ves and s tore conce ntrat i on can a l so be i nc l uded  i n  the 

ma rket character i s t i c s .  

A l though f i ve i n format i o n  patterns  we re i dent i f i e d i n  the 

present study ,  the deg ree  of  i nformati on search  that consumer 

e ngaged i n  and the s i ze of each pattern we re not i nves t i gate d .  

C l uster anal ys i s ,  i f  prope r ly  used , m i ght prov i de an e s t i mate o f  

t h e  group s i ze of  the i n format i on search pattern . Th i s  wi 1 1 ,  i n  

turn , a l l ow the researcher to i de nt i fy wh i ch i n fo rmat i on patte rn i s  

more 1 i ke l y  to be u sed  amo ng fema 1 e consume rs than other types o f  
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patte rns , and to what degree  of  searc h  acti v i t i es are performed i n  

each i nformat i o n  search pattern group . 

The p re s e nt s tudy presented  a s c hemat i c  d i agram o f  the 

re l at i o ns h i p  betwee n  i nfo rmat i o n  s earch patterns  and the constructs 

o f  s e l f-co n f i dence , systemat i c/heur i st i c p roces s i ng and acti ve/ 

pas s i ve searc h .  Th i s exp l oratory framework  repres en ts one  of  many 

poss i b l e  s chemat i cs t hat m i ght capture the i nterac t i o n  o f  the 

c haracteri s t i c s  of con s ume r ,  product , and s i tuat i o n .  Th i s  

study p rov i ded a heur i st i cs proces s i ng o n l y  due  to the l ac k  o f  

conf i dence among  c o n s umers . Howeve r ,  there may ex i st . a he  ur i  st  i c 

p roces s i ng ,  due pos s i b ly to the stored  knowl edge o r  experi e nc e , 

wh i ch may be refe rred to 1 1 automac i ty ( chunk i n g ) 1 1 • Several  re­

searchers have argued that , wi th exper i ence , cogn i t i ve p roces s e s  

may b e  overlearned , a n d  become a utomat i c  ( Anders o n , 1982 a n d  Neves & 

Anders o n , 1981) .  Another q ue s t i o n  i s  to what extent are sys te­

mati c/heur i  st  i cs deve 1 oped , and are genera 1 i zed to other purc hase 

s i tuat i on .  Therefore , emp i r i cal  res earc h  i s  neede d .  

Some respondents such  as  n u r s e s  i nd i cated that u n i forms  were 

requ i red for  the i r emp l oyment . The add i t i on o f  th i s  c atego ry i n  

research  i s  needed and  the i nformati o n  searc h  acti v i t i es perta i n i ng 

to the s e  u n i form s  shou l d  be  separated from non- u n i fo rm i nfo rmat i o n  

search act i v i t i es a n d  cou l d  b e  compared w i t h  them.  

I t  seemed that respondents often fai l ed to d i st i ngu i s h  the 

total  numbe r  of d i fferent s to re v i s i ted from the total  n umber of 

s to re v i s i te d .  D i rec t i on  shou l d  b e  rev i s ed t o  co l l ect  th i s data i n  

another way o r  one  o f  these q ue s t i on  s ho u l d be  de l eted . 
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P L E A S E  ANSWE R A L L  QUE ST I ONS  BA S E D  ON HOW YOU F E E L .  
T H E R E  A R E  N O  R l G� T  O R  WRONG ANSWE R S .  

S E C T ION I 

T H I S  S E C T I ON I S  CONCERNED WITH I N F LUENC E S  ON YOUR S E L E C T I ON OF APPAR E L .  

1 .  T h i nk back to a recent purchase that wa s typ i ca l  o f  a n  o u tf i t  for empl oyme � t .  
C i r c l e b� 1 ow the type o f  ou t f i t  t hi s  was . 

1 .  D R E S S  
2 .  S U I T  
3 .  S K I RT S E PARAT E S  
4 .  PANTS S EPARATE S  
5 .  O T H E R  ( P L EA S E  NAM E )--------

2 .  Keep th i s  o ut f i t i n  m i nd wh i l e  re3di ng each i tem be l ow. P l e a s e  i nd i cate how 
i mpor t a nt e a c h  of t he s e  factors �o�as when you purchased th i s  ea r t i c u l a r  ouffit 
by c i rc l i ng th� appropri ate numb e r .  T h e  f u r t h e r  t h e  numb e r  1 s  to the r i ght , t h e  
more i mp o r tant t h i s f a c t o r  w a s  i n  your s e l e c t i on.  

NOT VERi 
I MPORTANT JMDQf\'i ANT 

A .  P L E AS I NG T O  OTHE RS 1 2 3 4 5 

B .  F AB R I C  T Y P E  AND QUA L I TY 1 2 3 4 5 

c .  B RAND AND STORE NAME 1 2 3 4 5 

D .  QUA L I TY O F  CONSTRUCTION ( How we> 1 1  i t  i s  made )  1 2 3 4 5 

E .  E AS E -OF- CA R E  1 2 3 4 5 

F .  F l E E R  CONT E NT 1 2 3 4 5 

G .  COMFORT (Way i t  fee l s  on) 1 2 3 4 5 

H .  S U I TAB I L I T Y  T O  I ND I VI DUAL 1 2 3 4 5 

L B E AUT I FU L  OR ATTRACTIVE 1 2 3 4 5 

J .  GOOD BUY ( Good v a l ue f o r  p r i c e )  1 2 3 4 5 

K .  P R I C E  1 2 3 4 5 

L .  FAShi O NAB L E  1 2 3 4 5 

M .  APPRO P R I AT E N E SS FOR OCCAS ION 1 2 3 4 5 

N .  CD LOR 1 2 3 4 5 

G .  GOOD F I T  1 2 3 4 5 

P .  SE XY 1 2 3 4 5 

Q . DURAB I L I TY 1 2 3 4 5 

R .  P R E S T I G E  1 2 3 4 5 

3 .  Where d i d  y o u  s hop tor t h i s outf i t? (Ci rc l e  ONE numb e r )  

1 .  S PE C I ALTY CLOTHING STORES 
2 .  D E PARTME NT STO R E S  
3 .  H�. I L O R D E R  



4 .  D I SCOUNT STORES/OUT LET 
5 .  CLOTH I NG CHA I N  STOR E S  
6 .  I SEW IT MYSE L F  
7 .  l HAVE I T  SEWN 
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8 .  O T H E R  ( P L E ASE NAM E )  -------

4 .  How much d i d  you pay for th i s  outf i t? ( C i rc l e  ONE numb e r )  

1 .  B E L OW $ 20 

2. $ 20 - $ 50 

3 .  $ 5 0  - $ 100 

4 .  $ 1 0 0  - $ 200 

5 .  $ 200 - $ 300 

6 .  $ 3 0 0  AN D  ABOVE 

5 .  When was th i s  purchase made? ( C i rc l e  O N E  numbe r )  

1 .  LESS THAN 2 WEEKS AGO 
2 .  2 WEEKS - 5 WEEKS AGO 
3 .  6 WEEKS - 3 MONTHS AGO 
4 . 4 MONTHS - 6 MONTHS AGO 
5 .  MOR E  THAN 6 MONTHS AGO 

P l e a s e  c i rc l e  the app ropr i ate number i nd i c at i n g  your agreement wi th e a c h  of the 
fol l ow i n g  s t ateme nt s .  

6 .  

7 .  

8 .  

9 .  

1 0 .  

1 1 .  

1 .  S T RONGLY D I SAGRE E  
2 .  D I SAG R E E  
3 .  SOMEWHAT D I SAGREE O R  AGR E E  
4 .  AGREE 
5 .  S T RONGLY AGREE 

I fee l  v e ry conf i d en t  in  putt i ng together a bus i n e s s  
1 i ke appearance 
I am i ns e c u r e  i n  my a b i l i ty to dress approp r i ate ly 
f o r  work 
My s e l f- c o n f i dence is  h i gh in  s e l ec t i ng b�s i ne s s  
d r e s s  
Undoubte d l y ,  I am good a t  choo s i ng app rop r i ate 
c l o th i ng for work 
I o f ten feel t i me pre ss ure when I s hop for c l o t h e s  
I f e e l  there i s  a n  unwr i tte n ,  expected d re s s  c o d e  
f o r  wome n i n  m y  wo rk p l a c e  

STRONG LY 
D I SAG R E E  

1 

1 

1 

1 

1 

1 

2 

2 

2 

2 

2 

2 

3 4 

3 4 

3 4 

3 4 

3 4 

3 4 

STRONGLY 
AGREE 

5 

5 

5 

5 

5 

5 
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SECTION I I  

Keep t h i s  s ame outf i t  i n  m i nd whi l e  rea d i ng e a c h  i tem be l ow.  P l e as e  c i rc l e  t h e  
approp r i ate n umbe r i nd i cati ng approxi ma t e l y  How Much T i me you fee l y o u  spent on e a c h  
o f  the fol l ow i ng act i v i t i es i n  ma k i ng the deCiS i o n  t o  b uy t h i s outf i t .  

1 .  

2 .  
3 .  
4 .  
5 .  
6 .  
7 .  
8 .  
9 .  
10 .  
1 1 .  
12.  
1 3 .  
14 .  
15 .  
16 . 

17. 

18.  
19 . 
20. 
2 1 .  

1 .  N O  TIME A T  A L L  
2 .  UP T O  1 HOUR 
3 .  1 - 3 HOURS 
4. 3 - 6 HOURS 
5 .  6 - 10 HOUR S  

T a l k i ng to y o u r  f r i e nds/career c o l l eagues 
new c l othe s o r  s t o r e s  
Ta l k i ng t o  your fami ly/rel at i ve s  
Watc h i ng T V  c ommerc i a l s  
Watc h i ng TV programs 
L i ste n i n g  r a d i o  adve r t i sements 
Read i ng f a s h i o n mag az i ne s  
R e ad i ng a dverti s ements i n  news paper 
Read i ng wome n ' s  b u s i ne s s  magaz i ne s  
Re a d i ng general  wome n ' s magaz i ne s  
Read i n g  general  b u s i ne s s  magaz i nes 
Read i ng general  i nterest magaz i nes 
Read i n g newspape r a r t i c l es 
R e a d i n g  appa r e l  manufact ure r s  brochure 
Lo o k i ng at d i s p l ay s  of c l ot h i n g  i n  reta i l 
Lo o k i n g  a round t he s t o re 
Ta l k i ng to s a l espeop l e  
Ta l k i ng t o  personal  s hoppe rs o r  wardrobe 
con s u l t a n t s  
P a rt i c i p a t i ng i n  semi n a r s  f o r  " d r e s s  for 
Read i n g " d r e s s  for s uc c e s s "  
Atte n d i n g  f a s h i on s how s 
Read i n g reta i l  store catal ogs 

about 

stores 

s uc c e s s "  

No 
T i me Up to 1 -3 3-6 

At A l l 1 H r .  Hrs . H r s .  

1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 

1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 
1 2 3 4 

P l ease c i rc l e  the approp r i ate numb e r  i nd i c at i ng approx i mate l y  how many t i m e s  you 
e a c h  of the f o l l owi ng a c t i v i ti e s , w h i l e  dec i d i ng on the outf i t  to buy .  

ZERO 

22 . the t o t a l  number o f  d i fferent reta i l 
s tores  v i s i ted 1 2 3 4 

2 3 .  the total  number of  s tore v i s i t s 1 2 3 4 

2 4 . the to t a l  n umber o f  p h o ne c a l l s  to stores 1 2 3 4 

6-10 
Hrs . 

5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 
5 

5 
5 
5 
5 
5 

d i d  

F IVE 

5 
5 
5 
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SECTION I I I  

Th i s  sect i on i nc l udes statements about acti v i t i e s ,  i ntere sts , and op i n i on s .  C i rc l e  
the appropri ate number i nd i c ati ng your agreement wi th each  of the fol l owi ng statements .  

1.  I STRONGLY DI SAGREE with the stateme nt. 
2 .  I GENERALLY DISAGREE with the statement. 
3 .  I MODERATELY DI SAGREE wi th the statement . 
4 .  I MODE RATELY AGREE  with the statement.  
5 .  I GENERALLY AGREE  w i t h  t h e  stateme nt. 
6 .  I STRONGLY AGREE  wi th the stateme nt. 

STRONGLY STRONGLY 
D I SAGR E E  AGREE  

1 .  Befo re s hopp i ng for c l othes , I prepare a compl ete 
shopp i ng l i st 1 2 3 4 5 6 

2.  Host  women need a career as we l l  as a fami ly  1 2 3 4 5 6 
3 .  Dre s s i ng we l l  i s  an i mportant part of my l i fe 1 2 3 4 5 6 
4 .  When  I must c hoose  between the two , I usual ly dre s s  

fo r fash i o n ,  not f o r  comfort 1 2 3 4 5 6 
5 .  Men  are smarter than  wome n 1 2 3 4 5 6 
6 .  A wo r k i ng mother c a n  estab l i s h  j ust a s  warm and 

secure  a re l at i on s h i p  wi th her chi l dren as a mother 
who does  not work 1 2 3 4 5 6 

7 .  The father s hou l d  be the  boss  in  the house 1 2 3 4 5 6 
8 .  A w i fe ' s  f i rst ob l i gati o n  i s  to her  husband,  not  

her c h i l dren 1 2 3 4 5 6 
9 .  My fr i e nd s  or  ne i ghbors often come t o  m e  for adv i c e  1 2 3 4 5 6 
10. young peop l e  have too many pr i v i l eges 1 2 3 4 5 6 
11. I spend a l ot of t i me tal k i ng wi th my fri ends 

about products and brands 1 2 3 4 5 6 
12 . Whe n maki ng i mportant fam i l y  dec i s i on ,  cons i derati o n  

o f  the c h i l d re n  s ho u l d  come f i rst 1 2 3 4 5 6 
13.  Our  home i s  furn i shed for comfort not sty l e  1 2 3 4 5 6 
14 . The k i nd o f  d i rt you can ' t  see i s  worse than the 

k i nd you  can  see 1 2 3 4 5 6 
15 . I l i ke to save and redeem sav i ng stamps 1 2 3 4 5 6 
1 6 .  My days s eem to fo l l ow a def i n i te routi ne eati ng 

mea l s at the same t i me each day 1 2 3 4 5 6 
17 . Meal preparation  shou l d  take as l i ttl e time as poss i b l e  1 2 3 4 5 6 
18 . I never eat breakfast  1 2 3 4 5 6 
19. I a l ways bake from scratch 1 2 3 4 5 6 
2 0 .  I went  out  to  breakfast i nstead of havi ng i t  as home 

at l ea s t  once l a st year 1 2 3 4 5 6 
21 . I try to s tock to we l l - known brands and stores 1 2 3 4 5 6 
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STRONGLY STRONGLY 
D I SAG REE AG REE 

2 2 .  I p a y  a l ot m o r e  attent i o n  t o  c l ot h i ng p r i ces now 
t h a n  I e v e r  d i d  b e f o re 1 2 3 4 5 6 

2 3 .  My g reates t  achi eveme nts a re sti l l  a h e a d  o f  me 1 2 3 4 5 6 
24.  I l i ke to feel  a t t r a c t i v e  to members of the oppo s i te 

s e x  1 2 3 4 5 6 
2 5 .  I want t o  l oo k  a l i tt l e  d i f fe rent t h a n  others 1 2 3 4 5 6 
2 6 .  A l l m e n  s ho u l d  b e  c l e an s h a v e n  every day 1 2 3 4 5 6 
2 7 .  There a r e  day peop l e  and n i g h t  peop l e ;  I am a day person 1 2 3 4 5 6 
2 8 .  I l i ke t o  t h i nk I am bit o f  a swi nger 1 2 3 4 5 6 
2 9 .  A d r i n k  o r  two at t he e n d  o f  a day i s  a perfect 

way to u n w i nd 1 2 3 4 5 6 
3 0 .  I o ften s e e k  o u t  t h e  adv i c e  o f  my fri ends rega r d i ng 

w h i c h  b ra n d  to b uy 1 2 3 4 5 6 
3 1 .  I l i ke to b e  con s i de red a l ea d e r  1 2 3 4 5 6 
32.  I wo ul d f e e l  l os t  i f  I were a l one i n  a fore i g n  

country 1 2 3 4 5 6 
3 3 .  I wo u l d  l i ke t o  ta ke a tr i p  a round the wo r l d 1 2 3 4 5 6 
34 . I wou l d  l i ke to s p e nd a year i n  London or Pari s 1 2 3 4 5 6 
3 5 . We w i l l  p robably move at l e a s t  once i n  the next 

f i v e y e a r s  1 2 3 4 5 6 
3 6 .  I have o f t e n  t h o u g h t  of b uy i ng a s ubcompact c a r  1 2 3 4 5 6 
3 7 .  My n e i gh b o r s  and/or fri ends u s ual l y  h a v e  good adv i c e 

on what b r a nds to b uy i n  t h e  grocery s tore 1 2 3 4 5 6 

3 8 .  F i ve y e a r s  f rom n o w  o u r  f ami l y  i ncome wi l l  p r o b a b l y  
b e  a l ot h i gher than i t  i s  now 1 2 3 4 5 6 

3 9 .  Women don ' t  n e e d  more than a mi n i mum amount o f  l i fe 
i n s urance 1 2 3 4 5 6 

40.  Shopp i ng f o r  c l othe s is  no f u n  anymore 1 2 3 4 5 6 

4 1 .  I cooked o utdoors a t  l e a s t  once dur i ng the p a s t  y e a r  1 2 3 4 5 6 

4 2 . A woman ' s  p l ace i s  i n  the home 1 2 3 4 5 6 

4 3 .  I f i nd mys e l f  chec k i ng p r i c e s  even on s ma l l i tems 1 2 3 4 5 6 

44 . I wi s h  I c o u l d l e a v e  my p r e s e nt l i fe a n d  do 
s omethi ng e nt i re l y  d i fferent 1 2 3 4 5 6 

45 . I am a n  i mpul se buyer 1 2 3 4 5 6 

4 6 .  I s hop a l o t for s pec i a l  p r i ces  o n  apparel 1 2 3 4 5 6 

4 7 .  I u s ua l l y have o n e  or more o u t f i t s  that are o f  the 
l at e s t  s ty l e  1 2 3 4 5 6 

48 . No matter how f a s t  o u r  i ncome goes up , we n e v e r  
s e e m  to g e t  a head 1 2 3 4 5 6 

49 . I l i ke to pay c a s h  f o r  e v e ryth i ng I b uy 1 2 3 4 5 6 

50 . I u s u a l l y  spend f o r  today and l et tomorrow b r i n g  
what i t  w i l l  1 2 3 4 5 6 

51.  I thi n k  i t  i s  i mp o rtant to have a good educ at i o n  l 2 3 4 5 6 

52 . A c o l l e g e  educati on i s  ve ry i mportant for s uc c e s s  
i n  today ' s  wor l d  1 2 3 4 5 6 

53 . A w i f e  s ho u l d  know a g reat d e a l  o f  i n format i o n  about 
her h u s b a nd ' s wo r k  1 2 3 4 5 6 
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STRONG LY STRONGLY 

D I SA G R E E  AGREE 

54. I u s ua l l y watch t he adverti seme nts for announcem e n t s  
o f  s a l e s  1 2 3 4 5 6 

5 5 .  A p e r s o n  c a n  save a l ot of money by s hopp i ng around 
for b a r g a i n s 1 2 3 4 5 6 

56.  O u r  fam i l y  i ncome i s  h i gh enough to sati s fy nea r l y  
a l l  o u r  i mportant d es i res 1 2 3 4 5 6 

5 7 .  I a m  a home body 1 2 3 4 5 6 
58.  Any p e r s o n  with a b i l i ty and wi l l i ngne s s  to work hard 

has  a good chance o f  be i ng successful  i n  thi s c o u n t ry 1 2 3 4 5 6 
59.  I often t ry the l at e s t  ha i r  s ty l e s when t hey change 1 2 3 4 5 6 
6 0 .  I th i nk I have a l o t of p e r s o n a l  abi l i ty 1 2 3 4 5 6 
6 1 .  Ame r i c a n s  s hou l d  a l ways try t o  buy Ame r i c a n  prod u c t s  1 2 3 4 5 6 
6 2 .  I adm i r e  a succe s s fu l  b u s i nes sman more t h a n  I adm i re 

a s u cc e s s f u l  art i st o r  w ri te r  1 2 3 4 5 6 
6 3 .  Everyt h i ng i s  c h a n g i n g  too fast today 1 2 3 4 5 6 
64.  There i s  too much emphas i s  on sex today 1 2 3 4 5 6 
6 5 .  I a m  i n  f a v o r  of v e ry s t r i c t  e nforcement of al l l aws 1 2 3 4 5 6 

6 6 .  Pol i ce s ho u l d  u s e  whatever i s  necessary to ma i n ta i n  
l aw a n d  o r d e r  1 2 3 4 5 6 

6 7 .  Peop l e  come t o  me m o r e  often than I go t o  them 
for i n forma t i on about b rands 1 2 3 4 5 6 

68.  I s ome t i me s  i nfi uence what my fri ends buy 1 2 3 4 5 6 

69. I t h i n k  t he Wome n ' s  Li bera t i on movement i s  a good 
t h i n g  1 2 3 4 5 6 

70.  I h a v e  somewhat o l d  fashi oned tastes and hab i ts 1 2 3 4 5 6 

7 1 .  E v e ry v a c a t i on s h ou l d be educat i onal 1 2 3 4 5 6 

7 2 .  I dread the f u t u r e  1 2 3 4 5 6 

73.  It i s  good to have c h a rge accounts 1 2 3 4 5 6 

74 . I buy m a ny thi n g s  w i t h  a cred i t  card or a c ha rge c a rd 1 2 3 4 5 6 

7 5 .  I t ry t o  b uy a company ' s  p roduct i f  t h e y  s upport 
educat i o n a l  TV 1 2 3 4 5 6 

7 6 .  I a m  more i ndependent t h a n  mos t  peopl e  1 2 3 4 5 6 

7 7 .  To buy a ny t h i ng o t h e r  than a h o u s e  or a car o n  
c re d i t  i s  u nw i s e  1 2 3 4 5 6 

78. I t h i n k I have more s e l f�confi d ence than most peop l e  1 2 3 4 5 6 

Pl e a s e  c i rc l e  the numb e r  that best descri bes  your p a rt i c i p a t i on i n  the a c t i v i ty duri ng 
the past ye a r .  T h e  h i g h e r  the n umbe r ,  the more y o u  e ngaged i n  t h e  act i v i ty .  

1 .  I NEVER ENGAGE D  i n  the acti v i ty d u r i ng t h e  pa s t  year .  
2 .  I S E L DOM ENGAGED i n  t he act i v i ty d u r i ng t h e  past year .  
3 .  I SOMETIME S E NGAGED i n  t h e  acti v i ty dur i n g  the past y e a r .  
4 .  I FA I RLY OFTEN ENGAGED i n  t he act i v i ty d ur i ng the p a s t  y e a r .  
5 .  I ONCE A WEE K ENGAGED i n  the act i v i ty d u r i ng the p a s t  yea r .  
6 .  I 1 - 3  TIMES A WEEK ENGAGED i n  t h e  acti v i ty d u ri ng the p a s t  yea r .  
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7 9 .  Went to t h e  mov i es 
80. Read s c i ence f i c t i o n 
8 1 .  V i s i te d  a n  a rt ga l l ery and/or a museum 
8 2 .  G a v e  a speech 
8 3 .  Attended s c h o o l  
84 . Attended c h urch 
8 5 .  Attended a concert 
8 6 .  Comp l eted a c r o s sword p uz z l e  
8 7 .  P l ay e d  c a rds 
88. Went swimm i ng 
89.  Went b owl i ng 
90.  Went s i d i ng 
9 1 .  Went t o  a c l ub me eti ng 
9 2 .  Depos i te d  money i n  a s av i ng s  acc ount 
9 3 .  Had w i ne wi th d i nner 
94 . Gave or attended a di nner p arty 
9 5 .  Took a n  a i rp l ane t r i p  f o r  personal reasons 
96 . P l ay e d  t e n n i s 
9 7 .  U s e d  a c h arge c a rd 
9 8 .  We nt j o g g i ng 
99.  Returned a n  u n s at i s factory product 

SECTI ON IV 

The fol l owi n g  que s t i ons are for stat i s t i c a l  purpos e s . 
f o r  e ac h .  

What 
1. 

2. 

3 .  

4 .  

5 .  

6 .  

i s  y o u r  age? 
Be l ow 25 

2 5 - 30 

3 1 - 3 5  

3 6 - 4 0  

4 1-44 

4 5  AND OVER 

2 .  Wha t i s  y o u r  ma r i tal  s tatus ?  
1 .  N E V E R  MA R R I E D 

2.  MAR R I E D  

3 .  D I VO RC E D  

4 .  S E PARATED 

5 .  WI DOWED 

2-3 t i me s  
Never a we ek 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

1 2 3 4 5 6 

C i rc l e  the app rop r i ate number 
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3 .  W h a t  i s  t h e,  h i ghest l e v e l  o f  e ducat i on y o u  h a v e  :::omp 1 etEd? 
1. S0:'-1E H I GH SCHOCL 
2. HIGH SCHOOL 
3. SOME COLLEGE 
4. BACHELOR ' S  DEGREE 
5.  MASTER ' S  DEGREE 
6.  P h .  0 . , Ed. D . , J . D . , or M.  0 .  
7 .  OTHER PRO F E S S I ONAL DEGREE ( SPEC I F Y) 

4 .  I n  wh i c h  geograp h i ca l  r-eg i on do you l i ve? 
1 .  NORTHEAST 
2 .  SOUTHEAST 
3 .  M I DWEST 
4 .  SOUTHWEST 
5 .  ROCKY MOUN TA I N  
6 .  PAC I F !C 

5 .  What b e s t  des c r i be• whe re you l i v e �  
1 .  RURAL 
2. SUBURBAN 
3 .  URBAN 

6 .  Wt',at i s  y o u r  race :>r ethn i c  o r i g i n? 
1 .  liiH ! TE 
2 .  H I SPAN I C  
3 .  A S I AN 
4 .  SLACK 
5 .  AME R I CAN I ND I AN 
6 . OTHER ( P LEASE NAME ) ------------

7 .  H o w  many are i n  your fam i ly? 
1 .  ONE 
2. T\.10 
3 .  THREE 
4 .  FOUR 
5 .  F I VE 
6. S I X  O R  r.tORE 

8 .  Ab o ut how much money di d you spend o n  your wardrobe l a s t  year? 
L BE LOW $200 
2 .  $2·)0 - 499 
3. $ 500 - 999 
4 .  $1 , 000 - 1 , 4 99 
5 .  $1 , 500 - 1 , 999 
6 $2 , 000 AND ABOVE 
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9 .  What i s  your total  househo l d  i ncome be fore taxes? 
1 .  BE LOW $10 , 000 
2 .  $10 , 000 - 14 , 99 9  
3 .  $ 1 5 , 000 - 19 , 999 
4.  $ 2 0 , 000 - 2 9 , 99 9  
5 .  $ 3 0 , 000 - 49 , 99 9  
6 .  $50 , 000 - 6 9 , 9 9 9  
7 .  $70 , 000 O R  ABOVE 

10 . What i s  the annual  total i ncome that you , yours e l f ,  earned b e fore taxes?  
1.  B E LOW $10 , 000 
2 .  $ 1 0 , 000 - 14 , 99 9  
3 .  $15 , 000 - 1 9 , 999 
4 .  $ 2 0 , 000 - 29 , 999 
5 .  $ 3 0 , 000 - 4 9 , 999 
6.  $50 , 000 - 6 9 , 99 9  
7 .  $ 7 0 , 000 O R  ABOVE 

11.  What i s  your occupati on? 
1 .  WRI T E R , JOURNA L I ST , ART I ST 
2 .  S E C RETARY , BOO KKEEPER 
3.  DOCTOR 
4 .  O F F I C E  MANA G E R  
5 .  S E M I S K I L L E D/ S K I L L E D  WO RKER 
6 .  LAWYER 
7 .  R E S EARCH & D E VE LOPMENT 
8 .  M I DD L E  MANAGEMENT 
9 .  S E N I O R  MANAG EMENT 
10 . R E C E P T I ON I ST 
11 . SALE S P E R SO N  
12.  PROF E S SO R , T EACHER ,  L I BRAR I AN 
13.  SOC I A L  WORKE R ,  COUNS ELOR 
14 . NURSE 
15 . ACCOUNT ANT 
1 6 .  S E R V I C E  A R E A  ( E X .  BAGGAGE P I C K  U P , T RASH COL L ECT I O N , ETC . ) 
1 7 .  B EAUT I C I AN 
18 . O T H E R  ( E X P LA I N )---------

1 2 .  How l o ng have y o u  b e e n  wor k i ng i n  y o u r  career? 
l .  1 - 6  MONTHS 
2 .  7 - 1 2  MONTHS 
3 .  1 - 2  Y EARS 
4 .  3 - 5  Y EARS 
5 .  6 - 1 0  YEARS 
6. 10-1 YEARS 
7 .  O V E R  1 5  Y E A R S  
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Thank you so much! 
I f  there a re a ny other comments you wou l d  l i ke to ma ke c o ncer n i ng fema l e  a pp a re l , 
p l ea s e  u s e  t h i s  space , o r  the b a c k  of th i s  boo k l et i f  nee ded , f o r  that p u r p o s e  

YOUR CONTR I BUTION TO THE STUDY I S  GREATLY APPREC I ATED 

If you wou l d  1 i ke a s ummary o f  the re s ul t ,  pl ease p r i nt your name a n d  a d d re s s  
o n  the b a c k  o f  the return e n v e l ope (NOT o n  thi s que s t i onna i re )  and wri te 
"Copy of R e s u l ts Reque s te d . " I wi 1 1  s e e  that you get i t .  
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POST CARD REMINDER 

Two wee ks ago a questi onnai re was sent to you re­
gard i ng fema l e  cons umers ' appare l . 

I f  you have a l ready comp l eted and returned i t ,  
p l ease  accept my s i ncere thanks . I f  not , p l ease  do 
so  today . Becaus e  i t  has been sent to o n l y  a sma l l 
but repres entat i ve samp l e ,  i t  i s  extreme l y  i mportant 
that yours be i nc l uded i n  the study i f  the res u l ts 
are to be  accurate l y  rep resent  the op i n i o n of  femal e 
cons umers . 

S i ncere l y ,  

Soyeon S h i m  
P h . D .  Candi date 
Un i vers i ty of  Tennessee  
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PRETEST EVALUATION  FORM 

P l ease use  th i s  form to g i ve your c r i t i ca l  react i on  to the questi on­
nai re o nc e  you have  comp l eted i t . 

1 .  D i d  the cover l etter make your want t o  f i l l  o u t  the questi on­
na i re? ( I f not , what e l se  m i ght  have  been s a i d? )  

2 .  Was there a nyth i ng spec i a l that made you want to or  not want to 
f i l l  out  the questi onna i re? 

3 .  What prob l ems , i f  any , d i d  you have i n  answe r i ng the que s ti o n s ?  
P l ease i nd i c ate whi c h  que s t i o n ( s )  ( l etter a nd number)  a n d  the 
p rob l em( s )  you had . 

4 .  I f  there were quest i on s  for wh i ch y o u  d i d  n o t  f i nd a n  app ro­
p r i ate a n swer g i ve n  and no  opportu n i ty to l i st your own , 
p l ease  i nd i c ate whi c h  quest i o n ( s )  and your  answe r( s ) .  

5 .  D i d  you f i nd the que s ti onna i re easy to f i l l  out? 

6 .  Was the s i ze o f  the pr i nt  too sma l l ?  

7 .  Do the  secti ons o f  the  que s t i onna i re come i n  a n  appropri ate 
order? 

8 .  I f  y o u  had recei ved t h i s que s t i onna i re i n  t h e  mai l ,  wou l d  you 
have comp l eted and returned it  i n  a prov i ded s e l f-addre s s e d  
s tamped enve l ope? 

9 .  About how l ong d i d i t  take you t o  f i l l  o ut the quest i o nnai re? 

m i n utes  
-----

10 . P l ease  g i ve a ny other s ugge s t i o n s  o r  c omments  that wou l d  
i mp rove the  quest i onnai re . ( Use  the bac k o f  t h i s page for 
your add i t i ona l  c omments ) .  

THANK YOU VERY MUCH! 
RETURN TH I S  C R I T IQUE FORM WITH YOUR COMP LETED QUESTI ONNAI R E  
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TAB LE B- 1 

L I F ESTYLE CHARACTER I ST I CS OF  RESPONDENTS 

Factors 

Factor 1 ( Cred i t  Uses ) 

I buy many t h i ngs w i t h  a c red i t 

Stro n g l y  
D i sagree 

1 2 

Percent 

3 4 

Strong ly  
Agree 
5 6 

card o r  a charge card 12 . 8  11 . 1 12 . 5  2 3 . 5 20 . 4  19 . 7  

Used  a c harge card 

I l i ke to pay cash  for 
everyt h i ng I buy .  

I t  i s  good t o  have charge 
accounts . 

To buy anyt h i ng other than a 
house  o r  a car on  c red i t  i s  
unwi s e .  

Factor 2 ( Conservati sm)  

There i s  too  much emphas i s  on  
sex today . 

I am i n  favor  o f  very stri ct  
enfo rcement  o f  al l l aws . 

Po l i ce s hou l d  use  whatever  i s  
nece s sary to ma i nta i n l aw and 

6 . 7 8 . 2 22 . 2  32 . 4  18 . 1  12 . 4  

15 . 3 14 . 8  16 . 1 22 . 1 15 . 5  16 . 2  

5 . 1 5 . 4  11 . 6 34 . 0  14 . 1  19 . 8  

22 . 1  2 3 . 7 2 2 . 4 17 . 3  7 . 5 7 . 0  

5 . 5 7 . 9 13 . 2  22 . 3  22 . 2  28. 9 

4 . 0 7 . 3 14 . 4 2 7 . 4 24 . 8  22 . 1 

orde r .  20 . 2 14 . 2 20 . 5  21 . 8  14. 2 9 . 1 

Everyt h i ng i s  chang i ng too fast 
today . 10 . 2  15 . 5  20 . 7 31 . 3 12 . 0  10 . 3  

· Young peop l e  have too many 
pri v i l ege s .  8 . 8 12 . 6  20 . 6 29 . 8  15 . 7  12 . 5  
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TAB LE B-1  ( Cont i n ued)  

Percent 

Factors 
Stro n g l y  
D i sagree 

S trong l y  
Agree 

Factor 3 ( P r i ce Cons c i ousnes s )  

. 

. 

. 

I s hop a l ot for spec i a l  pr i ces  
o n  appare 1 .  

I f i nd mys e l f chec ki ng p r i ces even 
o n  sma l l i tems . 

I usua l l y  watch  the adverti seme nts 
for announceme nts o f  sa l es . 

A pers o n  can save a l ot o f  mo ney 
by s hopp i ng around for bargai ns . 

· I pay a l ot more attent i o n  to 
c l oth i ng p r i ces  now than I ever 
did  before . 

Factor 4 ( Trad i t i ona l  V i ew of  Women )  

· A woman ' s  p l ace i s  i n  the home . 

1 2 3 

6 . 6 9 . 6 14 . 2  

6 . 4 6 . 3 8 . 8 

5 . 7 6 . 6 9 . 9 

4 

21 . 0  

15 . 9  

2 3 . 0 

5 6 

22 . 3  26 . 3 

20 . 3  42 . 3  

2 7 . 5 2 7 . 3 

. 9  2 . 6  6 . 5 21 . 3 30 . 8  3 7 . 9 

6 . 3 6 . 7 12 . 0  19 . 3 2 0 . 6 35 . 1  

60 . 1 15 . 1  10 . 5  8 . 4 2 . 5 3 . 4 

· A work i ng mother can estab l i s h j ust  
as warm and s ec ure re l at i on s h i p  wi th  
her c h i l dren as a mothe r who does  not 
work .  4 . 6 5 . 8 9 . 2 13 . 2  23 . 5  43 . 7  

The fathe r s hou l d be a bo s s .  

I th i n k the women ' s l i be rat i o n  
movement i s  a good t h i n g .  

· Mos t  women need a caree r as we l l  
as  a fami l y .  

· Atte nded churc h .  

52 . 8  15 . 5  10 . 1  11 . 7 5 . 0 4 . 9 

7 .  7 6 . 3 15 . 5  30 . 0 21 . 6 18 . 9  

13 . 3  9 . 2 18 . 0  26 . 9  17 . 9 14 . 7 

22 . 5 17 . 2  14 . 4  13 . 2  22 . 5 10 . 2  
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TABLE  B-1  ( Conti nued)  

Factors 

Factor 5 ( S e l f-Confi dence ) 

Strong l y  
D i sagree 

1 2 

• I th i n k  I have more s e l f-con f i dence 

Percent 

3 4 

Stron g l y  
Agree 
5 6 

than most  peop l e .  3 . 5 5 . 6 1 6 . 4 32 . 6  25 . 2  16 . 7  

· I am more i ndependent than most 
peop l e .  1 . 4 3 . 8 11 . 7 24 . 0 18 . 5  30 . 6  

· I th i n k I have a l ot of personal  
ab i l i ty .  . 1  . 9  1 . 8 13 . 5  38 . 0 45 . 7 

· I l i ke to  be cons i dered a l eade r .  5 . 8  5 . 6 12 . 4  28 . 0 28 . 1 2 0 . 1 

Factor 6 ( Opi n i o n  Leaders h i p )  

• Peop l e  c ome t o  me more often than 
I go to  them for i nformat i o n  
about  brands . 10 . 3  9 . 9 2 0 . 6 29 . 6 18 . 1 11 . 5 

· I some t i mes  i nf l uence what my 
fri e nds b uy .  6 . 8 6 . 5 14 . 7  37 . 8  24 . 6 9 . 6 

· My fr i e nds  o r  n e i g hbors o ften c ome 
to me for adv i ce .  6 . 3 6 . 2 13 . 1 3 0 . 6 25 . 6  18 . 2  

Factor 7 ( Fa s h i o n  Consc i o u s ne s s )  

· I o ften try the l atest ha i r sty l es  
when they c hange . 20 . 3 20 . 1 21 . 2  2 1 . 7 10 . 9  5 . 8 

· I u s ua 1 l y  have one  o r  more outfi ts 
that are of the very l atest  s ty l e .  6 . 6  9 . 9 15 . 4 20 . 3 . 22 . 7  26 . 0 

· When I must  c hoose  between  the two , 
I u s u a l l y  d re s s  for fas h i on , not 
for c omfort .  2 3 . 3 19 . 0  20 . 0  21 . 9 10 . 7  5 . 1 
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TABLE B - 1  ( Co nt i nued)  

Strong l y  
D i sagree 

1 2 

Percent 

3 4 

Strongl y  
Agree 
5 6 

• I have s omewhat o l d fas h i o ned 
tastes and hab i ts .  4 . 5 9 . 6 14. 4 34 . 1 2 3 . 2 14 . 2 

Facto r 8 ( I nformati o n  See ker from Fri e nds ) 

• My ne i ghbors and/o r fri ends usua l ly  
have good  adv i ce .  4 . 6 1 5 . 2 18 . 8  28 . 3  12 . 3  3 . 8 

• I often seek  out  t he adv i ce o f  my 
fri ends regard i ng wh i ch brand to 
b uy .  42 . 8  22 . 8  13 . 4  16 . 0 

· I spend a l ot o f  t i me ta l k i ng wi th 
my fri ends  about p roducts  and 
brands . 20 . 3 2 2 . 1 2 1 . 9 2 3 . 5 

Factor 9 ( F i nanc i a l Pe s s i m i s m )  

4 . 2 . 8  

8 . 4 3 . 8 

· No matter how fas t  our  i ncome 
goes up , we never seem to get 
ahead . 1 1 . 8  12 . 6 17 . 8  24 . 8 12 . 9  2 0 . 1 

· I u sua l l y  spend for today and 
l et tomo rrow b r i ng what i t  
wi 1 1 .  

• Our  fami l y  i ncome i s  h i gh enough 
to sati s fy nearly a l l o u r  

37 . 8  2 1 . 4 16 . 2 13 . 4  6 . 6 4 . 6 

i mportant des i res . 8 . 4 6 . 8 14 . 5 24 . 2  28 . 1 18. 0 

• Depos i te d  money i n  a sav i ng 
acc ounts . 5 . 7 7 . 0 15 . 9 37 . 2  24 . 6 9 . 6 

Factor 10 (Attracti venes s )  

• I l i ke t o  fee l  att racti ve to 
members of  the oppo s i te sex .  . 8  1 . 3 3 . 6 17 . 3 32 . 9  44 . 1 
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TABLE  B-1  ( Co nt i n ued )  

Facto rs 

· I want to l oo k  a l i tt l e  
d i fferent than others . 

Dres s i ng we l l  i s  an important 
part of my l i fe .  

Factor 1 1  (Trave l  Pronene s s ) 

· I wou l d  l i ke to take a tr i p 
around  the wo r l d .  

· I wou l d  l i ke to spend a year 
i n  London or Pari s .  

Facto r 12 ( Contemporari nes s )  

I had wi ne wi th d i nner .  

· A dr i n k  o r  two at  the end o f  a 
day i s  a pe rfect way to unwi nd .  

· Gave o r  attended a d i nner party .  

Facto r 13 ( P ro Educat i o n )  

· A c o l l ege educat i o n  i s  very 
i mportant for succ e s s  i n  
today ' s wo r l d .  

· I th i n k i t  i s  important to 
have a good educat i o n .  

Stro ng l y  
D i sag ree 

1 2 

Percent 

3 4 

Strong l y  
Agree 
5 6 

1 . 3 3 . 0 6 . 8 2 3 . 4 30 . 1  35 . 4  

. 9  2 . 2 6 . 3 19 . 8  31 . 4 39 . 4  

4 . 2 3 . 9 5 . 3 10 . 2  15 . 6  60 . 8  

13 . 1  8 . 4 11 . 5 15 . 3  1 1 . 5 40 . 1  

16 . 5 16 . 0 20 . 6  21 . 4  13 . 0  12 . 5  

3 3 . 8 19 . 3  16 . 3  18 . 8  7 . 4 4 . 4 

9 . 4  14 . 1 21 . 4 3 0 . 3 10 . 1  4 . 7 

2 . 3 2 . 3 6 . 3 17 . 3  2 3 . 1 48 . 7  

. 6 . 4  1 . 0 6 . 6 18. 2 7 3 . 2 
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TAB LE B-1  (Cont i n ued)  

Factors 

Factor 14 ( Trad i ti ona l  Househo l d  

· When maki ng i mportant fam i l y  
deci s i ons , cons i derat i o n  of  
c h i l dren s ho u l d come fi rst .  

. Our home i s  furn i s hed for 
comfort not sty l e .  

. The ki nd of d i rt you can ' t  
see i s  wo rse  than you can see . 

Factor 15 ( Game Acti v i ty)  

. P l ay cards . 

. Comp l eted a cros sword puzz l e .  

Factor 16 ( Soc i a l  Acti v i ty )  

· Went to a c l ub meet i ng .  

Gave a speech .  

Facto r 17 ( Phys i ca l  Acti v i ty)  

P l ayed tenn i s .  

· Went s k i i ng .  

· We nt j oggi ng 

Stro n g l y  
D i sagree 

1 2 

Management)  

5 . 7 10 . 4  

3 . 3 8 . 3 

12 . 5  14 . 1 

22 . 6  24 . 5 

41. 5 17 . 9  

45 . 7 12 . 8 

45 . 7  20 . 9 

7 1 . 0 11 . 5 

7 1 . 4 10 . 9  

5 1 . 6 16 . 1 

Percent 

3 4 

27 . 6  32 . 4  

2 0 . 0 28 . 6  

2 1 . 6 2 5 . 8 

2 3 . 6 17 . 7  

1 7 . 1 8 . 8 

13 . 1 16 . 8 

15 . 4  11 . 6 

7 . 8 4 . 5 

8 .  7 5 . 5 

11 . 7 7 . 2 

Stro ng ly  
Agree 
5 6 

16 . 3  7 . 6 

21 . 6  18 . 2  

13 . 8  12 . 2  

6 . 3 5 . 3 

7 . 2 7 . 5 

7 . 5 4 . 1 

4 . 1 2 . 3 

2 . 7 2 . 5 

1 . 3 2 . 2  

4 .  7 8 . 7 
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TAB LE  B-1  ( Cont i nued ) 

Factors 

Facto r  18 ( Change Pronenes s )  

· I have o ften thought of b uy i ng 
a subcompact car 

· We w i  1 1  probab l y  move at l east 
once i n  the next f i ve years . 

Factor 19 ( P l anned Sho��er )  

· Before shopp i ng for c l othes , 
I p repare a comp l ete shoppi ng 
1 i s t .  

. I am an i mpu l se buyer 

Strong ly  
D i sagree 

1 2 

27 . 6  9 . 8  

2 1 . 5 7 . 9 

47 . 4  16 . 8  

19 . 6 13 . 6 

Percent 

3 4 

9 . 9 15 . 0  

6 . 5 1 1 . 9 

1 2 . 6 13 . 7  

15 . 4  24. 5 

Strong l y  
Agree 
5 6 

12 . 7 25 . 0  

13 . 9  38 . 3  

5 . 4  4 . 1 

14 . 9 12 . 0  
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