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According to Blackwell, Miniard, and Engel (2001), "[c]ulture has a profound

effect on why and how people buy and consume products and services" (p. 320). In

the present study, Hofstede's classifications of national culture are used as a framework

to examine the relationships among long-term orientation national culture (Taiwan and

United States), type of clothing (formal and casual clothing), and gender (female and

male) on consumers' clothing values (aesthetic, economic, political, religious, social,

and theoretic clothing values).

The data collection method was a direct handout questionnaire in classes at

Oregon State University in the United States and at National Pingtung University of

Science and Technology in Taiwan. A seven-point scale was used to measure the

mean scores of six clothing values. The questionnaire also measured the validity of

Hofstede's framework and the respondent's demographic characteristics. The

questionnaire was first developed in English, translated into Chinese, and then
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translated back into English.

Overall, 487 of the questionnaires from the United States and 903 from Taiwan

(the total number was 1390) were eligible for analysis in this study. Data from the

questionnaires were analyzed using a multivariate analysis of variance and

paired-sample analysis t-test.

The results revealed that six consumers' clothing values were affected by national

culture and the type of clothing and partially influenced by gender. As hypothesized,

the mean scores of consumers' economic and religious clothing values were

significantly higher in high long-term orientation (Taiwan) than in low long-term

orientation (United States), whereas the mean scores of aesthetic clothing value was

significantly lower in high long-term orientation (Taiwan) than in low long-term

orientation (United States).

Significant differences were found for gender on consumers' aesthetic, political,

social, and theoretic clothing values. As hypothesized, female consumers scored

significantly higher on aesthetic and social clothing values than did male consumers.

Based on the results from this study, the similarities and differences among

consumers' clothing values in different national cultures, between genders, and type of

clothing can be important basic information for international marketers when planning

and implementing marketing plans across countries.
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NATIONAL CULTURE AND CLO'lJHNG VALUES: A CROSS-NATIONAL

STUDY OF TAiWAN AND UNITED STATES CONSUMERS

CHAPTER I

llh4TRODUCTION

Culture and Consumer Behavior

As today's global market grows in importance, there is a greater need for

understanding cross-cultural differences in consumer behavior. According to the

EBM model of the consumer decision process (Blackwell, Miniard, & Engel, 2001)

(see Figure 1), environmental influences and individual differences affect the consumer

decision making process. Environmental influences include culture, social class,

personal influences, family, and situation. Individual differences include consumer

resources, motivation and involvement, knowledge, attitudes and personality, values,

and lifestyle.

Culture is one of the environmental influences that affects consumer decision

making. "Culture has a profound effect on why and how people buy and consume

products and services. It affects the specific products people buy as well as the

structure of consumption, individual decision making, and communication in a society"

(Blackwell, Miniard, & Engel, 2001, p. 320). For marketers, the failure to take

cultural differences among consumers into account has been the cause of many

business failures (Ricks, 1993). Consequently, differences and similarities between
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one's own culture and the culture in which one wishes to market can be achieved

through cross-cultural comparisons (Kotabe & Helsen, 2001). However,

[dross-cultural' comparative studies, which can often be no easier to delimit, imply

regional or meso-level units of observation, providing the means of controlling and

correcting for the cultural environment (institutions, customs, traditions, value systems,

lifestyles, language, thought patterns) in which a particular phenomenon occurs"

(Hantrais & Mangen, 1996, p. 2). In other words, cross-cultural comparative studies

are difficult to design and analyze because there are many variables with which to deal.

For that reason, marketing managers often use cultural classifications to determine the

limits of possible overlap between marketing strategies directed toward different

cultural markets (Kotabe & Helsen, 2001). The present study examines culture as an

environmental influence on the consumer decision process as it relates to clothing

purchase decisions.

Culture has been defined and conceptualized in many ways. Two primaiy

approaches have evolved in the field of anthropology: the realist approach and the

idealist approach. The realist approach to the concept of culture views culture "as an

attribute of human social behavior and usually defines culture in terms of acquired

habits, customs and institutions" (Bidney, 1960, p. 24). The idealist approach to the

concept of culture tends to conceptualize culture as an aggregate of ideas in the minds

of human beings (Osgood, 1951). Researchers in the clothing, textiles, marketing and

consumer behavior fields have followed these same approaches to defining and

conceptualizing culture. In addition, researchers in consumer behavior and marketing

have focused on attributes of cultural classifications such as national culture. Indeed,
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national culture has been identified as a primary environmental fuctor underlying

differences in consumer behavior. For example, "nationality is used as surrogate for

culture because all members of a given national group typically share a similar history,

language, and political and educational environment" (Dawar & Parket 1994, p.82).

The role of national culture in marketing guides "the many ways in which our theories

and paradigms are a reflection of the culture in which they were developed" (Iyengar &

Lepper, 1999, p364).

In the past twenty years, two main national cultural frameworks, the Hoftede

(1980, 1991, 2001)and the Schwartz frameworks (1992, 1994, 1997), have been

developed. According to Holtede (1984), national culture is defined as "collective

programming" of the mind that distinguishes inhabitants of the same nation from those

of another. In a study of IBM employees of 39 nations in 1980, 53 nations in 1991,

and three world regions, Hofstede (1980, 1991)found that national cultures vary on the

dimensions of power distance, uncertainty avoidance, individualism, and masculinity.

Besides the four dimensions of national culture, in 1988, Holtede and Bond

discovered a fifth dimensionthe Confucian dynamic, also called "long-term

Orientation."

In 1992, Schwartz used a statistical analysis technique of "smallest space analysis"

(SSA) to analyze 56 values in the 54 countries of a sample of 44,000 respondents,

including teachers and students. These values clustered into ten categories: power,

achievement, hedonism, stimulation, self-direction, universalism, benevolence,

tradition, conformity and security. These categories also are subsumed into two

dimensions: openness to change vs. conservation and self-transcendence vs.
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self-enhancement (Schwartz & Sagiv, 1995).

Although the dimensions of the two natural culture frameworks overlap, "the

usefulness of the Hofstede framework in international marketing is well established,"

but" Schwartz's framework has yet to be applied widely" (Steenkamp, 2001, p.33).

Therefore, the Hofstede national culture framework was used in this study to examine

consumer decision making in two countries.

According to the Hofstede national culture framework, national culture is

composed of five dimensions: power distance, individualism, uncertainty avoidance,

masculinity, and long-term orientation. Countries are given numerical indexes of each

dimension according to the degree to which citizens in the country portray each

dimension. For example, the United States has a power distance index value of 40

and Taiwan has a power distance index value of 58. This means that Taiwan national

culture values power differentials among individuals to a slightly greater degree than

the United States national culture. In examining the index values of Taiwan and the

United States for each dimension, Taiwan and the United States are fairly close to each

other on the dimensions of power distance, uncertainty avoidance, and masculinity, and

these dimensions of national culture are not included in this study. On the other hand,

index values for Taiwan and the United States are far apart on the dimensions of

individualism and long-term orientation dimensions (long-term orientation is also

referred as Confucian dynamic). The United States has a high individualism

orientation; Taiwan has a low individualism orientation. The United States has a low

long-term orientation; Taiwan has a high long-term orientation.

According to Hofstede (1994a), national cultures with high long-term orientation



have values oriented towards the future, such as thrift and perseverance. On the other

hand, national cultures with low long-term orientation have values oriented towards the

past and present, such as respect for tradition and fulfilling social obligation (Hoftede,

1994a). Additionally, the values of personal steadiness and stability are found in low

long-term orientation national cultures and personal adaptability is found in high

long-term orientation national cultures (Hofttede, 2001). Moreover, people adapt

traditions to new circumstances in high long-term orientation national cultures whereas

people respect tradition in low long-term orientation cultures (Holtede, 2001).

Research has been conducted on national culture comparing high and low

individualism (e.g., Flynn & Saladin, 2002, Yeh & Lawrence, 1995). However, few

studies have been conducted comparing high and low long-term orientation of

Hofstede's framework. Therefore, this study will focus on the long-term orientation

dimension of Hofstede's national culture in relation to clothing values of consumers in

Taiwan and the United States.

Value

Values are important variables in understanding cross-cultural differences in

consumer behavior. "[V]alues represent the deepest level of a culture" and "we are

born within a family within a nation, and are subject to the mental programming of its

culture from birth. Here we acquire most of our basic values"(Hoftede, 1 994b, p.1 3).

In addition, "[v}alues influence most aspects of consumer behavior" (Burgess &

Blackwell, 2001, p.10). "[V]alues provide a powerful basis for understanding

consumer behavior within and across cultures" (Blackwell, Miniard, & Engel, 2001, p.
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215).

Value has been defmed as "a conception, explicit or implicit, distinctive of an

individual or characteristic of a group, of the desirable which influences the selection

from available modes, means and ends of action" (Kluckhohn, 1951, p395). In other

words, value influences consumers directly and indirectly when they are going through

a decision making process. "[V]alues transcend situation or events and are more

enduring because they are more central in the personality structure" (Blackwell,

Miniard, & Engel, 2001, p. 215). Values are learned and can shape our consumption

behaviors including clothing selection.

Clothing value is defined as "[t]he wishes, desires, interests, motives, or goals

which an individual considers worthwhile and thus are influential in determining his or

her attitudes and behavior in the use of clothing" (Lapitsky, 1961, p. 3). To examine

clothing value systems most researchers from the early twentieth-centuiy to now have

adopted, modified, or partially used the instrument ofStudy of Values that was

developed by Aliport and Vernon (1931), and revised by Aliport, Vernon, and Lindzey

in 1951 and in 1960 (Altpeter, 1963; Caidwell & Jernigan, 1988; Conrad, 1973; Cortes

& Gatti, 1970; Creekmore, 1963; Dunlap, 1971; Forney & Rabolt, 1987; Forney &

Rabolt, 1990; Fomey, Rabolt, & Friend, 1993; Francis & Liii, 1990; Fratzke, 1976; Hao

Chiao, 1971; Johnson, 1978; Lapitsky, 1961; Mendoza, 1965; O'Connor, 1967; Purdy,

1983; Richards & Hawthorne, 1971; Rossetti, 1971; Sharma, 1980; Senga, Brown, &

Gonzales, 1987). The Study of Values instrument measures the relative strength of six

value orientations: aesthetic, economic, political, religious, social, and theoretical

values. The six clothing values adapted from Aliport, Vernon, and Lindzey's Study of
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Values also have been adopted, modified, or partially used in cross-national and

cross-cultural studies (Conrad, 1973; Fomey & Rabolt, 1987; Fomey & Rabolt, 1990;

Fomey, Rabolt, & Friend, 1993; Hao Chaio, 1971; Mendoza, 1965). In addition,

according to the definition of high and low long-term orientation national culture and

the six clothing values orientations of Allport-Vemon-Lindzey (1960), the six clothing

values of Siudy of Values (Allport, Vernon, & Lindzey, 1960) may be related to aspects

of long-term orientation of Hofstede's (2001) national culture study (see Table 1). For

example, in high long-term orientation national cultures, people may care about

economic, political, and religious clothing values when they are shopping for clothing.

On the other hand, individuals in low long-term orientation national cultures may be

concerned about the aesthetic, social and theoretical clothing values. Therefore, in the

present study, six clothing values of theoretical, economic, aesthetic, social, political,

and religious will be examined in relation to high and low long-term orientation of

national culture.

Additional Variables

In addition to the long-term orientation dimension of Hofstede national culture,

type of clothing items and gender are also important factors related to clothing values.

Consumers may consider different clothing values when they select different types of

clothing. To university students, casual and formal clothing are the major types of

clothing they may wear. Casual clothing is defined as clothing suitable for informal

wear (Simpson & Weiner, 1989), and formal clothing is described as clothing worn by

men and women at formal social functions (Calasibetta, 1983). Therefore, the present

study examines clothing values in relation to casual and formal clothing.



Table 1

The Relationship Between Long-Term Orientation and Clothing Values

High long-term orientation Low long-term orientation

Aesthetic clothing value X

Economic clothing value X

Political clothing value X

Religious clothing value X

Social clothing value X

Theoretical clothing value X

In addition, gender differences have been found in relation to consumer behavior.

Hayhoe, Leach, Turner, Bruin, and Lawrence (2000) examined the differences in

spending habits and credit use of college students and found out that there were

significant gender differences for the purchasing of clothes, electronics, entertainment,

and food away from home. In 1970, Cortes and Gatti used the six value categories of

Study of Values (Allport, Vernon, & Lindzey, 1960) to test the human values and found

that males were higher than females in theoretical, economic and political values.

This result was the same as Allport-Vemon Lindzey studies in 1931 and in 1951

(females on the average were found to be more religious, social and aesthetic than

males). In studies of clothing values, most researchers have focused only on female

consumers (Altpeter, 1963; Creekmore, 1963; Conrad & Densmore, 1977; Dunlap,

1971; Forney & Rabolt, 1990; Fomey, Rabolt, & Friend, 1993; Fratzke, 1976; Hao



10

Chiao, 1971; Johnson, 1978; Kaigler-Walker & Ericksen, 1989; Kollmorgen & Branson,

1986; Lapitsky; 1961; Mendoza, 1965; Morganosky, 1986; Morganosky & Buckley,

1987; O'Connor, 1967; Purdy, 1983). Few studies have examined gender differences

in clothing values. Therefore, possible gender differences in clothing values related to

casual and formal clothing are examined.

Taiwan Overview

In this study, consumers in Taiwan and the United States are compared. Taiwan

is an island nation located off the eastern coast of Asia. The island of Taiwan is 394

km long and 144 km at its widest point, shaped like a tobacco leaf (The Republic of

China Yearbook, Geography, 2002, para. 2). Taiwan was settled by the Chinese

beginning in the 12th centuly (The Republic of China Yearbook, Histoiy, 2002, para. 1).

During the 17th century, Taiwan was explored and conquered by the Dutch (1624) and

the Spanish (1628) (The Republic of China Yearbook, History, 2002, para. 1). Taiwan

attracted world attention owing to its strategic location and natural resources. In 1662,

Cheng Cheng-kung, who was loyal to the fallen Ming dynasty, defeated the Dutch and

set up a government on Taiwan to defr the Manchus, who had established the Ching

dynasty (The Republic of China Yearbook, History, 2002, pam. 1). Later, the Manchus

conquered Taiwan in 1683 and ruled it until 1895, when Taiwan was ceded to Japan

after the First Sino-Japanese War (The Republic of China Yearbook, History, 2002, para.

1). Eventually, Taiwan was returned to the government of the Republic of China at

the end of World War II and until now (The Republic ofChina Yearbook, History, 2002,

pam. 1).
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Currently, "Taiwan is the world's 1 6th largest economy, the 1 4th largest exporter,

16th largest importer, and the 3th largest holder of fbreign exchange reserves with over

US $ 140 billion" (A Briefintroduction to the Republic of China (Taiwan) 2002,

Economy, 2003, pam. 1). "The United States, Hong Kong, and Japan are the top

buyers of Taiwan exports, accounting for 54.8 percent of the total in 2001. Major

export products include electrical machinery, mechanical appliances, plastics, textiles,

iron, and steel. In 2001, exports to the United States totaled US $27.7 billion and the

tmde surplus with the US was US $9.4 billion" (A Brieflntroduction to the Republic of

China (Taiwan) 2002, Economy, 2003, pam. 5). Tn addition, for Taiwan, the second

largest supplier of imports is the United States, accounting for 17.1 percent, or US $

18.2 billion in 2001 (A Briefintroduction to the Republic of China (Taiwan) 2002,

Economy,2003, pam. 10).

"As one of the four small 'dragon countries' of East Asia, Taiwan has made

impressive economic strides in recent years. Over the past 3 decades, it has achieved

a fivefold increase in real per capita income as well as an average of 8.6% annual

growth in its gross national product" (Ma & Smith, 1991, p. 655). The population in

Taiwan was over twenty two million people in November 2002 (Statistic Data on the

Republic of China, 2003, pam. 1). Although "the Taiwan Market may seem

small,... its record of phenomenal economic growth, strong consumer demand, and

improvements in market access for U. S. goods and services make it a particularly

attractive market for both experienced and new-to-market exporters" (Droker, Sander,

DeVos, & Duvall, 1989, p. 2).

Many scholars viewed the recent industrial success of Taiwan as resulting largely
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from the strength of thnft and persistence values of Confucianism (Hefheinz & Calder,

1982; Yeung & Tung, 1996; Robertson & Hoffman, 2000). People in Taiwan are

infused with Confucian culture. "Confucianism is fundamentally a moral

philosophy... .Most Taiwanese do not view Confucianism as a religion, but rather as a

philosophy "(A Brieflntroduction to the Republic of China (Taiwan) 2002, Religion,

2003, para. 4). "To Confucius, the ethical individual cultivates and exercises several

key virtues, chiefly goodness (Ten), righteousness (yi), wisdom (zhi), faithfulness (xin),

reverence (Jing), and courage (yong)" (Dragga, 1999, p. 367). Confucianism also

emphasizes the individual's social relations and social responsibility over

self-consciousness: people perceive themselves according to their social relationships

and responsibilities as opposed to their individual being (Huang, Andrulis, & Chen,

1994). Hsieh and Scammon (1993) found that "consumers in Taiwan still follow the

Confucian ideals of moderation in consumption and thrift in their personal

expenditures" (p. 61). Confucian ethics were found to vaiy across occupations,

residences, and places of origins but were not found to vary across most socioeconomic

or social class groups in Taiwan (Ma & Smith, 1991).

A few studies have been conducted to compare the consumer behavior of people

in Taiwan and the United States (Albers-Miller & Stafford, 1999; Hao Chaio, 1971;

Hsiao, 1993; Hsu & Bums, 2002; Huang, 2001; McNeal & Yeh, 1990). Hao Chaio

(1971) studied the relationship between clothing behavior and general values in Taiwan

and the United States and found significant differences between the mean scores of the

aesthetic general value and the religious general values for the two groups. However,

these studies have used "nationality" as the unit of comparison rather than national
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culture. No study was found that examined clothing values as related to national

culture. Moreover, although Hao Chaio (1971) conducted the study in Taiwan and the

United States, the main objective was to examine the "clothing behavior" not "clothing

values."

In addition, no study has been found that has examined the types of clothing

related to clothing values of consumers: Also, most clothing value studies have been

focused only on female consumers. Therefore, this study examines the relationships

among high and low long-term orientation of national culture (Taiwan and United

States), types of clothing (casual and formal clothing), and gender (female and male)

on the clothing values of consumers.

Purpose oldie Study

The purpose of the present study is to examine the relationships among high and

low long-term orientation national culture (Taiwan and United States), types of clothing

(casual and formal clothing), and gender (female and male) on consumers' clothing

values when they make clothing purchase decisions.

Research Question

The research question is: are high and low long-term orientation national culture

(Taiwan and United States), types of clothing items (casual and formal clothing), and

gender (female and male) related to the clothing values of consumers when making

clothing purchase decisions?
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Hypotheses

Hao Chiao (1971) compared six general values (aesthetic, economic, political,

social, religious, and theoretic) and five clothing behaviors (aesthetic, modesty, comfort,

management and social approval) in two countries Taiwan and the United States. The

results showed significant differences between the mean scores of the aesthetic and the

religious general values for the two groups. However, a negative relation was found

between social general value and aesthetic of clothing behavior in the Taiwanese group.

Political general value and aesthetic of clothing behavior were negatively related in the

United States group. In addition, following the definition of long-term orientation

dimensions in Hofstede's study and the six clothing value orientations of

Allport-Vernon-Lindzey (1960), relationships between long-term orientation and

clothing values are expected (see Table 1).

Gender differences also have been found in relation to six values of

Allport-Vemon-Lindzey (1960). Cortes and Gatti (1970) found that males were

higher than females in theoretical, economic and political values. This result was the

same as Allport-Vernon-Lindzey studies in 1931 and in 1951 where females scored

higher on religious, social and aesthetic values than did males.

Therefore, the following hypotheses guided the present study:

HI: Long-term orientation national culture will be related to six clothing values.

Hia: Consumers in high long-term orientation national culture (Taiwan) will score

significantly higher on economic clothing value than will consumers in low

long-term orientation national culture (United States).
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Hib: Consumers in high long-term orientation national culture (Taiwan) will score

significantly higher on political clothing value than will consumers in low

long-term orientation national culture (United States).

Hi C: Consumers in high long-term orientation national culture (Taiwan) will score

significantly higher on religious clothing value than will consumers in low

long-term orientation national culture (United States).

Hid: Consumers in high long-term orientation national culture (Taiwan) will score

significantly lower on aesthetic clothing value than will consumers in low

long-term orientation national culture (United States).

Hie: Consumers in high long-term orientation national culture (Taiwan) will score

significantly lower on social clothing value than will consumers in low long-term

orientation national culture (United States).

Hif Consumers in high long-term orientation national culture (Taiwan) will score

significantly lower on theoretical clothing value than will consumers in low

long-term orientation national culture (United States).

H2: The type of clothing items will be related to the six clothing values.

H2a: There will be significant differences on the consumers' scores of aesthetic

clothing value between casual and formal clothing.

H2b: There will be significant differences on the consumers' scores of economic

clothing value between casual and formal clothing.

H2c: There will be significant differences on the consumers' scores of political clothing

value between casual and formal clothing.
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H2d: There will be significant differences on the consumers' scores of religious

clothing value between casual and formal clothing.

H2e: There will be significant differences on the consumers' scores of social clothing

value between casual and formal clothing.

H2f: There will be significant differences on the consumers' scores of theoretic

clothing value between casual and formal clothing.

113: Gender will be related to six clothing values.

H3a: Female consumers will score significantly higher on aesthetic clothing value than

will male consumers.

H3b: Female consumers will score significantly higher on religious clothing value than

will male consumers.

H3c: Female consumers will score significantly higher on social clothing value than

will male consumers.

H3d: Female consumers will score significantly lower on economic clothing value than

will male consumers.

H3e: Female consumers will score significantly lower on political clothing value than

will male consumers.

H3f Female consumers will score significantly lower on theoretical clothing value than

will male consumers.

Assumptions

1. People's consumption behavior is influenced by their national culture.
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2. Values affect consumer behavior in clothing purchases.

3. General values and their parallel clothing values are related.

4. Questionnaires will be completed by respondents in a truthful manner.

Definition of Terms

Aesthetic clothing value: "Desire for, appreciation of or concern with beauty in

clothing" (Lapitsky, 1961, P. 3).

Casual clothing: Clothing suitable for infonnal wear (Simpson & Weiner, 1989, p.

960).

Clothing value: "The wishes, desires, interests, motives, or goals which an individual

considers worthwhile and thus are influential in determining his or her attitudes and

behavior in the use of clothing" (Lapitsky, 1961, p. 3).

Culture: Culture as "taken in its wide ethnographic sense, is that complex whole which

includes knowledge, belief art, morals, law, custom, and any other capabilities and

habits acquired by man as a member of society" (Tylor, 1871, p. 1).

Economic clothing value: "Desire for conservation of time, energy and money in

relation to clothing use and selection" (Lapitsky, 1961, p. 3).

Formal clothing: clothing worn by men and women at formal social functions

(Calasibetta, 1983).

Long-term orientation: High long-term orientation stands for the fostering of virtues

oriented towards future rewards, in particular, perseverance and thrift. Its opposite

pole, low long-term orientation, stands for the fostering of virtues related to the past

and present, in particular, respect for tradition, preservation of 'face' and fulfilling
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social obligations (Hofstede, 2001).

National culture: "collective programming of the mind acquired by growing up in a

particular country" (Hoftede, 1991, P. 262).

Political clothing value: "Desire for prestige, distinction, leadership or influence

through the use of clothing" (Lapitsicy, 1961, p. 4).

Religious clothing value: "Desire for a symbolically moral expression in clothing use"

(Fratzke, 1976, p. 22).

Social clothing value: "Concern for others in the use of clothing" (Fratzke, 1976, p.

23).

Theoretical clothing value: "Desire to understand why clothing is used or needed and

why it satisfies" (Creekmore, 1971, p. 45).

Value: "[A] conception, explicit or implicit, distinctive of an individual or characteristic

of a group, of the desirable which influences the selection from available modes, means

and ends of action" (Kluckhohn, 1951, p. 395).
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[Sll. 4ii

L1TERATIJRIE REVIEW

Culture

According to Blackwell, Miniard, and Engel (EBM model, 2001), the consumer's

decision process is shaped by environmental influences such as culture, social class,

personal influence, family and situation (see Figure 1). Culture is one of the

environmental influences affecting consumer decision making. "Culture has a

profound effect on why and how people buy and consume products and services. It

affects the specific products people buy as well as the structure of consumption,

individual decision making, and communication in a society" (Blackwell, Miniard, &

Engel, 2001, p.320).

What is culture? "There is no current, widely accepted composite... definition of

culture. Instead, culture is... defined through an extensive variety of perspectives,

sanctioning a broad, historically validated range of options" (Borgatta & Borgatta, 1992,

p. 409). For example, in social anthropology, one classic definition of culture is

generally given by Edward Tylor (1871): "[c]ulture or civilization, taken in its wide

ethnographic sense, is that complex whole which includes knowledge, belief art,

morals, law, custom, and any other capabilities and habits acquired by man as a

member of society" (p. 1). Most anthropological or sociological definitions of culture

have been modifications of Tylor's definition, since "[slociologists and anthropologists

use 'culture' as a collective noun for the symbolic and learned, non-biological aspects
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of human society, including language, custom and convention, by which human

behaviour can be distinguished from that of other primates" (Abercrombie, 1988, P. 59).

In 1952, Kroeber and Kluckhohn, dealing solely with the concept of culture, collected a

number of definitions of culture from popular and academic sources and concluded the

following central-tendency definition of culture:

Culture consists of patterns, explicit and implicit, of and for behavior acquired and

transmitted by symbols, constituting the distinctive achievement of human groups,

including their embodiments in artifucts; the essential core of culture consists of

traditional (i.e., historically derived and selected) ideas and especially their

attached values; culture systems may, on the one hand, be considered as products

of action, on the other as conditioning elements of further action (Papers of the

Peabody Museum of American Archaeology and Ethnology, 1952 & 1963, p.

357).

Definitions of culture often include abstract and material elements in order to

describe, evaluate, and differentiate cultures (Blackwell, Miniard, & Engel, 2001;

Johnson, 1995). "Abstract elements include values, attitudes, ideas, personality types,

and summary constructs, such as religion or politics," and "[m]atenal components,

sometimes referred to as cultural artifacts, include such things as books, computers,

tools, buildings, and specific products..." (Blackwell, Miniard, & Engel, 2001, p.

314-3 15).

One method of examining the definitions of culture is through the process of

concept analysis. "Concept analysis is a strategy that allows us to examine the

attributes or characteristics of a concept" (Walker & Avant, 1995, p. 37). The purpose
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of concept analysis of culture is to distinguish among the defining attributes of the

culture concept and its relevant attributes, particularly as related to scholarship in

clothing and textiles and marketing. In order to reach the purpose, I identified all uses

of the culture concept found in anthropology books or textbooks and general

dictionaries, and in articles included in the following representative journals: Clothing

and Textiles Research Journal, Fashion Theory, Journal ofMarkeiing, and Journal of

Consumer Research.

According to definitions in the anthropology books and dictionaries, the ten most

significant features of definitions of culture are:

Customs (Abercrombie, Hill, & Turner, 1988; Clark, Hall, Jefferson, & Robert,1 976;

Kroeber & Kluckhohn,1952; Malinowski, 1944; Pearson, 1985; Tylor, 1871;

Williams, 1976).

Behaviors (Boas, 1930; Fairchild,1944; Kroeber & Kluckhohn, 1952; Kuper, 1994;

Mead, 1937; Osgood,1 951; Winick, 1956;).

Symbols (Abererombie, Hill, & Turner, 1988; Borgatta & Borgatta, 1992; Fairchild,

1944; Johnson, 1995; Kroeber & Kluckhohn, 1952; Mann, 1984; Parsons, 1951;

Sorokin,1 947).

Art (Fairchild, 1944; Kroeber & Kluckhohn, 1952; Pearson, 1985; Smith, 2001;

Tylor, 1871; Winick, 1956; Williams, 1976).

Ideas (Clark, Hall, Jefferson, & Roberts, 1976; Johnson, 1995; Kroeber &

Kluckhohn, 1952; Malinowski, 1944; Mann, 1984; Osgood, 1951; Parsons,1951;

Smith, 2001).

Material components (referred to as cultural artifacts) (Clark, Hall, Jefferson, &
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Roberts, 1976; Davies, 1972; Fairchild, 1944; Johnson, 1995; Mann, 1984; Panunzio,

1937; Theodorson,1 969).

Morals (Clark, Hall, Jefferson, & Roberts, 1976; Fairchild, 1944; Hoult, 1969;

Kroeber & Kluckhohn, 1952; Pearson, 1985; Tylor, 1871).

Beliefs (Clark, Hall, Jefferson, & Roberts, 1976; Malinowski, 1944; Parsons, 1951;

Pearson, 1985; Tylor, 1871; Williams, 1976).

Habits (Boas, 1930; Kroeber & Kluckhohn, 1952; Ray, 1999; Tylor, 1871;).

Language (Abercrombie, Hill, & Turner, 1988; Bidney, 1960; Fairchild, 1944;

Monaghan & Just, 2000; Ranly, 1991).

Generally, most anthropologists agree "that human culture is acquired by man as a

member of society and that it is communicated largely through the symbolism of

language" (Bidney, 1960, P. 23). Whereas anthropologists agree on general

definitions, they have conceptualized culture with varying attributes. Culture might

be presupposed either by a realistic or an idealistic approach (Bidney, 1960). "The

realists as a group tend to conceive culture as an attribute of human social behavior and

usually define culture in terms of acquired habits, customs, and institutions" (Bidney,

1960, p. 24). Examples of realistic definitions were written by Tylor (1871), Boas

(1930), and Malinowski (1944):

Culture, or civilization.., is that complex whole which includes knowledge, belief

art, morals, law, custom, and any other capabilities and habits acquired by man as

a member of society (Edward Tylor, 1871, p. 1)

Culture embraces all the manifestations of social behaviour of a community, the

reactions of individual as affected by the habits of the group in which he lives, and
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the product of human activities as detemimed by these habits. (Franz Boas, 1930)

Culture is the integral whole consisting of implements and consumers' goods, of

constitutional charters for the various social groupings, of human ideas and crafts,

beliefs and customs. Whether we consider a veiy simple or primitive culture or

an extremely complex and developed one, we are confronted by a vast apparatus,

partly material, partly human, and partly spiritual, by which man is able to cope

with the concrete, specific problems that thce him. (Bronislaw Malinowski, 1944)

On the other hand, idealists tend to conceptualize culture as an aggregate of ideas in the

minds of human beings. Osgood's (1951) definition is the best expression for the

idealistic approach: "Culture consists of all ideas of the manufacture, behavior, and

ideas of the aggregate of human beings which have been directly observed or

communicated to one's mind and of which one is conscious" (p. 207).

Compared to the definitions in the anthropology books and dictionaries, the

definitions of culture found in clothing and textiles journals are narrower in scope.

Most authors in the Clothing and Textiles Research Journal and Fashion Theory

followed the definitions of culture given by sociologists and anthropologists.

However, the definitions of culture in Clothing and Textiles Research Journal and

Fashion Theory were focused more on the cultural sub-system to examine parts of

cultural attributes such as:

Social structure (Dickerson, 1999; Hamilton, 1987; Hamilton, 1997; Harris, 1980;

Hoggar, 1958; White, 1969)

Technology (Dickerson, 1999; Hamilton, 1987; Hamilton, 1997; White, 1969)

Knowledge (Dickerson, 1999; Shen & Dcikson, 2001; Tylor, 1871)
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Ideology (Hamilton, 1987; Hamilton, 1997; White, 1969)

Values (DeLong, Koh, Nelson, & Ingvoldstad, 1998; Dickerson, 1999; Lee & Bums,

1993)

Beliefs (Dickerson, 1999; Tylor, 1871)

Symbols (Hamilton & Hamilton, 1989; Kaiser, 1997)

Humanity (Dickerson, 1999; Hamilton, 1990)

Aesthetics (Dickerson, 1999; Hoggart, 1958).

For example, Hamilton (1987), in her article of Dress as a Cultural Sub-system; A

Un fyingMetatheory for Clothing and Textiles, explained that "[d]ress as a cultural

sub-system, based on technological, social structural, and ideological components, is

proposed as a unif,ing metatheory for the academic discipline of clothing and textiles"

(p. 1). Culture embraces everything "[firom food to dress, from household techniques

to industrial techniques, from forms of politeness to mass media, from work rhythms to

the learning of family rules" (Guillaumin, 1979, p. 41). The definition of culture

depends on how the author defines and categorizes the elements of culture differently.

For example, Herskovjts (1952) defined them as material culture, social institutions,

humanity and the universe, aesthetics, and language.

Similar to authors in Clothing and Textiles Research Journal and Fashion Theory,

researchers in marketing and consumer behavior draw out a definition of culture from

the sociologists and anthropologists' views. As noted by Dickerson (1999), "[i]f we

look at culture from the anthropologist's perspective, this gives us a framework for

considering the elements of a cultural environment in which international commerce

occurs. Each of these elements influences the ways in which business is transacted
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from one country to another" (p. 88). As such, researchers in marketing and

consumer behavior are interested in the attributes of cultural classifications such as the

national culture (Asker & Maheswaran, 1997; Dawar & Parket, 1994; Hoftede, 1980;

Hofstede, 1991; Hofstede, 1994a; Lynn, Zinkhan, & Harris, 1993; Steenkamp,

Hofstede & Wedel, 1999). National culture has been identified by Hoftede (1980,

1991, 1994) according to the following characteristics: power distance (the degree of

inequality among people that is viewed as being equitable), uncertainty (the extent to

which people in a given culture prefer structured situations with clear rules over

unstructured ones), individualism (the degree to which people prefer to act as

individuals rather than group members), and masculinity (the importance of "male"

values opposed to "female" value).

National Culture

A national culture has been identified as a main environmental factor underlying

systematic differences in consumer behavior (Lynn, Zinkhan, & Harris, 1993).

Specifically, in the past, some countries were isolated by natural barriers. For

example, island nations of Japan, Taiwan, and Indonesia or peninsulas of Korea and

Vietnam were isolated from other cultures. However, culture also can be

conceptualized on a national level since "nationality is used as a surrogate for culture

because all members of a given national group typically share a similar history,

language, and political and educational environment" (Dawar & Parket 1994, p. 82).

"Through the legal and governmental system, a nation's culture determines what

suppliers can offer, the ways products can be marketed, and the degree to which
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consumers are allowed to act on their preferences" (Engel, Blackwell, & Miniard, 1993,

p. 68).

Examining the effects of national culture requires that there exists some

meaningful degree of within-country commonality and between country differences in

national culture (Dawar & Parket 1994). "The effects of culture may vary from

country to country, but the impact is always there" (Robertson, Zielinski, & Ward, 1984,

p. 555). "Countries differ in their geographic, socioeconomic, demographic, and

cultural characteristics" and "[s]uch differences are likely to influence how a product or

service diffuses over time, that is, how it is adopted by consumers in different

countries" (Takada & Jam, 1991, p. 48). "[A]nd the many aspects of a culture affect

differently the needs consumers satisf through the acquisition and use of goods and

services" (Roth 1995, p. 164-65). But this does not mean to imply that culture and

country are the same. One culture can embrace several countries; for example,

Confucian culture may cover many Asian countries such as Japan, Korea, Taiwan, and

Main Land China. In addition, one country (e.g., United States) may be multicultural

for many attributes of culture.

"All cultures have value systems that shape people's norms and standards"

(Kotabe & Helsen, 2001, p. 119). For example, Henry (1 976) found cultural values of

American society play an important role in influencing consumer behavior of

ownership of generic automobile categories. Studies have focused on the relationship

between cultural values and consumer behavior such as Delong, Koh, Nelson, and

Ingvoldstad (1998), Hair and Ralph (1972), Henry (1976), Herberg and Buchanan

(1971), Hsu and Burns (2002), as well as Lee and Burns (1993). Moreover, "[mljany
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specific values may be related to certain nations" (Kahie, 1986. P. 39). For example,

some Asian countries such as Singapore, Hong Kong, Taiwan, and Japan are influenced

by the cultural values and norms of Confucian philosophy; therefore, traditional fumily

values and conformity are vital despite modernization in these countries (Hsu, 1985).

In this present study, national culture will be measured in order to compare values

associated with the purchase of clothing in two countries, Taiwan and United States.

"A country culture has long been identified as a key environmental characteristic

underlying systematic differences in behavior" (Steenkamp, 2001, p. 30). The role of

national culture in marketing guides us: "the many ways in which our theories and

paradigms are a reflection of the culture in which they were developed" (Iyengar &

Lepper, 1999, p. 364). In other words, the failure to take cultural differences between

countries into account has been the cause of many business failures (Ricks, 1993).

Two main national cultural frameworks, the Hoftede (1980, 1991, 2001) and the

Schwartz (1994, 1997), have been developed rigorously, comprehensively in the recent

twenty years. "They serve as the point of departure for understanding different layers

of culture, for starting to understand and test antecedents of national culture, and for

assessing cultural stability, among others (Steenkamp, 2001, p. 31).

Hofstede National Culture

Hofstede (1984) defined national culture as "collective programming" of the mind

that distinguishes inhabitants of the same nation from those of another. "This

collective programming develops as a result of the experiences shared by inhabitants of

a nation and includes values transferred by the educational, government and legal
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systems, family structure, patterns of religious preference, literature, architecture and

scientific theories" (Flynn & Saladin, 2002, Cl). "Values represent the deepest level

of a culture. They are broad feelings, often unconscious and not open to discussion,

about what is good and what is bad, clean or dirty, beautiful or ugly, rational or

irrational, normal or abnormal, natural or paradoxical, decent or indecent These

feelings are present in the majority of members of the culture, or at least in those

persons who occupy pivotal positions" (Hofstede, 1 994b, p. 13). In addition,

"[n]ationality is an involuntaiy attribute; we are born within a fumily within a nation,

and are subject to the mental programming of its culture from birth. Here we acquire

most of our basic values" (Hofstede, 1 994b, p. 13).

In a study of IBM more than 31,000 employees of 39 nations in 1980,53 nations in

1991, and three world regions, Hofstede (1980, 1991) identified the following four

dimensions on which;national culture may valy: power distance, uncertainty avoidance,

individualism, and masculinity Hofstede's (1980, 1991) influential study suggested

that four basic societal problems underlie cultural value dimensions:

1. Social inequality, including the relationship with authority.

2. The relationship between individual and group.

3. Concepts of masculinity and femininity-the social implications of gender.

4. Dealing with uncertainty, including the control of aggression and the expression

of emotions.

Besides the four dimensions of national culture, in 1988, Hofstede and Bond

discovered a fifth dimension-Confucian Dynamic, also called long-term orientation.

Hostede's culture dimensions have been utilized in research comparing cultures at the
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national level (e.g., Nakata & Sivakumar, 1996), the organizational level (e.g., Flynn &

Saladin, 2002), and even the individual level (e.g., Wagner, 1995). "Hofstede's work

has been widely cited and reviewed, has been validated through recent replication, and

has engendered much subsequent research" (Priem & Shaffer, 2001, P. 201). The five

cultural dimensions of Hofstede's study (1980, 1991,2001) are described below. A

table of each dimension was composed of mean scores or percentages for each question

and for all countries. The factor analysis was used to sort the survey questions into

groups for which the mean scores or percentages appeared to vary together. Countries

are given numerical indexes on a table for each dimension.

Power distance: Power distance is "the degree of inequality among people which

the population of a country considers as normal: from relatively equal to extremely

unequal" (Hoftede, 1994b, p. 13). Societies in high power distance cultures tend to

believe that power differentials such as between a supervisor and a subordinate are

reasonable and unavoidable. "Such cultures tend to be autocratic, highly centralized,

and explicitly hierarchical" (Priem & Shaffer, 2001, p. 202). In addition, "[un high

power distance cultures, people seek to maintain and increase their power as a source

of satisfaction. Social consciousness is high, and they are motivated by the need to

conform with those in their class or in classes to which they aspire" (Roth, 1995, p.

164). On the other hand, in lower power distance cultures, people are inclined to have

the opposite attitude toward power. "Low power distance societies value equality so

that class distinctions are less tolerable and democratic participation is encouraged"

(Nakata & Sivakumar, 1996, p. 63). The power distance of Hoftede's national

culture has been shown to influence decision behavior (Shane, 1992 & 1993). Across
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thirty-nine countries investigated, the Philippines, Mexico, Venezuela, India, and

Singapore were found to be the top five counties in the high power distance cultures

(Hofstede 1980, p. 104) (see Table 2). Taiwan scored in the middle and the United

States below the mean among 39 countries (Hofstede 1980, p. 104). However, the

lowest power distance countries were in Europe, including Austria, Denmark, Ireland,

and Sweden. In 1990, Hofstede examined the scores on power distance (using the

same survey questions) of IBM employees in the same kind of positions in fifty-three

countries. The top five highest power distance countries were Malaysia, Guatemala,

Panama, (Guatemala and Panama showed the same score), the Philippines, Mexico and

Venezuela (the score was the same as Mexico) (Hofstede, 1991, p. 26; 2001, p. 87) (see

Table 3). Taiwan ranked 29 to 30 and the United States ranked 38 in this investigation

of fifty-three countries (Hoftede, 1991, p. 26; 2001, p. 87). Also, the findings

showed that the lowest power distance countries were similar from the Hofstede's

investigation in 1980 where Taiwan scored in the middle and the United States below

the mean among the fifty-three countries.

Individualism: Individualism is "the degree to which people in a country have

learned to act as individuals rather than as members of cohesive groups: from

collectivist to individualist" (Hoftede, 1994b, p. 13). People in countries with high

individualism cultures, such as the United States, Australia, Great Britain, Canada, and

the Netherlands (Hofstede, 1980, p. 222; 1991, p. 53; 2001, p. 215) (see Tables 4 & 5),

tend to go their own way, are independent of others, and seek variety and hedonistic

experiences. "Their interactions with their work organizations are based largely on a
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Table 2

Hofstede's Power Distance Index (PD1) Values in 1980

Score

Rank

Country or Region PDI

Score

Score

Rank

Country or Region PD!

Score

1 Philippines 94 21 Japan 54

2/3 Mexico 81 22 Italy 50

2/3 Venezuela 81 23/24 South Africa 49

4 India 77 23/24 Argentina 49

5 Singapore 74 25 U.S.A. 40

6 Brazil 69 26 Canada 39

7/8 Hong Kong 68 27 Netherlands 38

7/8 France 68 28 Australia 36

9 Colombia 67 29/30 Germany (P.R.) 35

10 Turkey 66 29/30 Great Britain 35

11 Belgium 65 31 Switzerland 34

12/13 Peru 64 32 Finland 33

12/13 Thailand 64 33/34 Norway 31

14/15 Chile 63 33/34 Sweden 31

14/15 Portugal 63 35 Ireland 28

16 Greece 60 36 New Zealand 22

17/18 Iran 58 37 Denmark 18

17/18 Taiwan 58 38 Israel 13

19 Spain 57 39 Austria 11

20 Pakistan 55

(Source: Hofstede, 1980, p. 104)
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Table 3

Hofstede's Power Distance Index (PD!) Values in 1991 and 2001

Score

Rank

Country or Region PDI

Score

Score

Rank

Country or Region PD!

Score

1 Malaysia 104 27/28 South Korea 60

2/3 Guatemala 95 29/30 Iran 58

2/3 Panama 95 29/30 Taiwan 58

4 Philippines 94 31 Spain 57

5/6 Mexico 81 32 Pakistan 55

5/6 Venezuela 81 33 Japan 54

7 Arab countries 80 34 Italy 50

8/9 Equador 78 35/36 Argentina 49

8/9 Indonesia 78 35/36 South Africa 49

10/11 India 77 37 Jamaica 45

11/11 West Africa 77 38 USA 40

12 Yugoslavia 76 39 Canada 39

13 Singapore 74 40 Netherlands 38

14 Brazil 69 41 Australia 36

15/16 France 68 42/44 Costa Rica 35

15/16 Hong Kong 68 42/44 Germany FR 35

17 Colombia 67 42/44 Great Britain 35

18/19 Salvador 66 45 Switzerland 34

18/19 Turkey 66 46 Finland 33

20 Belgium 65 47/4 8 Norway 31

21/23 East Africa 64 47/48 Sweden 31

21/23 Peru 64 49 Ireland (Republic of) 28

2 1/23 Thailand 64 50 New Zealand 22

24/25 Chile 63 51 Denmark 18

24/25 Portugal 63 52 Israel 13

26 Uruguay 61 53 Austria 11

27/28 Greece 60

(Source: Hofstede, 1991, p. 26 & 2001, p. 87)
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Table 4

Hofstede's Individualism Index (IDV) Values in 1980

Score

Rank

Countiy or Region DV
Score

Score

Rank

Countiy or Region DV
Score

1 U.S A. 91 21 India 48

2 Australia 90 22/23 Japan 46

3 Great Britain 89 22/23 Argentina 46

4/5 Canada 80 24 Iran 41

4/5 Netherlands 80 25 Brazil 38

6 New Zealand 79 26 Turkey 37

7 Italy 76 27 Greece 35

8 Belgium 75 28 Philippines 32

9 Denmark 74 29 Mexico 30

10/11 Sweden 71 30 Portugal 27

10/11 France 71 31 Hong Kong 25

12 Ireland 70 32 Chile 23

13 Norway 69 33/34 Singapore 20

14 Switzerland 68 33/34 Thailand 20

15 Germany (FR) 67 35 Taiwan 17

16 South Africa 65 36 Peru 16

17 Finland 63 37 Pakistan 14

18 Austria 55 38 Colombia 13

19 Israel 54 39 Venezuela 12

20 Spain 51

(Source: Hofstede, 1980, p. 222)
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Table 5

Hofstede's Individualism Index (IDV) Values in 1991 and 2001

Score

Rank
Country or Region IDV

Score

Score

Rank

Country or Region IDV

Score

1 USA 91 28 Turkey 37

2 Australia 90 29 Uruguay 36

3 Great Britain 89 30 Greece 35

4/5 Canada 80 31 Philippines 32

4/5 Netherlands 80 32 Mexico 30

6 New Zealand 79 33/35 East Africa 27
7 Italy 76 33/35 Yugoslavia 27

8 Belgium 75 33/3 5 Portugal 27

9 Denmark 74 36 Malaysia 26

10/11 Sweden 71 37 Hong Kong 25

10/11 France 71 38 Chile 23

12 Ireland (Republic of) 70 39/41 West Africa 20

13 Norway 69 39/4 1 Singapore 20

14 Switzerland 68 39/41 Thailand 20

15 Gennany F. R. 67 42 Salvador 19

16 South Africa 65 43 South Korea 18

17 Finland 63 44 Taiwan 17

18 Austria 55 45 Peru 16

19 Israel 54 46 Costa Rica 15

20 Spain 51 47/48 Pakistan 14

21 India 48 47/48 Indonesia 14

22/2 3 Japan 46 49 Colombia 13

22/23 Argentina 46 50 Venezuela 12

24 Iran 41 51 Panama 11

25 Jamaica 39 52 Equador 8

26/27 Brazil 38 53 Guatemala 6

26/27 Arab countries 38

(Source: Hofstede, 1991, p. 26 & 2001, p. 87)



35

personal inducement-contributions calculation" (Priem & Shaffer, 2001, p. 202). In

contrast, people from low individualism cultures (collectivist cultures) tend to hold

group values and belief as well as follow social norms. They are more loyal, seek

collective interests, and conform to group behavior. Examples of these countries are

Taiwan, Peru, Pakistan, Colombia, Venezuela, Indonesia, and Guatemala (Hofstede,

1980, p.222; 1991, p.53; 2001, p.21 5). "The basic difference between individualistic

and collectivistic cultures is that, an individualistic culture emphasizes 'I-identity' and

personal self-esteem enhancement, but a collectivistic one pays more attention to

'we-identity' and social group-esteem maintenance" (Zhou & Nakamoto, 2001, p.

161-1 62). Additionally, "behavior of members of individualist cultures tends to be

motivated by personal preferences and inner drives, while behavior of members of

collectivist cultures tends to be more influenced by preferences and needs of close

others" (Aaker & Maheswaran, 1997, p. 315-316). "Individualism-Collectivism is

likely the most extensively studied of Hofstede's (1980) dimensions" (Priem & Shaffer,

200 1, p. 202). Further, "[i]ndividualism-Collectivism is perhaps the most central

dimension of cultural variability identified in cross-cultural research and has received

considerable attention in the cultural psychology literature" (Aaker & Maheswaran,

1997, p. 315).

Uncertainty avoidance: Uncertainty avoidance is "the degree to which people in a

country prefer structured over unstructured situations: from relatively flexible to

extremely rigid" (Hoftede, I 994b, p. 13). Members in high uncertainty avoidance

societies usually have low tolerance for ambiguity. They avoid risk and seek a

concern with security. They are the rule followers and are resistant to change.
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Examples of the high uncertainty avoidance countries are Greece, Portugal, Guatemala,

Uruguay, Belgium, Salvador, and Japan. On the other hand, people in low uncertainty

avoidance cultures would like to seek variety. They can live with ambiguity and

associate with less anxiety and stress. Singapore, Jamaica, Denmark, Sweden, and

Hong Kong are in low uncertainty avoidance cultures (Hofttede, 1980, p. 165; 1991, p.

113; 2001, p. 151) (see Tables 6 & 7). From the Hofstede's (1980, 1991, 2001)

studies, the United Stated (ranked 31 of 39 in 1980 and ranked 43 of 53 in 1990) in the

uncertainty avoidance cultural dimension is lower than Taiwan (ranked 19 of39 in

1980 and ranked 26 of 53 in 1990) on this dimension.

Masculinity: Masculinity is "the degree to which 'masculine' values such as

assertiveness, performance, success and competition prevail over 'feminine' values

such as the quality of life, maintaining warm personal relationships, service, caring, and

solidarity: from tender to tough" (Hofstede, 1 994b, p. 13). Masculine cultures place

greater value on achievement, tasks, money, performance, independence, and

purposefulness, whereas low masculinity dimension cultures place greater value on the

quality of life, service, cooperation, a friendly atmosphere, interdependence, and people.

Countries with cultures considered to be high in the masculinity dimension include

Japan, Austria, Venezuela, Italy, and Switzerland, and countries low in the masculinity

dimension include Sweden, Norway, Netherlands, and Denmark (Hofstede, 1980, p.

279; 1991, p. 84; 2001, p. 286) (see Tables 8 & 9). According to the Hofstede's study

(1980,2001), the United States tends to be a more masculine culture, whereas Taiwan

tends to be a less masculine culture.

Long-term orientation: The fifth dimension is call 'long-term orientation' (LTO)
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Table 6

Hofstede's Uncertainty Avoidance Index (UA1) Values in 1980

Score Country or Region UAI Score Country or Region UAI

Rank Score Rank Score

1 Greece 112 21 Thailand 64

2 Portugal 104 22/23 Iran 59

3 Belgium 94 22/23 Finland 59

4 Japan 92 24 Switzerland 58

5 Peru 87 25 Netherlands 53

6/9 France 86 26 Australia 51

6/9 Chile 86 27 Norway 50

6/9 Spain 86 28/29 South Africa 49

6/9 Argentina 86 28/29 New Zealand 49

10 Turkey 85 30 Canada 48

11 Mexico 82 31 U.S.A. 46

12 Israel 81 32 Philippines 44

13 Colombia 80 33 India 40

14/15 Venezuela 76 34/35 Great Britain 35

14/15 Brazil 76 34/35 Ireland 35

16 Italy 75 36/37 Hong Kong 29

17/18 Pakistan 70 36/3 7 Sweden 29

17/18 Austria 70 38 Denmark 23

19 Taiwan 69 39 Singapore 8

20 Germany (P.R.) 65

(Source: Hofstede, 1980, p. 165)
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Table 7

Hofstede's Uncertainty Avoidance Index (UAI) Values in 1991 and 2001

Score

Rank

Country or Region UAT

Score

Score

Rank

Country or Region UAI

Score

1 Greece 112 28 Equador 67

2 Portugal 104 29 Germany FR 65

3 Guatemala 101 30 Thailand 64

4 Uruguay 100 3 1/32 Iran 59

5/6 Belgium 94 32/3 2 Finland 59

516 Salvador 94 33 Switzerland 58

7 Japan 92 34 West Africa 54

8 Yugoslavia 88 35 Netherlands 53

9 Peru 87 36 East Africa 52

10/15 France 86 37 Australia 51

10/15 Chile 86 38 Norway 50

10/15 Spain 86 3 9/40 South Africa 49

10/15 Costa Rica 86 39/40 New Zealand 49

10/15 Panama 86 41/42 Indonesia 48

10/15 Argentina 86 41/42 Canada 48

16/17 Turkey 85 43 USA 46

16/17 South Korea 85 44 Philippines 44

18 Mexico 82 45 India 40

19 Israel 81 46 Malaysia 36

20 Colombia 80 47/48 Great Britain 35

2 1/22 Venezuela 76 47/48 Ireland (Republic of) 35

21/22 Brazil 76 49/50 Hong Kong 29

23 Italy 75 49/50 Sweden 29

24/25 Pakistan 70 51 Denmark 23

25/2 5 Austria 70 52 Jamaica 13

26 Taiwan 69 53 Singapore 8

27 Arab countries 68

(Source: Hofstede, 1991, p. 113 &200l,p. 151)
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Table 8

Hofstede's Masculinity Index (MAS) Values in 1980

Score

Rank

Country or Region MAS

Score

Score

Rank

Country or Region MAS

Score

1 Japan 95 21 Canada 52

2 Austria 79 22 Pakistan 50

3 Venezuela 73 23 Brazil 49

4/5 Italy 70 24 Singapore 48

4/5 Switzerland 70 25 Israel 47

6 Mexico 69 26/27 Turkey 45

7 Ireland 68 26/27 Taiwan 45

8/9 Great Britain 66 28/29 Iran 43

8/9 Germany (F.R.) 66 28/29 France 43

10/11 Philippines 64 30/31 Spain 42

10/11 Colombia 64 30/3 1 Peru 42

12 South Africa 63 32 Thailand 34

13 U.S.A. 62 33 Portugal 31

14 Australia 61 34 Chile 28

15 New Zealand 58 35 Finland 26

16/17 Greece 57 36 Denmark 16

16/17 Hong Kong 57 37 Netherlands 14

18/19 Argentina 56 38 Norway 8

18/19 India 56 39 Sweden 5

20 Belgium 54

(Source: Hofstede, 1980, p. 279)
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Table 9

Hofstede's Masculinity Index (MAS) Values in 1991 and 2001

Score

Rank

Countiy or Region MAS

Score

Score

Rank

Countiy or Region MAS

Score

1 Japan 95 28 Singapore 48

2 Austria 79 29 Israel 47

3 Venezuela 73 30/31 Indonesia 46

4/5 Italy 70 30/3 1 West Africa 46

4/5 Switzerland 70 32/3 3 Turkey 45

6 Mexico 69 32/3 3 Taiwan 45

7/8 Ireland (Republic of) 68 34 Panama 44

7/8 Jamaica 68 35/36 Iran 43

9/10 Great Britain 66 35/36 France 43

9/10 Germany FR 66 37/3 8 Spain 42

11/12 Philippines 64 37/38 Peru 42

11/12 Colombia 64 39 East Africa 41

13/14 South Africa 63 40 Salvador 40

13/14 Equador 63 41 South Korea 39

15 USA 62 42 Uruguay 38

16 Australia 61 43 Guatemala 37

17 New Zealand 58 44 Thailand 34

18/19 Greece 57 45 Portugal 31

18/19 Hong Kong 57 46 Chile 28

20/21 Argentina 56 47 Finland 26

20/21 India 56 48/49 Yugoslavia 21

22 Belgium 54 48/49 Costa Rica 21

23 Arab countries 53 50 Denmark 16

24 Canada 52 51 Netherlands 14

25/26 Malaysia 50 52 Norway 8

25/26 Pakistan 50 53 Sweden 5

27 Brazil 49

(Source: Hofstede, 1991, p. 84 & 2001, p. 286)
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as compared to 'short-term orintation' (STO). Long-term orientation stands for the

fostering of virtues oriented towards future rewards, in particular, perseverance and

thrift. Its opposite pole, short-term orientation, stands for the present, in particular,

respect for tradition, preservation of 'face' and fliffiuing social obligations" (Hofstede,

2001, p. 359). "Values positively related to LTO are thrift and perseverance; values

negatively related to LTO are respect for tradition, and fulfilling social expectations,

'keeping up with the Joneses" (Hoftede, 1994b, p. 14).

In 1987, Bond and colleagues studied the long-term orientation of national culture

by using questionnaires originally written in Chinese and designed to study value

differences among students in twenty-three countries. A range of Confucian-like

values is included in this dimension. "Bond called it 'Confi.ician dynamism', because

the values related to it, both on the positive and on the negative side, reminded him of

the teachings of Confucius. On the 'positive' side one finds values oriented towards

the future, such as thrift (saving) and perseverance. On the negative side one finds

values oriented towards the past and present, such as respect for tradition and fulfilling

social obligations" (Hofstede, 1 994a, p. 10). China, Hong Kong, Taiwan, Japan,

South Korea, and Brazil are high in long-term orientation values (Hoftede, 2001, p.

356) (see Table 10). Countries such as Pakistan, Nigeria, Philippines, Canada,

Zimbabwe, Great Britain, and the United States tend toward cultures low in long-term

orientation values (Hofstede, 2001, p. 356). In addition, countries high in long-term

orientation national culture are found to strongly correlate with a country's economic

growth over the past 25 years, which was much higher for the East Asian countries than

Western ones (Hofstede and Bond 1988; Hoftede, 1994a).
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Table 10

Hofstede's Long-Term Orientation Index (LTO) Values in 2001

Score Rank Country or Region LTO Score

1 China 118

2 Hong Kong 96

3 Taiwan 87

4 Japan 80

5 South Korea 75

6 Brazil 65

7 India 61

8 Thailand 56

9 Singapore 48

10 Netherlands 44

11 Bangladesh 40

12 Sweden 33

13 Poland 32

14 Germany (FR) 31

15 Australia 31

16 NewZealand 30

17 United States 29

18 Great Bntain 25

19 Zimbabwe 25

20 Canada 23

21 Philippines 19

22 Nigeria 16

23 Pakistan 00

(Source: Hofstede, 2001, p. 356)
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Schwariz National Culture

The work of psychologist Shalom Schwartz provides new insight into the

values-behavior debate, especially important for distinguishing values at the individual

and cultural levels. "Schwartz's framework is based on empirical analyses of

country-level responses of large groups of people (mostly students and teachers)"

(Steenkamp, 2001, p. 33). The Schwartz theory proposes that values are

trans-situational goals that serve the interest of individuals or groups and express one of

ten universal motivations or value types (Schwartz & Sagiv, 1995). In 1992, Schwartz

modified and expanded the Rokeach (1967) instrument to become the Schwartz Value

Scale (SVS) and Portraits Questionnaire (PQ). He kept the concept of value from

Rokeach (1973) that assumes values to be universal and dynamically interrelated.

Three basic societal issues have been identified in Schwartz's (1994, 1997) studies:

(1) relations between individual and group;

(2) assuring responsible social behavior; and

(3) the role of humankind in the natural and social world.

Schwartz (1992) included 56 values on a survey instrument administered to

teachers and students at universities in 44 countries. Schwartz (1992) used a

statistical analysis technique of Smallest Space Analysis (SSA) to classify differences

at the individual respondent level. These values clustered into ten categories: power,

achievement, hedonism, stimulation, self-direction, universalism, benevolence,

tradition, conformity, and security. These categories are subsumed into two

dimensions: openness to change vs. conservation and self-transcendence vs.

self-enhancement (Schwartz & Sagiv, 1995). The following are the main definitions
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of the ten value types in terms of their central goal:

(1) Powersocial status, dominance over people and resources

(2) Achievementpersonal success according to social standards

(3) Hedonismpleasure or sensuous gratification

(4) Stimulationexcitement and novelty

(5) Self-Directiondependence of thought and action

(6) Universalismunderstanding, tolerance and protection for the welthre of all

people and nature

(7) Benevolencepreserving and enhancing the welfare of people to whom one is

close

(8) Traditionrespect and commitment to cultural or religious customs and ideas

(9) Conformityrestraint of actions and impulses that may harm others and violate

social expectations

(10) Securitysafety and stability of society, relationships and self (Smith &

Schwartz, 1997, p. 86)

Researchers have used the Schwartz value scale to conduct research in marketing

management (Akers & Giacomino, 2000; Burgess & Blackwell, 2001; Kozan & Ergin,

1999); in cross-cultural comparisons (e.g., Ardichvili & Kuchinke, 2002); and in

individual level comparisons (e.g., Aygun & Imamoglu, 2002). In a study of The Role

ofNational Culture in InternationalMarketing Research (2001), the author pointed out

that "Schwartz's framework is based on empirical analyses of country-level responses

of large groups of people (mostly students and teachers)... .The items are broader than

Hofstede's work-related items. On the other hand, the type of items Schwartz had in
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his data sets limited the derivation of the cultural domains/dimensions" (Steenkamp, p.

33).

Summary

There are a number of definitions for culture. Tylor's (1871) definition is the

most influential definition for most anthropological, sociological, and marketing fields

(Abercrombie, 1988). He defined culture as "that complex whole which includes

knowledge, belief: art, morals, law, custom, and any other capabilities and habits

acquired by man as a member of society" (Tylor, 1871, p. 1). Although there are

many definitions of culture, common attributes among the different formulations can be

identified. "First of all, culture is learned by people"; second, "culture consists of

many different parts that are all interrelated with one another"; and "[fJinally, culture is

shared by individuals as members of society" (Kotabe & Helsen, 2001, p. 109). From

a business perspective, "cultural meaning is drawn from a culturally constituted world

and transferred to a consumer good. Then the meaning is drawn from the object and

transferred to an individual consumer" (McCracken, 1986, p. 71).

Culture can be conceptualized at the national level. Hofstede (1991) defined

national culture as the "collective programming of the mind acquired by growing up in

a particular country" (p. 262). A national culture has been identified as a main

environmental fctor underlying systematic differences in consumer behavior (Lynn,

Zinkhan, & Harris, 1993). The role of national culture in marketing guides "the many

ways in which our theories and paradigms are a reflection of the culture in which they

were developed" (Iyengar & Lepper, 1999, p. 364). In other words, the thilure to take
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cultural differences between countries into account has been the cause of many

business failures (Ricks, 1993).

In the past twenty years, two main national cultural frameworks, the Hofstede

(1980, 1991, 2001) and the Schwartz (1992, 1994, 1997), have been developed. From

the conceptual description of Hofttede and Schwartz frameworks, the values in the two

frameworks overlap among dimensions/domains. Table 11 and Table 12 outline the

value types and identify values typically included in the content of each dimension or

domain. From the two tables, we find that the two frameworks of these values include

similar values in different domains and dimensions such as authoritarian, conformity;

equality, power, wealth, freedom, enjoyment in life, stability, trust, happiness, harmony,

ambition, daring, and traditions. Therefore, either the Hofstede or the Schwartz

framework should be representative for the investigation of national culture.

"[W}hereas the usefulness of the Holtede framework in international marketing is well

established, Schwartz's framework has yet to be applied widely" (Steenkamp, 2001, p.

33). Therefore, this study will use Hofttede's classif cation of national culture as the

framework to conduct the study of clothing values in two different countries, Taiwan

and the United States.

Examining the effects of national culture requires that there exist some meaningful

degree of within-country commonality and between country differences in national

culture (Dawar & Parket, 1994). In Hofstede's study (1980, 2001), the representative

positions between Taiwan and the United States in each dimension were examined.

The criterion to select the dimensions from Hofstede's study for this study is whether
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Table 11

Value Dimensions in Hofstede's Value Theory

Value dimension Definition Exemplary values
Power Distance Power distance is the degree of inequality among people which the population of a Authoritarian, conformity, equality, power, wealth

oountxy considea as normal: from relatively equal to extremely unequal

Individualism Individualism is the degree to which people in a country have learned to actas

individuals rather than as members of cohesive groups: from colleotivistto

individualist

Uncertainty Avoidance Uncertainty avoidance is the degree to which people in a country prefer structured

over unstructured situati .. . from relatively flexible to extremely rigid.

Masculinity Masculinity is the degree to which 'masculine' values like assertiveness,

performance, success and competition prevail over 'feminine' value. like the quality

of life, maintaining warm personal relationships, service, caring and solidarity: from

tender to tough.

Long-Term Orientation Values positively related in LTO are thrift and perseverance; values negatvely

related are respect for tradition, and Ihifilling social expectations, 'keeping with

the Joneses

(Source: Excerpted from Hofstede, 1994b, p. 13-14)

Allbctive autonomy, intellectual autonomy, and egalitarian

commitment, personal live (time) freedom, eioyment in life

Stress, anxiet)ç expression of emotions, subjective well-bcin&

seniority, generation gap opeiuuaa to new expedence and

information, thist, stabilit harmony, happiness

Challenge, recognition, advancement, high mastcrç ambition,

daring, independence

Persistence, perseverance, thrill, face considerations,

traditions, concern in thture
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Table 12

Value Types in Schwartz's Value Theory

Value type Definition Exemplary values
Power Social status and prestige, control ordosninance over people and resources. Social powos authority, wealth

Achievement Personal success though demonstrating competence according to social standards. Success capability, capable, ambition

Hedonism Pleune wj gjfjgj fr oneself Pleaaiwe, csoying life

Stimulation Excitcmestt novelty and challenge in life. Daring, varied life, an exciting life

Self-direction Independent thought and action-choosing, creating, exploring. Creativity, curiosity, freedom

Universalism Understanding, appreciation, tolerance, and protection for the welfare of all people and nature. Broadtninded, social justice, equality, protecting the

environment

Benevolence Preservation and enhancement of the welfare of people with whom one is in frequent personal HelpM, honest, forgicing

contact.

Tradition Respcet commitment, and acceptance of the cuatoma and ideas that culture or religion provide. Humble, devout, accepting nay portion in life

Conformity Pestramt of actions, ,nclinationa, and impulses likely to opset or harm others and violate social Politeness, obedience, honoring one's parents or elders

expectations or norms.

Security Safety, harmony, and stability of society, of relationships, and of self. Social order, clean

(Source: Excerpted from Schwartz, 1992)
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the distance between the rankings for Taiwan and United States on each dimension of

Hofstede's study was greater than half the distance from the rankings of the highest to

the lowest countly For example, in 1980, the distance between the rankings of

Taiwan and United States of power distance was seven. This was not greater than half

(20) of the countries ranked (39). Under this selection criterion, the power distance

dimension was not selected for examination of national culture influence. Therefore,

according to Hofstede's findings (1980, 1991, 2001) and following the selection

criterion for this study, the dimensions of power distance, uncertainty avoidance, and

masculinity were not selected as national culture dimensions for study (see Table 13).

In addition, a great deal of research has been conducted comparing high and low

individualism in Hofstede's framework (Aaker & Maheswaran, 1997; Arnold, Bemardi,

& Neidermeyer, 1999; Blodgett, Lu, Rose, & Vitell, 2001; Cho, Kwon, Gentry, Jun, &

Kropp, 1999; Eaton & Louw, 2000; Fernandez, Carlson, Stepina, & Nicholson, 1997;

Flynn & Saladin, 2002; Hanison, McKinnon, Panchapakesan, & Leung, 1994; Heuer,

Cummings, & Hutabarat, 1999; Lynn, Zinkhan, & Harris, 1993; Robertson & Hoffman,

2000; Moon & Franke, 2000; Nakata & Sivakumar, 1996; Raghuram, London, &

Larsen, 2001; Roth, 1995; Steenkamp, Hofstede, & Wedel, 1999; Yeh & Lawrence,

1995). However, few studies have been conducted that examine the high and low

long-term orientations of Hofstede's study. Therefore, this study examines the high

and low long-term orientations of Hofstede's national culture in relation to clothing

values.
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Table 13

The Distance Between The Rankings of Taiwan and United States on Each Dimension

of National Culture

Dimensions 1980 1991 2001

Hofstede's study Hofstede's study Hofstede's study

Distance Half of the Distance Half of the Distance Half of the

between number of between number of between number of

ranks of counines ranks of countries ranks of countries

Taiwan& studies Taiwan& studies Taiwan & studies

U.S. U.S. U.S.

Power Distance 7 20 8 26 8 26

Individualism 34 20 43 26 43 26

Uncertainty 12 20 17 26 17 26

Avoidance

Masculinity 14 20 18 26 18 26

long-term 14 12

orientation

Value

"The study of values covers a broad multidisciplinary teffain" (Borgatta &

Montgomery, 2000, p. 3212). Value also has many sub-terms such as cultural value,

human value, general value, social value, personal value, and clothing value. It

therefore follows what Borgatta and Montagomer (2000) explained: "different

disciplines have pursued this topic with unique orientations to the concept of values" (p.

3212). For example, in sociology, values may serve an important thnction by

enabling individuals to know collectively desirable goals (Borgatta & Montgomery,

2000, p. 3213).
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Kluckhohn's (1951) definition of value may be one of the most useful (Zavalloni,

1980). He defmed value as "a conception, explicit or implicit, distinctive of an

individual or characteristic of a group, of the desirable which influences the selection

from available modes, means and ends of action" (p. 395). "Kluckhohn formulated

the concept of 'value orientations', which are organized complexes of values which

apply to broad segments of life and are a key factor in cultural integration"

(Seymour-Smith, 1986, p. 285). "Values are important parts of any culture because

they influence how people choose and how social systems develop and change"

(Johnson, 1997, p. 309). "Cultural or social values are those shared broadly across

groups of people, whereas personal values, are the terminal (goals) or instrumental

(behavior) beliefs of individuals" (Blackwell, Miniard, & Engel, 2001, p. 317).

Although there are many formal definitions of value, Smith and Schwartz (1997, p.

80) identified five features of value that capture the core features of the concept of

value. The definition follows below

1. Values are beliefs. But they are not objective, cold ideas. Rather, when

values are activated, they become infused with feeling.

2. Values refer to desirable goals (e.g., equality) and to the modes of conduct that

promote these goals (e.g., fairness, helpfulness).

3. Values transcend specific actions and situations. Obedience, for example, is

relevant at work or in school, in sports or in business, with family, friends or

strangers.

4. Values serve as standards to guide the selection or evaluation of behavior,

people, and events.
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5. Values are ordered by importance relative to one another. The ordered set of

values forms a system of value priorities. Cultures and individuals can be

characterized by their systems of value priorities.

Researchers of values have attempted to understand what people believe in and

how their belief motivate their behavior. Important theoretical and empirical studies

of values have been conducted by Spranger (1928), Parsons and Shils (1951),

Kluckhohn (1951), Pepper (1958), Williams (1960), Allport et al. (1960), Scott (1965),

Williams and Albert (1968), Smith (1969), Kohn (1969), Rokeach (1973), Zavalloni

(1980), Spates (1983), and Ball-Rokeach and Loges (1992). Additionally, various

researchers have tried to classiFy values. "In statistical analysis of quantitative

data-sets, the value is the score or figure observed on a particular variable for a

particular case, or in specific circumstances, that is, it is a quantified amount" (Marshall,

1998, p. 689). Eduard Spranger's (1928) 7)ipes ofMan was the first to suggest that

people could be classified by six dominant values orientations. Latter, Ailport and

Vernon (1931), based on Spranger's (1928) value classifications, developed a value

measurement scale. This value measurement was revised by Aliport, Vernon, and

Lindzey in 1951 and in 1960. The following descriptions of six value types, from

Aliport, Vernon, and Lindzey (1960), were all based directly upon Spranger's 1J'pes of

Men:

1. The Theoretical. The dominant interest of the theoretical man is the

discovery of truth. In the pursuit of this goal he characteristically takes a

"cognitive" attitude, one that looks for identities and differences; one that divests



53

itself ofjudgments regarding the beauty or utility of objects, and seeks only to

observe and to reason. Since the interests of the theoretical man are empirical,

critical, and rational, he is necessarily an intellectualist, frequently a scientist or

philosopher. His chief aim in life is to order and systematize his knowledge.

2. The Economic. The economic man is characteristically interested in what is

useful. Based originally upon the satisfaction of bodily needs (self-preservation),

the interest in utilities develops to embrace the practical affairs of the business

worldthe production, marketing, and consumption of goods, the elaboration of

credit, and accumulation of tangible wealth. This type is thoroughly "practical"

and conforms well to the prevailing stereotype of the average American

businessman.

The economic attitude frequently comes into conflict with other values. The

economic man wants education to be practical, and regards unapplied knowledge

as waste. Great feats of engineering and application result from the demands

economic men make upon science. The value of utility likewise conflicts with

the aesthetic value, except when art serves commercial ends. In his personal life

the economic man is likely to confuse luxury with beauty. In his relations with

people he is more likely to be interested in surpassing them in wealth than in

dominating them (political attitude) or in serving them (social attitude). In some

cases the economic man may be said to make his religion the worship of Mammon.

In other instances, however, he may have regard for the traditional God, but

inclines to consider Him as the giver of good gifts, of wealth, prosperity, and other
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tangible blessings.

3. The Aesthetic. The aesthetic man sees his highest infonn and harmony.

Each single experience is judged from the standpoint of grace, symmetry, or

fitness. He regards life as a procession of events; each single impression is

enjoyed for its own sake. He need not be a creative artist, nor need he be effete;

he is aesthetic if he but finds his chief interest in the artistic episodes of life.

The aesthetic attitude is, in a sense, diametrically opposed to the theoretical;

the former is concerned with the diversity, and the latter with the identities of

experience. The aesthetic man either chooses, with Keats, to consider truth as

equivalent to beauty, or agrees with Mencken, that, "to make a thing charming is a

million times more important than to make it true." In the economic sphere the

aesthete sees the process of manufacturing, advertising, and trade as a wholesale

destruction of values most important be interested in persons but not in the welfare

of persons; he tends toward individualism and self-sufficiency. Aesthetic people

often like the beautiful insignia of pomp and power, but oppose political activity

when it makes for the repression of individuality. In the field of religion they are

likely to confuse beauty with purer religious experience.

4. The Social. The highest value for this type is love of people. In the study of

values it is the altruistic or philanthropic aspect of love that is measured (see

Spranger, 1928, p. 9). The social man prizes other persons as ends, and is

therefore himself kind, sympathetic, and unselfish. He is likely to find the

theoretical, economic, and aesthetic attitudes cold and inhuman. In contrast to
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the political type, the social man regards love as itself the only suitable form of

human relationship. Spranger adds that in its purest form the social interest is

selfless and tends to approach very closely to the religious attitude.

5. The Political. The political man is interested primarily inpower. His

activities are not necessarily within the narrow field of politics; but whatever his

vocation, he betrays himself as aMachtmensch. Leaders in any field generally

have high power value. Since competition and struggle play a large part in all

life, many philosophers have seen power as the most universal and most

fundamental of motives. There are, however, certain personalities in whom the

desire for a direct expression of this motive is uppermost, who wish above all else

for personal power, influence, and renown.

6. The Religious. The highest value of the religious man may be called unity.

He is mystical, and seeks to comprehend the cosmos as a whole, to relate himself

to its embracing totality. Spranger defines the religious man as one "whose

mental structure is permanently directed to the creation of the highest and

absolutely satis!ring value experience." Some men of this type are "immanent

mystics," that is, they find their religious experience in the affirmation of life and

in active participation therein. A Faust with his zest and enthusiasm sees

something divine in every event. The "transcendental mystic," on the other hand,

seeks to unite himself with a higher reality by withdrawing from life; he is the

ascetic, and, like the holy men of India, finds the experience of unity through
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self-denial and meditation. In many individuals the negation and affirmation of

life alternate to yield the greatest satisfIiction.

Mixtures. Spranger does not imply that a given man belongs exclusively to

one or another of these types of values. His depictions are entirely in terms of

"ideal types," a conception fully explained in his Types ofMen (1960, p. 4-5).

In 1931, based on the value classification of Eduard Spranger's (1928) Types of

Men, Allport and Vernon developed Study of Values to measure the relative strength of

six value orientations: theoretical, economic, aesthetic, social, political, and religious

values. The instrument of Study of Values was revised by Allport, Vernon, & Lindzey

in 1951 and in 1960.

The most influential researcher of values has been Milton Rokeach (1973).

Rokeach (1967) developed the Rokeach Value Survey (RVS), an instrument made up of

two sets of values (each set has eighteen value items). The first set of "instrumental

values" refers to values that reflect modes of conduct and the second set of "terminal

values" refers to values that reflect desired end states. Rokeach (1973) distinguished

terminal values (end states) from instrumental values (ways to get there). He

furthered Kluckhohn's (1950) concept of value as "a continuum of relative

importance." Kluckhohn's (1950) concept of value included the important

proposition of values being arranged hierarchically in relation to one another. In other

words, this concept allows an individual to hold lots of distinct values, but to hold them

in relation to one another.

The Rokeach Value Survey is a thirly simple instrument that allows for

comparisons of individuals with different demographic characteristics and linking value



57

priorities to a variety of attitudes about contemporary social issues (Borgatta &

Montgomery, 2000). "The Rokeach Value Survey has been used by numerous

researchers to explore many cets of values, such as the relationship between values

and behavior, the role of values in justi1ying attitudes, and the extent to which people

remain committed to particular values over time" (Borgatta & Montgomery, 2000, p.

3214).

Clothmg Values

Based on the findings from the early twentieth-century researchers, several

researchers have examined clothing value systems. Consumer behaviors are

influenced by many fctors, including the consumer's value system. Values are

conceptions of the desirable (Kluckhohn, 1951) and, therefore, are indicators of

consumer behavior. Values are learned and can shape our consumption behaviors

which include clothing selection. For marketers, knowing consumers' clothing values

becomes an important aspect to managing marketing strategies.

Several definitions of clothing values have been incorporated by researchers.

Most researchers on clothing values (Altpeter, 1963; Caldwell & Jemigan, 1988;

Conrad, 1973; Conrad & Densmore, 1977; Dunlap, 1971; Forney & Rabolt, 1987;

Fomey & Rabolt, 1990; Francis & Liu, 1990; Fratzke, 1976; Johnson; 1978;

Kaigler-Walker & Ericksen, 1989; Mendoza;1 965; Purdy, 1983; Senga, Brown, &

Gonzales, 1987) followed the definition of clothing value originated by Lapitsky (1961,

1966). In 1961, Lapitsky defined clothing values as "[t]he wishes, desires, interests,

motives, or goals which an individual considers worthwhile and thus are influential in
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detennining his or her attitudes and behavior in the use of clothing" (p. 3).

"Clothing value" and "clothing behavior" are related to an overall value system.

These terms may appear similar in definition but they are actually different. Clothing

behavior "refers to the use of and attitudes toward the many aspects of clothing as

expressed through awareness, interest, and action" (Diekey, 1967, p. 39). Moreover,

O'Connor (1967) defmed "[c]lothing behavior, in general terms, refers to the attitudes,

beliefs, knowledge, and practices related to the selection and use of, as well as

satisfaction with clothing" (p. 10). In comparing the definitions of clothing behavior

and clothing value, clothing behavior tends to focus on how consumers "act using"

clothing and express their attitudes and beliefs through clothing. Clothing value

focuses on how consumers "feel wanting" clothing and their internal processing.

Both, however, are influenced by overall value systems.

Research on clothing values has been based on the Allport-Vernon-Lindzey (1960)

value orientations, and the work of Rokeach (1973), and Kluckhohn (1951). The

following literature reviews of clothing values are in chronological order to show the

development of clothing values.

In 1961, Lapitsky extended the work of Allport, Vernon, and Lindzey (1960) and

developed a measure of clothing values to examine the relationship between general

values and clothing values. The five clothing values used in this study are identified

below

Aesthetic: the desire for, appreciation of or concern with beauty in clothing.

Economic: the desire for comfort in clothing and for the conservation of time,

energy, and money in relation to clothing usage or selection.
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Political: the desire for obtaining prestige, distinction, leadership, or influence

through clothing usage.

SOcial I: the expression of regard for fellow beings through clothing behavior.

The individual to whom this value would be of greatest concern would not wear

clothes which were more expensive or flishionable than those worn by his friends.

Further, clothing would be shared with others even though it might be returned

soiled or somewhat damaged.

Social II: the desire for obtaining social approval through clothing usage with

conformity playing a prominent role (p. 3-4).

From two groups of eighty undergraduate female students and eighty female

teachers, Lapitsky (1961) found positive correlations between clothing values and

general values. The results pointed out that aesthetic and economic clothing value

mean scores were significantly higher for both groups of women, teachers and students,

than any of the other clothing values (political, social I, and social II) investigated. In

addition, the author found that the socially secure women group was concerned about

aesthetic clothing value relatively more than the social II clothing value; the socially

insecure group women perceived the social II clothing value relatively more important

than the aesthetic clothing value (Lapitsky, 1961).

Based on six types of value from Study of Values (1951), Creekmore (1963)

extended the Aliport, et al. (1960) classifications to examine the clothing behavior of

eight values which were aesthetic, economic, exploratory, political, religious, sensory,

social, and theoretical. Creekmore (1963) added sensuous and exploratory values to

explore clothing behaviors in relation to general values and the striving for basic needs.



The description of sensuous and exploratory values follows:

Exploratory: The exploratory man is usually investigating or experimenting with

things. He has the spontaneous curiosityto what is that is characteristic of a

child and derives much pleasure from exploration of a new activity or from

making things that may or may not be particularly useful or practical.

Sensuous: The sensuous type of man is primarily interested in objects, things,

activities which appeal to, soothe, or stimulate the senses of sight, sound, touch,

and taste at a primarily physiological level. He will also be willing to sacrifice

other values for the pleasures found in rhythmic and other physical activities.

(Creemore, 1963, p. 7)

In Creekmore's study (1963), including eight clothing values and fourteen aspects

of clothing behavior (altruistic use of clothing, management emphasis, interest in the

tactual aspects, experimentation, interest in symbolic meaning, emphasis on status

symbol use, interest in appearance, interest in the theoretical aspects, use of clothing

construction, fitshion interest, conformity, tool use, emphasis on modesty in dress, and

no concern for clothing), the results revealed that specific clothing behaviors were

related to specific value types and to the striving for the satisfuction of specific needs.

The author (Creekmore, 1963) found that management of clothing behavior was related

to the economic values when there was striving for the physiological, self actualizing

and self esteem needs; emphasis on the tactual aspects of clothing behavior was related

to the sensuous value when the self esteem need was relatively satisfied and to the

striving for self actualizing and cognitive needs for the sensuous values;

experimentation in the use of clothing behavior was related to the striving for self
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esteem for the exploratory value; the use of clothing behavior was related to political,

social, exploratory, and theoretic values when there was striving for the physiological

need and when the action need was relatively satisfied; emphasis on appearance in the

use of clothmg was related to the aesthetic and religious values when the aesthetic need

was relatively satisfied; and interest in the theoretic aspects of clothing use was related

to the social and religious values when striving for the cognitive need. Moreover, in

this study (Creekmore, 1963), general clothing behaviors were related to specific needs

and specific type orientations (e.g., confonnity in dress to the social type and

belongingness and safety needs).

Using Lapitsky's (1961) identification of clothing values, Altpeter (1963)

investigated fifty women in the Graduate Student Wives' Club and found that most of

the women rated the aesthetic and economic values as the most important clothing

values. Moreover, values were associated with shopping practices (type of store,

types of clothes bought, attitudes about shopping, salespersons, having company when

shopping, and importance of various components of clothing).

Tn 1971, Richards and Hawthorne used six clothing values from

Allport-Vemon-Lindzey's (1960) Study of Values to investigate the relationships among

values, body cathexis, and clothing of male undergraduate students. The results

indicated that the mean scores for the economic value was highest for all students

regardless of major or year in college. The social and aesthetic values were found to

be the lowest. Further, no significant differences were found for the relationships

among body cathexis, values, and clothing attitudes.

In addition, Rossetti (1971) used social, aesthetic, and economic values of
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Allort-Vemon-Lindzey's (1960) study to examine clothing values used by 10th grade

boys and girls for clothing selection. "Aesthetic" value was found to be most

important and "social" value as least important for both boys and girls when they

selected clothing.

In 1971, the clothing values in Dunlap's study were, in part, revised and expanded

from Mendoza in 1965 (sensuous, exploratory, religious, and theoretical) and, in part,

from those previously developed byLapitsky in 1961 (social, economic, political, and

aesthetic). These values were used to examine the relation of parallel hierarchical

levels between general values and clothing values. The results showed that

hierarchical levels of clothing values were considerably different from those of general

values.

Fratzke (1976) used eight value identifications from Creekmore (1963) to examine

clothing values as related to clothing inactivity and discard. Regarding the

associations between clothing values and clothing practices, Fratzke (1976) found that

political and exploratory values were more closely related to the clothing practices

studied than were economic, theoretic, aesthetic, social, religious, and sensuous values.

In 1978, Johnson chose to use the revised general value test used by Mendoza

(1965) to test consumer values for bridal apparel. The findings pointed out that the

variables of age, economic level, person who was paying for the wedding, general

clothing values, and whether the bride had chosen her gown prior to testing, influenced

the value systems used by brides. Additionally, the importance for bridal values was

determined as the following rank order: comfort, aesthetic, economic, religious, social,

and political.
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Sharma (1980) chose the Allport-Vernon-Lindzey (1960) scale of six values to

analyze the relation among clothing behavior, personality, and value. Results

indicated that personality patterns and values structures were found to be significantly

related with clothing behavior among female undergraduate students.

Dodson (1980) based his work on dress and values from Rokeach (1973).

Rokeach (1973) defined value as "an enduring belief that a specific mode of behavior

or end-state of existence (goal in life) is personally or socially preferable to an opposite

or converse mode of behavior or end-state of existence. An Instrumental Value is

defined as mode of behavior. A Terminal Value is defined as end-state of existence or

goal in life" (p. 5-7). In Dodson's study (1980), none of three hypotheses were

confirmed:

Hypothesis 1. Type of conjugal power exercised in decision making concerning

dress agrees with types of conjugal power exercised in decision making

concerning family matters (p. 48).

Hypothesis 2a. Rankings of terminal values vary according to types of conjugal

power exercised in decision making concerning dress (p. 55).

Hypothesis 2b. Rankings of instrumental values vary according to types of

conjugal power exercised in decision making concerning dress (p. 57).

Hypothesis 3. Fixed structures of human values and attitudes toward dress vary

according to types of conjugal power exercised in decision making concerning

dress (p. 59).

Morganosky (1982) expressed value, defined according to Kluckhohn (1951), as

"a concept of the desirable which influences the selection from available modes, means
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study of the dollar value of aesthetic and utilitarian qualities in clothing, Morganosky

(1982) found that consumers would pay more for higher-valued aesthetic clothing.

Additionally, Koilmorgen and Branson (1986) used the same clothing values scale and

found the same results as Morganosky (1982).

Purdy (1983) utilized part of the clothing values based on Lapitsky (1961) to

develop aesthetic, altruism, conformity, economic, religious, and social values to

conduct research on clothing values, interpersonal values, and life satisfaction in two

generations. Results revealed specific interpersonal values were related to clothing

values for all subjects.

In the study of Cost- versus Convenience-Oriented Consumers: Demographic,

Lifestyle, and Value Perspectives, Morganosky (1986) used "Quality over Quantity"

and "Fashion over Function" value orientations to investigate clothing, food, and

household equipment buying. Morganosky combined both Rokeach's (1973) and

Kluckhohn 's (1951) value definitions to stress the "choice" or "trade-off" nature of

values to examine co st-versus convenience-oriented consumers. For the clothing part,

the author found that convenience-oriented clothing consumers were more likely to

value quality over quantity and fashion over function than cost-oriented clothing

consumers. Moreover, the results showed that convenience-oriented clothing

consumers tended to be older, having a higher household income, to be Asian or white,

and to be more highly educated.

In 1987, Morganosky extended the work conducted by Boyd and Allen (1981),

Morganosky (1984), and Koilmorgen and Branson (1986) to study aesthetic, fashion,
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and function as three different clothing values. Based on six hundred and nine phone

interviews, the results revealed that fashion was rated the lowest of the three clothing

values. Additionally, examining these three clothing values in relation to other values,

she found that fashionable consumers were more likely to value quantity over quality;

functional consumers tended to value cost over convenience; and aesthetic consumers

were more likely to value want over need as well as disposability over recycling. In

the same year, Morganosky and Buckley (1987) analyzed complaint behavior in

clothing purchases among consumer typologies that were based on clothing value

orientations (quality; quantity, want, need, fashion, aesthetics, and functionality) of

Stampfi (1982). The findings showed that demographic, lifestyle, and value

differences between complainers and non-complainers do exist Household income

and education were two demographic variables found to be significantly characteristic

of complainers in the study.

Senga, Brown, and Gonzales (1987) extended Creekmore's (1963) eight clothing

values to measure the clothing values of Filipino women residing in Canada. Five

hundred women were randomly drawn from membership lists furnished by various

Filipino organizations. The findings pointed out that significant differences between

the mean of each value and the next lowest value in the rank order were between ranks

1 (sensuous) and 2 (aesthetic), 5 (exploratory) and 6 (religious), as well as 7 (political)

and 8 (social). Significant positive relationships were found between the social and

theoretic clothing values and age. A negative relationship was found between age and

aesthetic and exploratory values. Income was positively correlated with the economic

value but negatively correlated with the religious and social values.
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values to examine home sewers' clothing values and reasons for sewing. Two

hundred home sewers completed the questionnaire when they shopped at one of three

types of fabric retailers in the Dallas, Texas area. Significant differences were found

among the aesthetic, economic, and social I consumer value groups. No significant

differences were found among the political or social II consumer value groups. Also,

aesthetic values were shown to have the most impact on the clothing selection.

Kaigler-Walker and Encksen (1989) investigated how cultural factors influence

the clothing and appearance of Mexican-American women. The

Allport-Vernon-Lindzey Scale (1960) and Lapitsky Clothing Value Scale (1961) were

used to measure the relationship between general values and clothing values in this

study. The findings indicated that the relationship between the general values of the

Allport-Vemon-Lindzey Scale (1960) and the clothing values of the Lapitsky Scale

(1961) within the Mexican-American women subjects in the study were found strongly

linked. In addition, the Allport-Vemon-Lindzey Scale (1960) and the Lapitsky

Clothing Value Scale (1961), two measures of values, were used successfully on a

subculture for which neither was specifically designed.

In 1990, Francis and Liu surveyed 338 students from six high schools in order to

study the effects of clothing values on perceived clothing deprivation. Creekmore's

(1963) eight clothing values were used in this study. Positive relationships between

perceived clothing deprivation and the economic as well as social clothing values were

found.
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Cross-National and Cross-Cultural Comparison of Clothmg Values

Mendoza (1965) may be the first person to conduct a cross-cultural comparison of

clothing values. She used two systems of values to examine the relationship between

general values and clothing values in Filipino and American groups. The first value

system included four values (aesthetic, economic, political, and social) from Lapitsky

(196 1), two values (theoretical and religious) from Aliport et al. (1960), and two values

(sensuous and exploratory) from Creekmore (1963). The second value system used

was F. Kluckhohn's (1950) system which included relational, activity, time, and

man-nature orientations. The results indicated that within a given culture, there were

variations in the types of rank-order patterns of the general and clothing value

orientations. Moreover, from the comparison of the two cultures under consideration,

similarities and differences in types of rank order patterns of general value orientations

and clothing value orientations were revealed. The comparison of two cultures also

showed that there were similarities and differences in the types of relationship that exist

between clothing values and general values. Both groups showed highly significant

positive correlations existed between the aesthetic, economic, political, and religious

clothing values and their respective parallel general values (Mendoza, 1965).

In 1971, Hao Chiao conducted a cross-cultural study in Taiwan and the United

States. Based on the Study of Values (Allport, Vernon, & Lindzey, 1960), she used six

general values to examine the five clothing behaviors (aesthetic, modesty, comfort,

management and social approval) in two countries, Taiwan and the United States

Also, Taiwanese and American groups ranked the six general values in different orders

of importance. The results showed significant differences between the mean scores of
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found for modesty and management clothing behaviors between Taiwan and United

States. Theoretical value and modesty of clothing behavior were positively related.

Theoretical value and comfort of clothing behavior were also positively related.

However, a negative relation was found between social value and aesthetic of clothing

behavior in the Taiwanese group. Political value and aesthetic of clothing behavior

were negatively related in the American group.

Conrad (1973) used Mendoza's (1965) Clothing Values Measure in her study.

Mendoza (1965) revised and expanded the Lapitsky (1961) Clothing Values Measure

so that it would include eight types of values to parallel the Aliport et al. (1960) of

Study of Values as extended by Creekmore (1963). Sensuous, exploratory, religious,

theoretical, social, economic, political, and aesthetic were the eight clothing values

used in Conrad's study (1973) to examine the relationship among clothing values,

personality factors and demographic variables for an English Canadian group and a

French Canadian group. Results indicated that the English Canadians were

significantly higher in the political and social clothing value and were more

enthusiastic, outgoing, and self-controlled in personality than French Canadians. On

the other hand, the French Canadians were significantly higher in the aesthetic and

theoretical clothing values and were more dominant, conscientious, experimenting, and

imaginative in personality than the English Canadians. The findings indicated that

significant correlations existed between clothing values and personality factors in the

respondents of English and French Canadian groups. Also, the relationships of

significance existed between clothing values and demographic variables.
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education and income, and mother's education were influential in determining clothing

values.

Forney and Rabolt (1987) surveyed forty-nine Anglo-American and forty-five

Chinese-American students to conduct a cross-cultural comparison on clothing values.

Lapitsky's (1961) five clothing values were used in this study. The results found that

Chinese ranked economic value first and aesthetic value second, whereas Anglos

ranked aesthetic value first and economic value second.

In 1990, Fomey and Rabolt investigated two Middle Eastern cultures in terms of

clothing values of women. Sixty Saudi female nationals in Saudi Arabia and fifty

Qatari female nationals in Qatar were compared in terms of their clothing values.

Lapitsky's (1961) and Creekmore's (1963) value measurements were used in this study.

The result indicated that both groups fell in the same order of highest to lowest mean

score for the first five clothing values: aesthetic, social I, political, economic, and social

II. However, there were significant differences between Saudi and Qatari women for

aesthetic (p < .00 1) and social I (p < .05) clothing values with Qatari women having

higher mean scores.

In 1993, Fomey, Rabolt, and Friend examined one hundred and eight college

women in California and one hundred and one college women in New Zealand to

determine the importance attributed to eighteen descriptors defining nine clothing

values. The nine clothing values in this study were drawn from Lapitsky's (1966) and

Creekmore's (1963) studies. A similar rank order of importance for clothing exists for

both groups, which were exploratory, economic, sensory, aesthetic, social I and social IL.
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Aesthetic values rated highest, and social I as well as social II rated lowest in both

groups.

Summary

"Values influence most aspects of consumer behavior" (Burgess & Blackwell,

2001, p. 10). Value has been defmed as "a conception, explicit or implicit, distinctive

of an individual or characteristic of a group, of the desirable which influences the

selection from available modes, means and ends of action" (Kluckhohn, 1951, p. 395).

Moreover, values are learned and can shape our consumption behaviors, which include

clothing selection. The defmition of clothing value follows Lapitsky's (1961) as

"[t]he wishes, desires, interests, motives, or goals which an individual considers

worthwhile and thus are influential in determining his or her attitudes and behavior in

the use of clothing" (p. 3). However, values studied in relation to clothing selection

have varied. From Table 14, one can see that researchers used Ailport, Vernon, and

Lindzey (1960) value orientations more frequently in the early years; then, researchers

were more interested in adopting some other values such as Instrumental Values and

Terminal Values from the Rokeach (1973) study to investigate clothing selection. In

addition, value scales frequently used by researchers such as Lapitsky (1961) or

Creekmore (1963) were all developed based on the Allport-Vemon-Lindzey Scale

(1951, 1960). Recently researchers again adopted the Ailport, Vernon, and Lindzey

(1960) six value orientations as the clothing values to examine clothing selection. It

seems the researchers consider these six value orientations to be more representative

for the clothing values.
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The Study of Values of six basic value types was developed originally by Ailport

and Vernon (1931) and consisted of a number of questions based upon variety of

familiar circumstances in a forced answer situation. The scale was designed primarily

for use with college students or with adults who have had some college education.

This scale was the basis for succeeding investigation for the clothing value measure in

most research. However, some researchers disagreed about the discreteness of the

economic and political aspects included in the Vemon-Allport (1931) measure. In

addition, Vernon and Aliport and other investigators found that the social value of

Study ofValues in 1931 was the least reliable of the areas measured. Therefore, in

1951, the Study ofValues was revised and improved by Ailport, Vernon, and Lindsey.

In this revised form, it simplified wording and modernized certain items, increased the

diagnostic power of the items and the reliability of the test as a whole, and revised and

shortened the scoring system. Redefinition of the social value was the most important

part in the revised from. The social values were limited to measure altruistic love or

philanthropy after the 1951 version of Study ofValues. The mean reliability

coefficient of split-half reliability for six values, using a Z transformation, was .90

and the mean repeated reliability coefficient, using the Ztransformation, was .89 for the

one month study and .88 for the two month interval (Ailport, Vernon, & Lindsey, 1960).

Perhaps the most direct and convincing evidence for the validity of the scale came from

examining the groups of scores of Study ofValues whose characteristics were known as

students and their gender. From the expectation of common experience (for example,

women usually on the average are more religious, social, and aesthetic than men, or the

students of engineering will stand relatively high in theoretical and economic values),
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the results showed that scores corresponded well with the prior expectation (Allport,

Vernon, & Lindsey, 1960). The revised form in 1960 only changed in Parts 3

(instructions for scoring), 5 (collegiate norms), and 6 (special norms and external

validation) of the manual.

The following descriptions of six types of clothing values are from Fratzke (1976)

based originally upon Allport, Vernon, and Lindzey (1960):

(1) Aesthetic: Desire for, appreciation of: or concern with beauty in clothing.

(2) Economic: Desire for conservation of time, energy and money in relation to

clothing use and selection.

(3) Political: Desire for prestige, distinction, leadership or influence through the use

of clothing.

(4) Religious: Desire for a symbolically moral expression in clothing use.

(5) Social: Concern for others in the use of clothing.

(6) Theoretical: Desire to understand why clothing is used or needed and why it

satisfies. (J). 22-23).

Research on cross-national or cross-cultural aspects of clothing values (Conrad,

1973; Forney & Rabolt, 1987; Forney & Rabolt, 1990; Forney, Rabolt, & Friend, 1993;

Hao Chiao, 1971; Mendoza, 1965) has been conducted to examine consumer behavior

associated with the role of values in clothing selection. However, these studies only

used "nationality" as a unit, not national culture, to compare the national culture

differences on clothing values. Moreover, although Hao Chiao conducted a

cross-cultural study in Taiwan and United States, the main objective was to examine

the clothing behaviors, not clothing values. In addition, this study was completed in
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1971, more than thirty years ago. The values changed by time may be a fctor to

reconsider about the information from results of this study. Therefore, this present

study links Hofstede's study of national culture to compare consumers in Taiwan and

America regarding clothing values.

Summary

Culture has been defined in many ways. National culture is one categorization

within the broad scope of culture. But this does not mean to imply that culture and

country are the same. One culture can embrace several countries, whereas more than

one culture may exist in one nation. The role of national culture in marketing guides

"the many ways in which our theories and paradigms are a reflection of the culture in

which they were developed" (Iyengar & Lepper, 1999, p. 364). In other words, the

failure to take cultural differences between countries into account has been the cause of

many business fiuilures (Ricks, 1993). Therefore, the concept culture in this study will

be operationally defined as a national culture, the "collective programming of the mind

acquired by growing up in a particular country" (Hoftede, 1991, p. 262), in order to

compare the values for purchase clothing in two different countries, Taiwan and the

United States.

Two main comprehensive national cultural frameworks, the Hofstede (1980, 1991,

2001) and the Schwartz (1994, 1997) frameworks, have been developed in the last

twenty years. "They serve as the point of departure for understanding different layers

of culture, for starting to understand and test antecedents of national culture, and for

assessing cultural stability, among others" (Steenkamp, 2001, p. 31). From the
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conceptual description of the Hofstede and the Schwartz frameworks, the values in the

two frameworks overlap among dimensions/domains (Tables 11 and Table 12).

Therefore, to use either one of two frameworks should be representative for the

investigation in national culture. However, "whereas the usefulness of the Hofstede

framework in international marketing is well established, Schwartz's framework has

yet to be applied widely" (Steenkamp, 2001, p. 33). Therefore, this study uses

Hofstede's classification of national culture as the framework to conduct research on

the clothing values in two different countries, Taiwan and the United States.

Examining the effects of national culture requires that there exist some meaningful

degree of within-country commonality and between-country differences in national

culture (Dawar & Parket, 1994). From Hoftede's (1980, 1991)two studies of IBM

employees in 39 (1980) and 53 nations (1991) as well as three world regions, Taiwan

and the United states have been ranked differently on the national culture dimensions.

The rankings of Taiwan and the United States on each dimension of Hofstede's study

were examined. A dimension was selected for study if the rankings of Taiwan and the

United States were more than a half the number of countries included in the study.

Therefore, according to Hofstede's findings (1980, 1991,2001) and following the

dimension selection criterion for this study, the dimensions of individualism and

long-term orientation (see Table 13) were initially selected for this study.

Low individualism and Confucian values are closely interrelated in Taiwan since

people in Taiwan are infused with Confucian culture and Confucius emphasizes the

individual's social relations and social responsibility over self-consciousness: people

perceive themselves according to social relations and responsibilities as opposed to
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their individual being (Huang, Andrulis, & Chen, 1994). Additionally, ethical action

is only possible within a society, in the relationships among people (Huang, Andrulis,

& Chen, 1994). Additionally, individualism is negatively related to Confucius-like

values in the United States (Robertson & Hoffman, 2000). A great deal of research

has compared high and low individualism in Hofstede's study: Aaker & Maheswaran

(1997), Arnold, Bemardi, and Neidermeyer (1999), Blodgett, Lu, Rose, and Vitell

(2001), Cho, Kwon, Gentry, Jun, and Kropp (1999), Eaton and Louw (2000),

Fernandez, Carison, Stepina, and Nicholson (1997), Flynn and Saladin (2002),

Harrison, McKinnon, Panchapakesan, & Leung (1994), Heuer, Cummings, and

Hutabarat (1999), Lynn, Zinkhan, and Harris (1993), Moon and Franke (2000), Nakata

and Sivakumar (1996), Raghuram, London, and Larsen (2001); Robertson and

Hoffman (2000), Roth (1995), as well as Steenkamp, Hoftede, and Wedel (1999); Yen

& Lawrence (1995).

However, few studies have examined the long-term orientation dimensions of

Hofstede's framework Therefore, this study examines the impact of high and low

long-term orientations of Holtede's national culture on consumers' clothing values.

"At the individual level, value priorities are key to one's belief, attitudes, and

behaviors, specifying what is desirable. At the cultural level, value systems of

different cultural groups enable one to understand attributes-characteristics of that

particular culture or subculture" (Aygun & Imamoglu, 2002, p. 333). Various values

play a role in clothing selection. In this study, clothing value is defined as "[t]he

wishes, desires, interests, motives, or goals which an individual considers worthwhile

and thus are influential in determining his or her attitudes and behavior in the use of
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clothing" (Lapitsky, 1961, p. 3). However, as shown in Table 14, researchers used

Aliport, Vernon, and Lindzey (1960) value orientations more frequently to examine the

relationship between clothing values and aspects of clothing selection.

Additionally, Hofstede (2001) examined values differences from societal norms, in

the family, at school, in the work organization, in political systems, in religion, ideas,

and ideologies in each dimension and these values are also related to the most

frequently used values (aesthetic, economic, political, religious, social, theoretical) by

researchers in clothing selection. According to the definition of long-term orientation

dimensions in Hofstede's study (see Table 11) and the six clothing value orientations of

Allport-Vemon-Lindzey (1960), relationships are expected between long-term

orientation of national culture and clothing value (see Table 1). For example,

individuals in high long-term orientation national cultures may care about economic,

political, and religious clothing values when they are shopping for clothing. On the

other hand, individuals in low long-term orientation national cultures may care about

the aesthetic, social, and theoretical clothing values.
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Abbreviations

Values Name Abbreviation
Activity A
Aesthetic Aesth
Altruism Alt
Collaterality Coil
Comfort Corn
Conformity Con
Economic Eco
Exploratory Expl
Fashion Fa
Fashion over Function FF
Function Fu
Future Fut
Harmony-with-Nature With
Individualism md
Interpersonal Values IP
Instrumental Values
Lineal Lin
Management Mana
Mastery-over-Nature Over
Man-Nature MN
Modesty Mod
Money-Constramed MC
Past Past
Political Polit
Present Pres
Quality over Quantity
Relational

QQ
R

Religious Relig
Sensuous Sens
Social Soc
Social Approval Soc A
Social! Sod
Socialil Scoll
Stampfl's Values
Subjugation-to-Nature Subj
Theoretical Theo
Terminal Values
Time T
Time-Constrarned TC
Utilitanan Qualities UQ

SW SpJ & *

Rokcath, M (1973) 5S (Stampifi's values, 1982)
*ri (Ferminal Values) *W (lintninaital Values)

Quality orientationsA comfortable life Ambitious
An wcciting life Broadminded Quantity orientations
A sense of accomplishment Capable Want orientations
A world of beauty Cheerful Need orientations
Equality Clean Fashion orientations
Family security Courageous Aesthetics orientations
Freedom Forajving Fuectionality orientations
Happiness Helpful
Inner Harmony Honest
Mature love Imaginative
Nations! security Independent
Pleasure intellectual
Salvation Logical
Self-respect Loving
Social recognition Obedient
True friendship Polite
Wisdom Responsible

Self-controlled
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CHAPTER ifi

The purpose of the present study was to examine the relationships among

long-term orientations of Hofstede's national culture (Taiwan and United States), types

of clothmg item (casual and formal), and gender (female and male) on consumers'

clothing values when they make a clothing purchase decision. The study answered

the question: are long-term orientation national culture, clothing types, and genders

related to the clothing values of university students? Below are descriptions of the

questionnaire development, sample, data collection process, and data analysis

procedures. Prior to data collection, the present research was approved by the

Institutional Review Board of Oregon State University (See Appendix A).

Questionnaire Development

A questionnaire was used to collect the data in the present study. A cover

letter/informed consent, which briefly explained the purpose of the survey, assurances

of anonymity and confidentiality, and instructions on how to complete the

questionnaire, accompanied each questionnaire. The questionnaire consisted of three

sections (See Appendix D): questions measuring the tendency of clothing values for

both casual and formal clothing, questions related to the long-term orientation of

Hofstede's national culture, and questions asking about demographic characteristics of

the respondent.
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Most researchers of clothing values from the early twentieth-century to now have

adopted, modified, or partially used the values instrument that was developed by

Aliport and Vernon (1931), and revised by Aliport, Vernon, and Lindzey in 1951 and in

1960 (Altpeter, 1963; Caidwell & Jernigan, 1988; Conrad, 1973; Cortes & Gatti, 1970;

Creekmore, 1963; Dunlap, 1971; Forney & R.ablot, 1987; Forney & Rabolt, 1990;

Forney, Rabolt, & Friend, 1993; Francis & Liu, 1990; Fratzke, 1976; Hao Chiao, 1971;

Johnson, 1978; Lapitsky, 1961; Mendoza, 1965; O'Connor, 1967; Purdy, 1983;

Richards & Hawthorne, 1971; Rossetti, 1971; Sharma, 1980; Senga, Brown, &

Gonzales, 1987). In addition, the six clothing values based on the

Allport-Vernon-Lindzey Scale (1960) were compatible with the cultural values of

long-term orientation from Hofstede's national culture (see Table 1). Therefore, the

six clothing values included were aesthetic, economic, political, religious, social, and

theoretical.

The first section of the questionnaire measured respondents' personal views on the

six clothing values (aesthetic, economic, political, religious, social, and theoretical

clothing values) for casual and formal clothing types. This section was modified from

studies of Fratzke (1976), Dunlap (1971), and Creekmore (1963), which were all

adapted from Allport-Vernon-Lindzey's Study of Values. Each clothing value had five

related questions for both casual and formal clothing (see Table 15); therefore, this

section included a total of sixty questions. The respondents responded to the

questions on a seven-point scale with end-points "least like me" and "most like me."

The mid-point for each item was identified as "undecided." The questions related to

the six clothing values were listed in random order. In addition, another three
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questions (questions 61, 62, and 63) were open-ended questions asking the respondent

about what she or he was most concerned with when she or he purchased casual, formal,

and other types of clothing.

Table 15

Question Number for the Six Clothing Values and for Casual vs. Formal Clothing

Clothing Values Question number

Casual clothing Formal clothing

Aesthetic clothing value 4, 9, 11, 14, 28 34, 39, 41, 44, 58

Economic clothing value 3, 8, 19,24,30 33, 38, 49, 54,60

Political clothing value 6,12, 21, 23, 26, 36, 42, 51, 53, 56

Religious clothing value 2, 16,20,22,27 32,46,50,52, 57
Social clothing value 1, 7, 13, 15, 18 31, 37, 43, 45, 48

Theoretic clothing value 5, 10, 17, 25, 29 35, 40, 47, 55, 59

In order to check the validity of Hofstede's framework, the questions on the

second section of the questionnaire were related to Hotede's long-term orientation

national culture. According to definition of long-term orientation in Hofstede's

framework (2001), questions in terms of "thrift" and "persistence" (question 2 and 3)

are positively related to high long-term orientation national culture, and questions of

"personal steadiness and stability" as well as "respect for tradition" (question 1 and 4)

are negatively related to high long-term orientation national culture.

Information on the respondent's background (age, gender, the country of birth, the

length of residence in Taiwan or the United States, the native language, academic

standing, major, marital status) was collected in the third section of the questionnaire.

In order to confirm the representation of each respondent's national culture, questions
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in terms of the country of birth, the length of residence in Taiwan or the United States,

and the native language were included and used to identi1r the respondent's national

culture.

The questionnaire was first developed in English and then was translated into

Chinese. The Chinese version then was back-translated into English. The

translation and back-translation of the questionnaire were done by two Taiwanese Ph. D.

students at Oregon State University. The purpose of back translation was to check for

equivalency in meaning and clarity in the two versions.

To assure lice validity of the questionnaire, the questionnaire items were

examined by a Ph.D. candidate majoring in Merchandising Management at Oregon

State University. Simplification and modernization of wording were the major

purpose for this examination. Then, the questionnaire was pretested by five female

and five male U. S. students and four female and three male Taiwanese students at

Oregon State University. The purpose of the pretest was to identifr any potential

problems with the clarity of the questionnaire. Verbal feedback on the questionnaire

was collected in order to make needed modifications before the data collection. Afler

the pretest, some modifications were made. For instance, in order to make the

questionnaire more clear for the respondents, on questions 2 and 32 the term

"conservative" was used instead of "modest and conservative;" on questions 5 and 35

the term "match" was changed to "relate to one another;" on questions 6 and 36 "to be

the best" was altered to "to look the best;" on questions 13 and 43 the term "the only

one the store had" was changed to "the store only had one;" on questions 17 and 47 the

term "why I liked it" was modified to "what I liked about it," and on questions 29 and
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addition, on the second section of questionnaire, the pretest showed the respondents

had difficulty understanding the meanings of "personal steadiness and stability" as well

as "thrift" Thus, to avoid any misunderstanding of terms, the phrase "state of being

stable" was added to assist respondents in interpreting "personal steadiness and

stability" and the phrase "careful or economical use of money or resources" was added

to clarify "thrift."

To ascertain the appropriate descriptive term for specific clothing items considered

to be "casual clothing" and "formal clothing," fifteen students majoring in Apparel,

Interiors, Housing and Merchandising were asked to use one term to describe the

following clothing: T-shirt, sweater, jeans, jacket, sport clothing, shorts and so forth

and another term to describe the following clothing: business suit, party dress, dress

shirt, blouse, evening dress and so forth. The term "casual clothing" was the most

frequently used term to describe T-shirt, sweater, jeans, jacket, sport clothing, shorts,

and so forth, and "formal clothing" was the most frequently used term to describe

business suit, party dress, dress shirt, blouse, evening dress and so forth. Moreover, to

make sure that students from Taiwan and from the United States both had the same

senses about clothing items related to "casual clothing" and "formal clothing," the

questions about what kind of clothing items would you consider to be "casual clothing"

and "formal clothing" were asked of the Taiwanese (3 male and 5 female) and the

United States (20 female) students at Oregon State University. The results indicated

that T-shirt,jeans, sweatshirts, and other sportswear were common clothing items for

"casual clothing," and dresses, suits, and other clothing worn to parties and for special
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Sample

According to the U.S. Census Bureau (2000), in 1997 in the United States there

were more than fourteen million college students: eight million female students and six

million male students (Statistical Abstract of the United States: 2000). In Taiwan,

according to The Republic ofChina YearbookTaiwan 2002, there were ten million

college students in 2000. The Allport-Vemon-Lindzey Study ofValues was designed

primarily for use with university students or adults who have had some college or

equivalent education. A purposive convenience non-probability sample of university

students in the United States and Taiwan was used. More than 500 university students

were surveyed in each country. The United States participants included students from

general education course classes and upper division course classes that enrolled in

Apparel, Interiors, Housing and Merchandising, Business, and Human Development

and Family Science during Spring Term 2003 at Oregon State University. Taiwanese

participants included more than 200 students from each of four colleges, enrolled in

courses during Spring semester 2003 at National Pingtung University of Science and

Technology in Taiwan. Because a non-probability sample was used in this study, the

results of the study can not be interpreted as being reflective of a larger population.

But for the market segment of university students, the respondents in this study

provided information related to this population of university students.
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Data CoHection

The instrument was a self-administered questionnaire. The Chinese version of

the questionnaire was administered to Taiwanese respondents at National Pingtung

University of Science and Technology in Taiwan. The English version of the

questionnaire was administered to United States respondents at Oregon State

University in Corvallis, Oregon. The eight-page questionnaires were completed by

the United States and Taiwanese university students in classrooms. In order to make

sure the same process of data collection was used in both countries, the same

instructions were provided to those collecting data in the United States and Taiwan.

All questionnaires completed in Taiwan were mailed to the United States for analysis.

Data Analysis

In this study, dependent variables were scores on six clothing values: aesthetic,

economic, political, religious, social, and theoretical. The high and low long-term

orientation national cultures (Taiwan and United States), clothing type (formal and

casual clothing), and gender (female and male) were the independent variables.

Statistical Package for Social Science (SPSS) version 10.0 was used for descriptive

statistics, frequencies, paired-samples analysis t-test, and multivanate analysis of

variance in this study.

Descriptive statistics provided a summary of the six clothing values. Scale

reliability analysis was used to assess the reliability for all six clothing values. The

univariate analysis of variance was used to test the validity of Hofstede's framework in

Taiwan and the United States. Frequency distributions of responses to the question on
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respondents' demographic characteristics provided descriptive information about the

respondents. Hypothesis la, ib, ic, id, le, it 3a, 3b, 3c, 3d, 3e, and 3f were tested

using multivariate analysis of variance. Hypothesis 2a, 2b, 2c, 2d, 2e, and 2f were

tested using paired-sample analysis t-tests. The paired-sample analysis t-test was

employed to investigate differences in the mean scores of clothing values between

casual and formal clothing on aesthetic, economic, political, religious, social, and

theoretical clothing values. A p-value of.05 was employed to determine statistical

significance.

The additional analysis of the interaction effects of a multivariate analysis of

variance for country and gender on six clothing values was conducted to provide a

deeper understanding of the fmdings. When the interaction effects of a multivariate

analysis of variance revealed significant differences, then the univariate analyses was

used to test the main effect for these significant findings.

Also, a multivariate analysis of variance for country and gender on six values

related to casual clothing and the results of a multivariate analysis of variance for

country and gender on six clothing values related to formal clothing was examined to

provide additional findings.
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RESULTS

The purpose of the present study was to investigate the relationships among

long-term orientation of Hofstede's national culture (Taiwan and United States), types

of clothing item (casual and formal), and gender (female and male) on consumers'

clothing values when they make a clothing purchase decision. In this chapter, a

description of the questionnaire responses and the characteristics ofTaiwanese and U.S.

subjects are presented. The distribution of six clothing values and their reliability are

analyzed. The validity of long-term orientation of Hofstede's framework in Taiwan

and the United States is checked. The results of multivariate analysis of variance

(MANOVA) and paired-sample analysis t-test used to test the hypotheses are discussed.

The advanced analysis of the interaction effects of a multivariate analysis of variance

for country and gender on six clothing values is provided. Finally, additional findings

are reported on the relationship between country and gender in terms of types of

clothing and the aspects of the different clothing items purchased with which Taiwan

and the United States subjects are most concerned.

The Description of Questionnaire Responses

The data collection method for this study was a direct handout questionnaire in the

classroom at Oregon State University in the United States and at National Pingtung

University of Science and Technology in Taiwan. A total of 1504 questionnaires were
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Among the questionnaires collected, 27 questionnaires from the United States students

and 27 questionnaires from Taiwan were not included in the analysis because

respondents did not complete all of the questions in the questionnaire (See Table 16).

Moreover, due to the confinnation for the representation of respondent's national

culture, 48 respondents in the United States and 8 respondents in Taiwan were

ineligible for analysis purposes because they were not born in the United States or

Taiwan, had not lived in their country of birth (Taiwan or United States) for their whole

life, and Chinese (for Taiwanese students) or English (for United States students) was

not their native language (See Table 16). In addition, because respondents for this

study were to be undergraduate students, one graduate student from the United States

and three graduate students from Taiwan were not included in this study (See Table 16).

Table 16

The Description of Questionnaire Responses

Description U.S. Taiwan Total

Respondents Respondents

Minus()

Minus ()

Minus ()

Total questionnaires collection (n) 553 941 1504

Incomplete questionnaires (n) 27 27 54

Ineligible questionnaires for the 48 8 56
representation of respondent's
national culture (n)

Questionnaires from graduate
students (n)

3 4

Total 487 903 1390
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Afier the screening of the questionnaires, 487 of the questionnaires from the United

States and 903 from Taiwan (for a total number of 1390) were eligible for analysis in

this study (See Table 16).

Demographic Characteristics of the Respondents

The following demographic information is reported for the two groups of the

United States and Taiwan: age, gender, academic standing, major, and marital status.

This information was collected to better understand respondents' backgrounds and to

compare the general demographic characteristics of the two groups.

Age

The age range of the United States respondents was from 18 to 43 years old and

the mean was 20.2 years (See Table 17). The Taiwanese respondents ranged in age

from 18 to 47 years old and the mean age for the Taiwanese respondents was 22.2 years

(See Table 17). The mean age in both groups was 21.5 years (See Table 17).

Nineteen years old (35.1%) was the largest percentage in the United States group

and 21 years old (23.8%) was the largest percentage in Taiwanese group (See Table 17).

For the total percentage of age, 21 years old (22%), was the highest percentage in the

two groups (See Table 17).

In addition, 98.7 percent of the United States respondents was above 18 years old

and under 26 years old (See Table 17). In the Taiwanese group, 98.1 percent of the

respondents ranged from 18 to 30 years old (See Table 17). In both groups, 98.2

percent of respondents ranged in age from 18 to 30 (See Table 17).
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Age of Demographic Characteristics

Description Age Total

Age 18 19 20 21 22 23 24 25 26 27 28 29 30 31 32 33 34 35 36 37 40 42 43 47 Mean

U.S.' 43 171 93 91 60 16 3 1 3 1 1 2 1 1 20.2 487

%withinAg 64.2% 71.0% 39.7% 29.7% 29.6% 10.4% 5.3% 2.9% 16.7% 4.5% 50.0% 40.0% 50.0% 100% 35%

%within 8.8% 35.1% 19.1% 18.7% 12.3% 3.3% Ô.6% 0.2% 0.6% 0.2% 0.2% 0.4% 0.2% 0.2% 100%

Country 3.1% 12.3% 6.7% 6.5% 4.3% 1.2% 0.2% 0.1% 0.2% 0.1% 0.1% 0.1% 0.1% 0.1% 35%

%ofTotal

Tthwanb 24 70 141 215 143 138 54 34 15 18 21 3 9 1 4 3 1 2 1 3 1 1 1 22.2 903

%wdbinA$n 35.8% 29.0% 60.3% 10.3% 70.4% 89,6% 94.7% 97.1% 83.3% 100% 95.5% 100% 100% 50% 100% 60.0% 50.0% 100% 100% 100% 100% 100% 100% 65%

%within 2.7% 7.8% 15.6% 23.8% 15.8% 15.3% 6.0% 3.8% 1.7% 2.0% 2.3% 0.3% 1.0% 0.1% 0.4% 0.3% 0.1% 0.2% 0.1% 0.3% 0.1% 0.1% 0.1% 100%

Country 1.7% 5.0% 10.1% 15.5% 10.3% 9.9% 3.9% 2.4% 1.1% 1.3% 1.55 0.2% 0,6% 0.1% 0.3% 0.2% 0.1% 0.1% 0.1% 0.2% 0.1% 0.1% 0.1% 65%

%ofTotal

Total 67 241 234 306 203 154 57 35 18 18 22 3 9 2 4 5 2 2 1 3 1 1 1 1 213 1390

%ofTotal 4.8% 17.3% 16.8% 22.0% 14.6% 11.1% 4.1% 2.5% 1.3% 1.3% 1.6% 0,2% 0.6% 0.1% 0.3% 0.4% 0.1% 0.1% 0.1% 0.2% 0.1% 0.1% 0.1% 0.1% 100%

487 for the number of the United Stce Reepcndenta.

n 903 for the number of Taiwancee Reepondents.
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Gender

The total percentage of males was 36.8% and 63.2% were female in both of the United

States and Taiwanese respondents (See Table 18). In the United States group, 39.4 %

of respondents were male and 60.6 % were female (See Table 18). In the Taiwanese

group, 35.4 % of respondents were male and 64.6 % were female (See Table 18). The

percentage within both couniiy and gender was 13.8 % of males and 21.2% of females

in the United States group, as well as 22.9% of males and 41.9% of females in the

Taiwanese group (See Table 18).

Table 18

Gender of Demographic Characteristics

Description U.S. Respondent? Taiwan Respondents" Total

Male 192 319 511
%within Gender 37.6% 62.4% 100.0%
%withinCounlry 39.4% 35.4% 36.8%
%ofTotal 13.8% 22.9% 36.8%

Female 295 583 878
%withinGender 33.6% 66.4% 100.0%
%withinCounlry 60.6% 64.6% 63.2%
%ofTotal 21.2% 41.9% 63.2%

Total 487 902 1389
%withinGender 35.1% 64.9% 100.0%
%withiuCowitry 100.0% 100.0% 100.0%
%ofTotal 35.1% 64.9% 100.0%

= 487 for the ntm,ber of the United States Respondents.

n = 902 for the number of Taiwanese Respondents (903)- missing data (1) 902.
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Academic Standing

Undergraduate students were selected from both the United States and Taiwanese

respondents for the present study. The first year in college was identified by 3 9.4% of

the United States sample (See Table 19). The Junior standing was identified by 28.9%

of the Taiwanese sample. Within both academic standing and country, the junior

standing in the Taiwanese group was the maximum percentage (18.8%) and the

sophomore standing in the United States group was the minimum percentage (5.9%)

(See Table 19).

In the United States, those respondents who reported their academic standing as

"Other standing" were because they were Post-Bachelor. The Taiwanese respondents

who reported their academic standing as "Other standing" were because they were the

fifth year students of an evening university or Post-Bachelor at National Pingtun

University of Science and Technology in Taiwan.

Major

The United States respondents enrolled in nine often colleges at Oregon State

University (See Tables 20-1, 20-2, and 20-3). In addition, the Taiwanese respondents

were from all four colleges at National Pingtung University of Science and Technology

in Taiwan (See Tables 21-1 and 21-2). Among the colleges, the College of Business

(31.1%) was the highest percentage for the United States respondents (See Tables 20-1,

20-2, and 20-3) and the College of Management (27.3%) was the highest one for the

Taiwanese respondents (See Tables 21-1 and 21-2). However, in assessing the

distribution of students in each college, Taiwanese respondents were more equably
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Table 19

Academic Standing of Respondents

Description U.S. Taiwan Total
Respondent? Respondentsb

FirstYear 192 157 349
in College %withinAcadeinic Standing 55.0% 45.0% 100.0%

%withinCountry 39.4% 17.5% 25.2%
%ofTotal 13.9% 11.3% 25.2%

Sophomore 82 241 323
%withinAcadeniic Standing 25.4% 74.6% 100.0%
%withinCountiy 16.8% 26.8% 23.3%
%ofTotal 5.9% 17.4% 23.3%

Junior 117 260 377
%within Academic Standing 3 1.0% 69.0% 100.0%
%withinCouniry 24.0% 28.9% 27.2%
%ofTotal 8.4% 18.8% 27.2%

Senior 94 201 295
%withinAcademicStanding 31.9% 68.1% 100.0%
%withinCouniry 19.3% 22.4% 21.3%
%ofTotal 6.8% 14.5% 21.3%

Other 2 40 42
%withinAcademic Standing 4.8% 95.2% 100.0%
%within Country 0.4% 4.4% 3.0%
%of Total 0.1% 2.9% 3.0%

Total 487 899 1386
%within Academic Standing 35.1% 64.9% 100.0%
%withinConntiy 100.0% 100.0% 100.0%
%ofTotal 35.1% 64.9% 100.0%

= 487 for the numberof theUnited States respondents.

b
n = 899 for the number ofTaiwanese respondents (903)- missing data (4) = 899.



Table 20-1

Majors of U.S. Respondentsa

College Major Total (n)
College of Agriculture 1.4% 7

Animal Science 3 0.6%

Crop & Soil Science 1 0.2%

Fisheries and Wildlife 1 0.2%

Microbiology 2 0.4%

College of Business 31.1% 145

Business Administration 145 31.1%

School of Education 1.0% 5

Education 5 1.0%

College of Engineering 7.9% 37

Chemical Engineering 1 0.2%

Civil, Construction,
& Environmental Engineering 9 1.9%

Computer Science 14 3.1%

Electrical & Comnuter 2 0.4%
Engineering

Industrial&Manufacturing
Engineering 3 0.6%

Mechanical Engineering 6 1.3%

Nuclear Engineering
& Radiation Health Physics 2 0.4%

College of Forestry 0.2%

Forest Science 1 0.2%
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Table 20-2

Majors of U.S. Respondentsa

College Major n Total (n)
College of Health & 24.2% 112
Human Sciences

Apparel, Interiors, Housing,
& Merchandising 39 8.4%

Exercise and Sports Science 18 4.0%

Human Development&
Family Science 35 7.5%

Nutrition &Food Management 15 3.2%

PublicHealth 5 1.1%

College of Liberal Arts 16.5% 76

Anthropology 2 0.4%

Economics 1 0.2%

English 6 1.3%

Foreign Languages & Literatures 4 0.9%

History 6 1.3%

Liberal Studies 11 2.4%

Pre-Elementary Education 5 1.1%

Music 2 0.4%

Philosophy 1 0.2%

Political Science 7 1.5%

Psychology 15 3.2%

Sociology 5 1.1%

Speech Communication 10 2.3%

Women Studies 1 0.2%



Table 20-3

Majors of U.S. Respondentsa

College Major Total (n)

College of Pharmacy 1.1% 5

Pharmacy 5 1.1%

College of Science 10.8% 51

Biochemistry &Biophysics 2 0.4%

Biology 15 3.2%

Botany & Plant 1 0.2%

Chemistry 1 0.2%

Environmental Science 2 0.4%

General Science 9 1.9%

Mathematics 5 1.1%

Microbiology 2 0.4%

Physics 1 0.2%

Pre-professional Programs in
the Health Sciences 7 1.5%

Zoology 6 1.3%

Undecided 27 5.8% 27

Total % of within College 100%
Total % of within Major 100%
Total (n' 466 466

487 for the number of the U.S. respondents (487) missing data (21) = 466.

The pecentage of within College orMor.



Table 21-1

Majors of Taiwan Resnondent?

College Major n %b Total (ii)
College of Agriculture 26.3% 232

Plant Industry 16 1.8%

Forestry 104 11.8%

Aquaculture 1 0.1%

Animal Science 14 1.6%

Plant Protection 2 0.2%

Veterinary Medicine 7 0.8%

Wood Industry 62 7.0%

Food Science 26 3.0%

College of Engineering 23.4% 206

Environment Science &
Engineering 70 7.9%

Civil Engineering 52 5.9%

Soil & Water conservation 10 1.2%

Vehicle Engineering 74 8.4%

College of Liberal Arts 23.0% 203
& Social Science

Social Work 188 21.3%

Modem Languages 15 1.7%
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Table 21-2

Majors of Taiwan Respondent?

College Major n %b Total (n)
College of 27.3% 241
Management

Agribusiness Management 10 1.1%

Applied Life Science 16 1.8%

Industrial Management 5 0.6%

Business Management 1 0.1%

Rural Planning & Landscaping 27 3.1%

Child Care 27 3.1%

Hotel & Restaurant 18 2.0%
Management

Apparel 137 15.5%

Total % of within College 100%
Total % of within Major 100%
Total(n) 882 882

= 882 for the number of Taiwan respondents (903) missing data (21) 882.

b Thepercentage of within College orMor.
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distributed than the United States respondents (See Tables 20-1,20-2,20-3,21-1,21-2,

and 2 1-3). The United States respondents who majored in Business Administration

(31.1%) and Taiwanese respondents who majored in Social Work (21.3%) were the

largest percentage across all groups (See Tables 20-1, 20-2, 20-3,21-1,21-2, and 21-3).

Besides this, 27 of the United States respondents had not yet decided on a major, but

there was no Taiwanese respondent who reported this situation because each student

has to decide his or her major before one enters the undergraduate program in Taiwan.

Marital Status

Among the Taiwanese and the United States respondents, the highest percentage

were found to be single and never married (94.7% in United States and 97.2% in

Taiwan) (See Table 22). This common characteristic is reflective of university

students in both countries.

In addition, there were some students in both groups who reported the marital

status as "other" because they were engaged or had long-term relationships.

Distribution of Six aothmg Values

The distribution and importance of six clothing values between the United States

and Taiwanese respondents was examined. Additionally, the reliability analysis of

six clothing values was reported. The first section of the questionnaire was to rate

the tendency of respondents' six clothing values (aesthetic, economic, political,

religious, social, and theoretical clothing values) in casual and formal clothing
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Table 22

Marital Status ofResDondents

U.S. Taiwan
Description Respondents8 Respondentsb Total

Single, 461 873 1334

Never %witiñMaitaIStw 34.6% 65.4% 100.0%

Married %wilhin Country 94.7% 97.2% 96.3%

%ofTotal 33.3% 63.0% 96.3%

Married 13 21 34

%wMantalstatus 38.2% 61.8% 100.0%

%withinCountry 2.7% 2.3% 2.5%

%ofTotal 0.9% 1.5% 2.5%

Separated 2 1 3

%withinMarita1statt 66.7% 33.3% 100.0%

%withinCountty 0.4% 0.1% 0.2%

%ofTotal 0.1% 0.1% 02%

Divorced 1 1

%wiinMaiitaIStaü 100.0% 100.0%
%withinCouniiy 0.2% 0.1%

%ofTotal 0.1% 0.1%

Other 10 3 13

%Mitst 76.9% 23.1% 100.0%

%withinCountiy 2.1% 0.3% 0.9%

%ofTotal 0.7% 0.2% 0.9%

Total 487 898 1385

%wMantalStatug 35.2% 64.8% 100.0%

%within Country 100.0% 100.0% 100.0%
%ofTotal 35.2% 64.8% 100.0%

487 for the number of the United States respondents.

b n = 898 for the number of Taiwanese respondents (903)- missing data (5) 898.
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types. Each clothing value had five related questions for both casual and formal

clothing (See Table 15). The respondents responded to the questions on a seven-point

scale with end-points "least like me" and "most like me." If the respondent did not

decide to rate the question, the undecided (4) was circled.

Descriptive Statistics and the Importance of the Six Clothing Values

Scores on the statements associated with each of the six clothing value (See Tables

23,24,25,26,27, and 28) were summed together. In comparing the scores between

respondents from the United States and Taiwan, the United States respondents scored

higher than the Taiwanese respondents on aesthetic (U.S.:M= 4.74, SD = 0.89 ; Taiwan:

M 4.32, SD = 0.90) and political (U.S.:M= 4.92, SD = 1.05 ; Taiwan:M= 4.74, SD =

1.09) clothing values (See Tables 23 and Table 25). On the other hand, the United

States respondents scored lower than the Taiwanese respondents on social (U.S.:M
4.32, SD = 0.77 ; Taiwan:M= 4.90, SD = 0.80) and theoretical (U.S.: M 4.56, SD =

0.91 ; Taiwan:M= 5.14, SD = 0.92) clothing values (See Tables 27 and Table 28)

In addition, both groups scored above 5 on a seven-point scale on the economic

clothing value, which was also higher than the rest of the five clothing values' mean

scores (See Tables 23, 24,25,26, 27, and 28). The United States respondents scored

lower than the Taiwanese respondents on economic (U.S.: M= 5.02, SD = 0.83 ; Taiwan:

M= 5.76, SD = 0.79) clothing values (See Table 24). Both groups scored lower than

4 on a seven-point scale on the religious clothing value, which was also lower than the

rest of the five clothing values' mean scores. The United States respondents scored

lower than the Taiwanese respondents on religious (U.S.:M= 3.27, SD = 1.25 ; Taiwan:
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Table 23

Descriptive Statistics of Aesthetic Clothing Value

No.8 Country Mean SD n Missing
4 TheUnited Statest' 5.30 1.47 487 0

Taiwan' 5.20 1.54 900 3
Total 5.23 1.52 1387 3

9 The United States 4.42 1.77 487 0
Taiwan 5.48 1.45 901 2
Total 5.10 1.65 1388 2

11 TheUnited States 4.87 1.68 487 0
Taiwan 3.41 1.91 901 2
Total 3.92 1.96 1388 2

14 The United States 3.05 1.59 486 1
Taiwan 4.01 1.81 901 2
Total 3.67 1.79 1387 3

28 The United States 3.17 1.88 486 1

Taiwan 2.66 1.70 902 1

Total 2.84 1.81 1388 2

34 The United States 6.37 0.92 487 0
Taiwan 5.76 1.30 903 0
Total 5.96 1.21 1390 0

39 The United States 6.03 1.11 487 0
Taiwan 5.89 1.27 903 0
Total 5.94 1.22 1390 0

41 The United States 5.26 1.49 487 0
Taiwan 3.55 1.93 901 2
Total 4.15 1.96 1388 2

44 The United States 4.19 1.62 486 1
Taiwan 4.39 1.80 903 0
Total 4.32 1.74 1389 1

58 TheUnitedStates 4.79 1.85 486 1
Taiwan 2.84 1.83 901 2
Total 3.52 2.06 1387 3

Total The United States 4.74 0.89 487 0
Taiwan 4.32 0.90 903 0
Total 4.47 0.92 1390 0

The numbet of question on questionnaire section L

487 for the number of the United States respondent&

n = 903 for the number of Taiwanese respondents.



Table 24

Descriptive Statistics of Economic Clothing Value

No.a Country Mean SD n Missing
3 TheUnitedStatesb 5.95 1.13 487 0

Taiwanc 5.91 1.30 903 0
Total 5.93 1.24 1390 0

8 TheUnited States 4.46 1.87 487 0
Taiwan 5.59 1.61 901 2
Total 5.17 1.78 1388 2

19 TheUnited States 5.78 1.40 487 0
Taiwan 5.92 1.33 903 0
Total 5.88 1.36 1390 0

24 The United States 5.09 1.42 486 1

Taiwan 5.66 1.31 901 2
Total 5.46 1.38 1387 3

30 TheUnitedStates 5.75 1.18 486 1

Taiwan 5.97 1.20 902 1

Total 5.90 1.20 1388 2

33 TheUnited States 4.63 1.74 487 0
Taiwan 5.93 1.17 903 0
Total 5.47 1.53 1390 0

38 TheUnited States 3.91 1.76 487 0
Taiwan 5.27 1.68 903 0
Total 4.79 1.83 1390 0

49 TheUmted States 5.45 1.62 486 1

Taiwan 5.71 1.48 903 0
Total 5.62 1.53 1389 1

54 The United States 3.80 1.82 486 1

Taiwan 5.77 1.25 901 2
Total 5.08 1.75 1387 3

60 TheUnited States 5.42 1.42 486 1

Taiwan 5.89 1.28 902 1

Total 5.73 1.35 1388 2

Total The United States 5.02 0.83 487 0
Taiwan 5.76 0.79 903 0
Total 5.50 0.88 1390 0

The nuanba of question questionnaire section I.

487 for the number of the United States respondents.

n = 903 for the number of Taiwanese respondents.
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Table 25

Descriptive Statistics of Political Clothing Value

No Country Mean SD n Missing
6 fli1JnitedStates' 3.93 1.82 487 0

TaiwanC 4.85 1.72 902 1

Total 4.53 1.81 1389 1

12 TheUnited States 5.43 1.34 487 0
Taiwan 5.79 1.18 902 1

Total 5.67 1.25 1389 1

21 TheUnitedStates 3.81 1.67 486 1

Taiwan 3.88 1.78 901 2
Total 3.85 1.74 1387 3

23 TheUnited States 4.22 1.80 485 2
Taiwan 3.25 1.82 900 3
Total 3.59 1.87 1385 5

26 TheUnitedStates 5.35 1.55 486 1

Taiwan 5.23 1.64 901 2
Total 5.27 1.61 1387 3

36 TheUnited States 5.40 1.48 487 0
Taiwan 5.24 1.63 903 0
Total 530 1.58 1390 0

42 TheUnited States 5.65 1.44 486 1

Taiwan 5.94 1.15 903 0
Total 5.84 1.26 1389 1

51 TheUnited States 4.74 1.72 485 2
Taiwan 4.30 1.81 902 1

Total 4.45 1.79 1387 3

53 The United States 4.99 1.68 486 1

Taiwan 3.60 1.91 903 0
Total 4.08 1.95 1389 1

56 TheUnitedStates 5.73 1.37 485 2
Taiwan 5.34 1.57 903 0
Total 5.47 1.51 1388 2

Total The United States 4.92 1.05 487 0
Taiwan 4.74 1.09 903 0
Total 4.80 1.08 1390 0

The number of question on questionnaire section L

= 487 for the number of the United States respondents.

n = 903 for the number of Taiwanese respondents.
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Table 26

Descriptive Statistics of Religious Clothing Value

N0.a Countiy Mean SD n Missing
2 TheUnited States1' 4.07 1.72 487 0

Taiwan° 3.56 1.69 902 1

Total 3.74 1.72 1389 1

16 TheUnitedStates 2.41 1.74 487 0
Taiwan 2.68 1.77 902 1

Total 2.58 1.77 1389 1

20 TheUnjted States 4.02 1.77 485 2
Taiwan 4.78 1.57 902 1

Total 4.51 1.68 1387 3

22 TheUnited States 3.42 1.82 486 1

Taiwan 4.22 1.64 901 2
Total 3.94 1.75 1387 3

27 TheUnited States 2.47 1.56 486 1

Taiwan 2.92 1.60 901 2
Total 2.76 1.60 1387 3

32 TheUnited States 4.29 1.85 487 0
Taiwan 4.47 1.74 902 1

Total 4.40 1.78 1389 1

46 The United States 2.60 1.77 486 1

Taiwan 3.40 1.84 900 3
Total 3.12 1.86 1386 4

50 The United States 3.60 1.87 486 1

Taiwan 4.87 1.59 900 3
Total 4.42 1.80 1386 4

52 ThelinitedStates 3.25 1.88 485 2
Taiwan 4.76 1.53 901 2
Total 4.23 1.81 1386 4

57 TheUnitedStates 2.57 1.63 486 1

Taiwan 3.51 1.71 901 2
Total 3.18 1.74 1387 3

Total The United States 3.27 1.25 487 0
Taiwan 3.92 1.03 903 0
Total 3.69 1.15 1390 0

The number of question on questionnaire section L

= 487 for the number of the United States respondei*s.

n 903 for the number of Taiwanese respondeats.
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Table 27

Descriptive Statistics of Social Clothing Value

No.a Country Mean SD n Missing
1 The United Statesb 5.01 1.65 487 0

Taiwanc 5.03 1.66 903 0
Total 5.02 1.66 1930 0

7 TheUnited States 3.89 1.98 487 0
Taiwan 4.95 1.66 901 2
Total 4.57 1.85 1388 2

13 TheUnited States 4.99 1.51 486 1

Taiwan 5.29 1.56 902 1
Total 5.18 1.55 1388 2

15 The United States 3.02 1.63 487 0
Taiwan 4.24 1.89 901 2
Total 3.81 1.89 1388 2

18 TheUnited States 4.48 1.78 487 0
Taiwan 4.46 1.96 903 0
Total 4.47 1.90 1390 0

31 TheUnited States 5.09 1.69 487 0
Taiwan 5.77 1.37 903 0
Total 5.53 1.52 1390 0

37 TheUnitedStates 4.67 1.89 487 0
Taiwan 5.30 1.57 902 1

Total 5.07 1.71 1389 1

43 TheUnited States 4.61 1.59 487 0
Taiwan 5.04 1.64 902 1

Total 4.89 1.63 1389 1

45 The United States 3.48 1.67 486 1

Taiwan 4.77 1.73 901 2
Total 4.32 1.82 1387 3

48 TheUnited States 4.00 1.79 487 0
Taiwan 4.18 1.93 903 0
Total 4.11 1.88 1390 0

Total The United States 4.32 0.77 487 0
Taiwan 4.90 0.80 903 0
Total 4.70 0.83 1390 0

The numba of quemion i questionnaire section L

487 for the number of the United States respondents.

n = 903 for the number of Taiwanese respondents.
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Table 28

Descriptive Statistics of Theoretical Clothing Value

No.a Country Mean SD n Missing
5 The United Statesb 5.15 1.75 487 0

Taiwanc 5.79 .33 902 1
Total 5.56 1.52 1389 1

10 TheUnited States 4.89 1.70 486 1
Taiwan 5.79 1.21 903 0
Total 5.48 1.46 1389 1

17 TheUnitedStates 3.92 1.91 487 0
Taiwan 3.78 1.93 903 0
Total 3.83 1.92 1390 0

25 The United States 4.30 1.58 486 1
Taiwan 4.95 1.58 902 1
Total 4.73 1.61 1388 2

29 TheUnited States 3.30 1.85 486 1
Taiwan 4.80 1.80 901 2
Total 4.27 1.95 1387 3

35 TheUnitedStates 6.14 1.12 487 0
Taiwan 6.00 1.18 903 0
Total 6.05 1.16 1390 0

40 The United States 5.46 1.41 486 1
Taiwan 5.91 1.14 902 1
Total 5.76 1.26 1388 2

47 TheUnited States 4.17 1.86 486 1
Taiwan 4.27 1.86 902 1
Total 4.24 1.86 1388 2

55 TheUnited States 4.33 1.54 486 1
Taiwan 5.09 1.52 902 1
Total 4.82 1.57 1388 2

59 The United States 3.94 1.81 486 1
Taiwan 5.03 1.66 902 1
Total 4.65 1.79 1388 2

Total TheUnited States 4.56 0.91 487 0
Taiwan 5.14 0.92 903 0
Total 4.94 0.96 1390 0

The number of question on questionnaire section L

= 487 for the number of the United States respondents.
n 903 for the number of Taiwanese respondents.
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M= 3.92, SD = 1.03) clothing values (See Table 26).

According to the sum of each of the six clothing value's statements, the mean

importance score for economic clothing values was the highest and the mean

importance score for religious clothing values was the lowest among the six clothing

values for the United States, Taiwanese, and total respondents (See Table 29). For the

United States respondents, the ranking of mean importance scores for the six clothing

values in order of declining importance were: economic, political, aesthetic, theoretical

social, and religious (See Table 29). For the Taiwanese respondents, the ranking of

mean importance scores for the six clothing values were: economic, theoretical, social,

political, aesthetic, and religious (See Table 29). For total respondents, the ranking of

mean importance scores for the six clothing values were: economic, theoretical,

political, social, aesthetic, and religious (See Table 29).

The Reliability Analysis of the Six Clothing Values

For the test of internal consistency, Cronbach's standardized alpha was used to

assess reliability of the six clothing values of the scale items. Reliability coefficient

estimates for the six clothing values ranged from .62 to .86 (See Table 30). Nunnally

(1978) suggested that alpha values above .70 as a more conservative acceptable level.

All clothing values except one, social value, were over .70, meeting the conservative

criteria of Nunnally (1978). Therefore, results related to the social clothing value

need to be interpreted in light of the lower internal consistency found for this scale.
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Table 29

The Importance of the Six Clothing Values in the United States and Taiwan

Order of U.S.a Taiwanb Total
Importance Respondents Respondents Respondents

Clothing snlue SD M Clothing Value SD M Clothing Value SD M
1 Economic 0.83 5.02 Economic 0,79 5.76 Economic 0.88 5.50

2 Political 1.05 4.92 Theoretical 0.92 5.14 Theoretical 0.96 4.94

3 Aesthetic 0.89 4.74 Social 0.80 4.90 Political 1.08 4.80

4 Theoretical 0.91 4.56 Political 1.09 4.74 Social 0.83 4.70

5 Social 0.77 4.32 Aesthetic 0.90 4.32 Aesthetic 0.92 4.47

6 Religious 1.25 3.27 Religious 1.03 3.92 Religious 1.15 3.69

= 487 for the number of the United States Respondents.

n = 903 lbr the number of Taiwanese Respondents.

Table 30

Reliability Analysis of the Six Clothmnn Valuesa

Clothing Value No. of Questions on Questionnaire Section I Alpha Value

Aesthetic 4, 9, 11, 14,28, 34,39, 41,44, 58 .72

Economic 3, 8, 19, 24, 30, 33, 38, 49, 54, 60 .78

Political 6, 12, 21, 23, 26, 36, 42, 51, 53, 56 .85

Religious 2, 16,20,22,27, 32,46, 50, 52, 57 .86

Social 1,7,13,15,18,31,37,43,45,48 .62

Theoretic 5, 10, 17, 25, 29, 35, 40, 47, 55, 59 .79
aM alpha value of.70 and above is evidence of high reliability among multiple indicators of each dimension (Nwmally, 1978).
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The Validity of long-term orientation of LLofstede's Framework in Taiwan and the

United States

In order to check the validity of Hofstede's framework, the questions on the

second section of the questionnaire were related to the high and low long-term

orientations of Hofstede's national culture. According to the definition, high

long-term orientation stands for the fostering of virtues oriented towards future rewards,

in particular, perseverance and thrift. Its opposite pole, low long-term orientation,

stands for the fostering of virtues related to the past and present, in particular, respect

for tradition, preservation of 'face' and fulfilling social obligations (Hofttede, 2001, p.

359). In other words, respondents from Taiwan, representing the high long-term

orientation of Hoftede's national culture, would be expected to score higher on

questions related to thrift as well as persistence (questions 2 and 3), and the United

States respondents, representing the low long-term orientation of Hofstede's national

culture, would be expected to score higher on questions related to personal steadiness

and stability as well as respect for tradition (questions 1 and 4). The respondents

responded to the questions on a seven-point scale with end-points "least important" and

"most important" In the present study, the univariate analyses were used to examine

the validity of long-term orientations of Hofstede's framework in the United States and

Taiwan.

Table 31 shows that significant differences between the United States and Taiwan

respondents were found on questions of "personal steadiness and stability" [F(1,1386)

= 2O.44,p < .000], "thrift" [F(1,1386) = l3.7l,p < .000], "persistence" [F(1,1386) =

S3.67,p < .000], and "respect fortradition" [F(1,1386) = 39.93,p < .000].
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Table 31

Univariate Analyses for Long-Term Orientation in the U.S. and Taiwan

Source Dependent Variables SS df MS F P

Between Subjects

Countiy Personal steadiness 24.539 1 24.539 20.44"' .000

& stability

Thrift 24.947 1 24.947 13.71"' .000

Persistence 74.136 1 74.136 53.67" .000

Respect for tradition 95.733 1 95.733 39.93'" .000

Error Personal steadiness 1663.963 1386 1.201

& stability

Thrift 2522.301 1386 1.820

Persistence 1914.490 1386 1381

Respect for tradition 3322.822 1386 2.397

*p<.05. **p<ol "p(.00I.

The mean scores on "thrift" were higher in Taiwan (M= 5.42, SD = 1.27, n 902)

than in the United States group (M = 5.14, SD 1.49, n= 486), whereas the mean

scores of "personal steadiness and stability" and "respect for the tradition" were lower
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in Taiwan (Stability: M= 5.73, SD = 1.14, n= 902; Respect for the tradition: M 4.12,

SD = 1.51, n= 902) than in the United States group (Persistence: M 5.73, SD = 1.02,

n= 486; Respect for the tradition: M= 4.69, SD = 1.62, n 486) (See Table 32). In

other words, these differences provide the validity of the long-term orientations of

Table 32

Descriptive Statistics of long-term orientation in the U.S. and Taiwan

Variables Countrya Mean SD n

Personal steadiness & stability United States 6.01 1.01 486

Taiwan 5.73 1.14 902

Total 5.83 1.10 1388

Thrift United States 5.14 1.49 486

Taiwan 5.42 1.27 902

Total 5.32 1.36 1388

Persistence United States 5.73 1.02 486

Taiwan 5.24 1.25 902

Total 5.41 1.20 1388

Respect for tradition United States 4.69 1.62 486

Taiwan 4.14 1.51 902

Total 4.33 1.57 1388

= 486 for the number of the United States respondents (487)- missing data (1) = 486,and n = 902 for the number ofTaiwanese

respondents (903)-missingdata (1) = 902.
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Hofstede's framework in relation to the United States and Taiwan. However, the

mean score on "persistence" was lower in Taiwan (M= 5.24, SD = 1.25, fl 902) than

in the United States group (M = 6.01, SD = 1.01, n= 486). In other words, the value of

"persistence" did not meet the expectation of Hoftede's framework.

The Results of the Hypotheses

In this section, results of testmg the four hypotheses are discussed. Hypotheses

la, ib, ic, id, le, if, 3a, 3b, 3c, 3d, 3e, and 3fwere tested through the use of

multivariate analysis of variance. As seen on Table 33, multivariate tests for countly,

gender, and country x gender on clothing values, in Pillai's Trace, Wilks' Lambda,

Hotelling's Trace, and Roy's Largest Root tests all showed that there were significant

differences among country, gender, and country x gender. This information offered

the advance step to examine the more detailed information for Hypotheses 1 a, I b, 1 c,

id, le, if, 3a, 3b, 3c, 3d, 3e, and 3f among national culture and gender on the clothing

values of university students.

Hypotheses 2a, 2b, 2c, 2d, 2e, and 2f were tested using paired-sample analysis

t-test. The paired-sample analysis t-test was employed to investigate differences in

the mean scores of clothing values between casual and formal clothing on aesthetic,

economic, political, religious, social, and theoretical clothing values.

Hypothesis la

Hypothesis 1 a stated that consumers in the high long-term orientation national

culture (Taiwan) would score significantly higher on economic clothing value than
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Table 33

Multivariate Tests for Country, Gender, and Country by Gender on Clothing Values

Effect Value F Hypothesis Error Sig.

df df

Country Pillai's Trace .302 6.000 1380 .000

(C) Wilks' Lambda .698 99.550" 6.000 1380 .000

Hotellmg's Trace .433 99.550" 6.000 1380 .000

Roy's Largest Root .433 99.550" 6.000 1380 .000

Gender Pillai's Trace .090 22.744" 6.000 1380 .000

(G) Wilks' Lambda .910 22.744" 6.000 1380 .000

Hotelling's Trace .099 22.744" 6.000 1380 .000

Roy's Largest Root .099 22.744" 6.000 1380 .000

CX G Pillai's Trace .033 7.831" 6.000 1380 .000

Wilks' Lambda .967 7.83 6.000 1380 .000

Hotelling's Trace .034 7.831" 6.000 1380 .000

Roy's Largest Root .034 7.831" 6.000 1380 .000
*p<.05. **p<.ol

would consumers in the low long-term orientation national culture (United States).

Based upon the results of multivariate analysis of variance, hypothesis la was accepted.

As seen in Table 34, country [F(1, 1385) = Z33.769,p < .001] had a significant

effect on scores on economic clothing value. Additionally, the mean scores of

economic clothing value were higher for the Taiwanese group (M 5.76, SD = 0.79, n

= 902) than for the United States group (M= 5.02, SD = 0.76, n = 487) (See Table 35).

Thus, consumers in the high long-term orientation national culture (Taiwan) scored
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Table 34

Multiple Analyses of Variance for Country and Gender on Six Clothing Values

Source Dependent Variables SS df MS F P

Between Subjects

Country (C) The aesthetic clothingvalue 49.398 1 49.398 67.047::
.000

Theeconomicclothingvalue 151.143 1 151.143 233.769 .000

Thepoliticalclothingvalue 11.136 1 11.136 10.138* 000

Thereligiousclothingvalue 144.291 1 144.291
*5*

117.354 .000

Thesocialclothingvalue 103.134 1 103.134 168.325" .000

Thetheoreticolothingvslue 115.900 1 115.900 143.450 .000

Gender (G) The aesthetic clothingvalue 87.168 1 87.168 118.3 12 .000

Theeconomicclothingvalue 1.338 1 1.338 2.070 .150

The political clothing value 84.718 1 84.718
5*5

77.131 .000

Thereligiousclothingvalue 0.03867 1 0.03867 0.031 .859

The social clothingvalue 12.67 1 1 12.671
*5*

20.681 .000

Thetheoreticclothingvalue 35.848 1 35.848 44.369**5 .000

CXG Theaestheticclothingvalue 6.510 1 6.510 8.836**
.003

Theeconomioclothingvslue 3.161 1 3.161 4.888 .027

Thepoliticalclothingvalue .465 1 .465 .423 .515

Thereligicusclothingvalue 12.169 1 12.169 9.897" .002

Thesocialclothingvalue 1.384 1 1.384 2.258 .133

Thetheoreticclothingvalue 14.745 1 14.745
*5*

18.249 .000

Error Theaestheticclothingvalue 1020.417 1385 .737

The economic clothingvslue 895.466 1385 .647

Thepoliticalclothingvaiue 1521.243 1385 1.098

Thereligicosclothingvaluc 1702.895 1385 1.230

Thesocialclothingvslue 848.604 1385 .613

Thethcoreticclotbingvslue 1119.0031385 .808

*p<O5**p<O1 ***p<ool.
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Table 35

Descriptive Statistics for Country and Gender on Six CIothin Values

Clothing Values Countiyb Gender° Mean SD

Aesthetic TheUnited States 4.74 0.89 487
Taiwan 432 0.90 902

Male 4.16 0.93 511
Female 4.64 0.86 878

Total Total 4.47 0.92 1389

EcOnOmic The United States 5.02 0.83 487
Taiwan 5.76 0.79 902

Male 5.51 0.88 511
Female 5.50 0.88 878

Total Total 5.50 0.88 1389

Political The United States 4.92 1.05 487
Taiwan 4.74 1.09 902

Male 4.48 1.13 511
Female 5.00 1.01 878

Total Total 4.81 1.08 1389

Religious TheUthted States 3.27 1.25 487
Taiwan 3.92 1.03 902

Male 3.70 1.18 511
Female 3.68 1.14 878

Total Total 3.69 1.15 1389

Social The United States 432 0.77 487
Taiwan 4.90 0.80 902

Male 4.56 0.84 511
Female 4.78 0.82 878

Total Total 4.70 0.84 1389

Theoretic The United States 4.56 0.91 487
Taiwan 5.14 0.92 902

Male 4.74 1.04 511
Female 5.05 0.88 878

Total Total 4.94 0.96 1389

The average of each clothing value.
b

= 487 for the number of the United States respondeits and n = 902 for the number of Taiwanese respondents (903)- missing
data (1) = 902.

511 for the number of male respondents and n 878 for the number of female reaposidents.
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significantly higher on economic clothing value than did consumers in the low

long-term orientation national culture (United States) orientation national culture

(United States).

Hypothesis lb

Hypothesis lb stated that consumers in the high long-term orientation national

culture (Taiwan) would score significantly higher on political clothing value than

would consumers in the low long-term orientation national culture (United States).

Based upon the results of multivariate analysis of variance, hypothesis lb was not

accepted.

As seen in Table 34, country [F(l, 1385) = l0.138,p < .0011 did have a significant

effect on scores on political clothing value. However, the mean scores of political

clothing value show the score of Taiwanese group (M 4.74, SD = 1.09, n = 902) was

lower than the score of the United States group (M= 4.92, SD = 1.05, n = 487) (See

Table 35). In other words, consumers in the high long-term orientation national

culture (Taiwan) did not score significantly higher on political clothing value than did

consumers in the low long-term orientation national culture (United States).

Hypothesis ic

Hypothesis 1 c stated that consumers in the high long-term orientation national

culture (Taiwan) would score significantly higher on religious clothing value than

would consumers in the low long-term orientation national culture (United States).

Based upon the results of multivanate analysis of variance, hypothesis 1 c was accepted.
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As seen in Table 34, country [F(1, 1385) = 117.354,p <.0011 had a significant

effect on scores on religious clothing value. Additionally, the mean scores of religious

clothing value were higher for the Taiwanese group (M 3.92, SD = 1.03, n = 902)

than the mean scores for the United States group (M= 3.72, SD = 1.25, n = 487) (See

Table 35). Thus, consumers in the high long-term orientation national culture (Taiwan)

scored significantly higher on religious clothing value than did consumers in the low

long-term

Hypothesis id

Hypothesis 1 d stated that consumers in the high long-term orientation national

culture (Taiwan) would score significantly lower on aesthetic clothing value than would

consumers in the low long-term orientation national culture (United States). Based

upon the results of multivariate analysis of variance, hypothesis id was accepted.

As seen in Table 34, country [F(1, 1385) = 6'7.O4'7,p <.0011 had a significant

effect on scores for aesthetic clothing value. Additionally, the mean scores of

aesthetic clothing value for the Taiwanese group (M = 4.32, SD = 0.90, n = 902) were

lower than the mean scores for the United States group (M 4.74, SD = 0.89, ii = 487)

(See Table 35). Thus, consumers in the high long-term orientation national culture

(Taiwan) scored significantly lower on aesthetic clothing value than did consumers in

the low long-term orientation national culture (United States).

Hypothesis le

Hypothesis I e stated that consumers in the high long-term orientation national
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culture (Taiwan) would score significantly lower on social clothing value than would

consumers in the low long-term orientation national culture (United States). Based

upon the results of multivariate analysis of variance, hypothesis le was not accepted.

As seen in Table 34, country [F(l, 1385) = 168.325,p <.001] had a significant

effect on scores on social clothing value. However, the mean scores on social clothing

value for the Taiwanese group (M= 4.90, SD = 0.80, n = 902) were higher than the

mean scores for the United States group (M= 4.32, SD = 0.77, n = 487) (See Table 35).

In other words, consumers in the high long-term orientation national culture (Taiwan)

did not score significantly lower on social clothing value than did consumers in the low

long-term orientation national culture (United States).

Hypothesis if

Hypothesis if stated that consumers in the high long-term orientation national

culture (Taiwan) would score significantly lower on the theoretical clothing value than

would consumers in the low long-term orientation national culture (United States).

Based upon the results of multivariate analysis of variance, hypothesis ifwas not

accepted.

As seen in Table 34, country [F(1, 1385) = 142.45O,p < .001] had a significant

effect on scores on theoretical clothing value. However, the mean scores on

theoretical clothing value for the Taiwanese group (M = 5.14, SD = 0.92, n = 902)were

higher than the mean scores for the United States group (M= 4.56, SD = 0.91, n = 487)

(See Table 35). In other words, consumers in the high long-term orientation national

culture (Taiwan) did not score significantly loweron the theoretical clothing value than
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did consumers in the low long-term orientation national culture (United States).

Hypothesis 2a

Hypothesis 2a stated that there would be significant differences in the scores of

aesthetic clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis t-test, hypothesis 2a was accepted.

As seen in Table 36, the mean score for the aesthetic value for casual clothing was

significantly different from the mean scores for aesthetic value for formal clothing

(t-value = 24.97,p < .01).

Hypothesis 2b

Hypothesis 2b stated that there would be significant differences in the scores of

economic clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis t-test, hypothesis 2b was accepted.

As seen in Table 36, the mean scores for economic value for casual clothing was

significantly different from the mean scores for economic value for formal clothing

(t-value l4.O4,p < .0 1).

Hypothesis 2c

Hypothesis 2c stated that there would be significant differences in the scores of

political clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis t-test, hypothesis 2c was accepted.

As seen in Table 36, the mean scores for political value for casual clothing did
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Table 36

Paired SamDle Analysis (-test for Casual and Formal Clothing on Six Clothing Valuesa

Description Mean SD (-value df
Pair 1 The average of aesthetic 4.15 1.03

values of casual clothing

The average of aesthetic 4.78 1.03
values of formal clothmg **

-24.97 1389

Pair 2 The average of economic 5.67 0.84
values of casual clothing

The average of economic 5.34 1.10
values of formal clothing **

14.04 1389

Pair 3 The average ofpolitical 4.58 1.16
values of casual clothing

The average of Dolitical 5.03 1.15
values of formal clothing **

-20.80 1389

Pair 4 The average of religious 3.51 1.14
values of casual clothing

The average of religious 3.88 1.33
values of formal clothing 45.06** 1389

Pair 5 The average of social 4.61 0.91
values of casual clothing

The average of social 4.79 0.92
values of fbrmal clothing $.72** 1389

Pair 6 The average of theoretical 4.77 1.06
values of casual clothing

The average of theoretical 5.10 1.00
values of formal clothing 46.59** 1389

n = 1390 for the total number of the rmpondcnts.
*p<05 **p<() ***p(()O1
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have significant difference from the political value of formal clothing (t-value = 20.80,

p<.01).

Hypothesis 2d

Hypothesis 2d stated that there would be significant differences in the scores of

religious clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis 1-test, hypothesis 2d was accepted.

As seen in Table 36, the mean scores for the religious value for casual clothing

was significantly different from the mean scores for the religious value for formal

clothing (1-value l5.O6,p < .01).

Hypothesis 2e

Hypothesis 2e stated that there would be significant differences in the scores of

social clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis 1-test, hypothesis 2e was accepted.

As seen in Table 36, the mean scores for the social value for casual clothing were

significantly different from the mean scores for the social value for formal clothing

(1-value = 8.72,p < .01).

Hypothesis 21

Hypothesis 2f stated that there would be significant differences in the scores of

theoretic clothing value for casual and formal clothing. Based upon the results of

paired-sample analysis 1-test, hypothesis 2f was accepted.

As seen in Table 36, the mean score for the theoretical value for casual clothing
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was significantly different from the mean score for the theoretical value for formal

clothing (i-value = l6.59,p < .0 1).

In summary, the mean scores of the six clothing values, except economic clothing

value, between the types of clothing items were all higher in the mean scores for formal

clothing than the mean scores for casual clothing (See Table 36).

Hypothesis 3a

Hypothesis 3a stated that female consumers would score significantly higher on

aesthetic clothing value than would male consumers. Based upon the results of

multivariate analysis of variance, hypothesis 3a was accepted.

As seen in Table 34, gender [F(l, 1385) = 118.3 l2,p < .001] had a significant

effect on scores on aesthetic clothing value. Additionally, for the aesthetic clothing

value, female students' mean scores (M= 4.64, SD = 0.86, n = 878) were higher than

the male students' (M= 4.16, SD = 0.93, n = 511) (See Table 35). Thus, female

consumers scored significantly higher on the aesthetic clothing value than did male

consumers.

Hypothesis 3b

Hypothesis 3b stated that female consumers would score significantly higher on

the religious clothing value than would male consumers. Based upon the results of

multivariate analysis of variance, hypothesis 3b was not accepted.

As seen in Table 34, gender [F(1, 1385) = 0.O3l,p = .859] did not have a

significant effect on scores the religious clothing value. In addition, for the religious
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clothing value, female students' mean scores (M= 3.68, SD = 1.14, n = 878) were

lower than the male students' (M= 3.70, SD = 1.18, n = 511) (See Table 35). Thus,

female consumers did not score significantly higher on the religious clothing value than

did male consumers.

Hypothesis 3c

Hypothesis 3c stated that female consumers would score significantly higher on

social clothing value than would male consumers. Based upon the results of

multivariate analysis of variance, hypothesis 3c was accepted.

As seen in Table 34, gender [F(1, 1385) = 2O.68l,p < .001] had a significant

effect on scores on the social clothing value. Additionally, for the social clothing

value, female students' mean scores (M= 4.78, SD = 0.82, n = 878) were higher than

the male students' (M= 4.56, SD = 0.84, n = 511) (See Table 35). Thus, female

consumers scored significantly higher on social clothing value than did male

consumers.

Hypothesis 3d

Hypothesis 3d stated that female consumers would score significantly lower on

economic clothing value than would male consumers. Based upon the results of

multivariate analysis of variance, hypothesis 3d was not accepted.

As seen in Table 34, gender [F(1, 1385) = 2.070, p = .150] did not have a

significant effect on scores on the economic clothing value. However, for the

economic clothing value, female students' mean scores (M 5.50, SD = 0.88, ii = 878)
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were a little lower than the male students' (M= 5.51, SD = 0.88, n = 511)(See Table

35). Thus, female consumers did not score significantly lower on the economic

clothing value than did male consumers.

Hypothesis 3e

Hypothesis 3e stated that female consumers would score significantly lower on the

political clothing value than would male consumers. Based upon the results of

multivanate analysis of variance, hypothesis 3e was not accepted.

As seen in Table 34, gender [F(1, 1385) = '77.l3l,p < .001] had a significant

effect on scores on political clothing value. However, for the political clothing value,

female students' mean scores (M= 5.00, SD = 1.01, n = 878) were higher than the male

students' (t%f= 4.48, SD = 1.13, n = 511) (See Table 35). Thus, female consumers did

not score significantly lower on the political clothing value than did male consumers.

Hypothesis 3f

Hypothesis 3f stated that female consumers would score significantly lower on the

theoretical clothing value than would male consumers. Based upon the results of

multivariate analysis of variance, hypothesis 3f was not accepted.

As seen in Table 34, gender [F(1, 1385) = 44.369,p < .001] had a significant

effect on scores on the theoretic clothing value. However, for the theoretic clothing

value, female students' mean scores (M= 5.05, SD = 0.88, n = 878) were higher than

the male students' (M= 4.74, SD = 1.04, n = 511)(See Table 35). Thus, female

consumers did not score significantly lower on the theoretical clothing value than did
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male consumers.

Additional Findings

This section discusses the results of the interaction effects of a multivariate

analysis of variance for country and gender on six values, as well as a multivariate

analysis of variance for country and gender on six values related to casual clothing and

the results of a multivariate analysis of variance for country and gender on six clothing

values related to formal clothing. In addition, this section also reports the results of

the open-ended questions whereby the respondents were asked to write down the most

important purchase criterion for casual clothing, formal clothing, or other types of

clothing.

The Interaction Effects of A Multivariate Analysis of Variance for Country and

Gender on the Six Clothing Values

As seen in Table 34, there were no significant interaction effects occurring

between country (United States and Taiwan) and gender (female and male) for

respondents on consumers' political [F(1, 1385) = .4Z3,p = .515] and social clothing

values [F(1, 1385) = 2.258,p = .133]. In other words, the effect of country does not

depend on the effect of gender on the respondents' political and social clothing values.

However, there were interaction effects for country (Taiwan and the United States)

and gender (female and male) on respondents' clothing values for the aesthetic [F(1,

1385) = 8.836,p = .003], economic [F(1, 1385) = 4.888,p = .027], religious [F(1, 1385)

= 9.897,p = .002], and theoretic [F(1, 1385) = 1S.249,p < .001] clothing values.
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Based on these statistically significant interaction effects (See Table 34), the

follow-up post-hoc comparison of ANOVA was used to check the simple main effect

with respect to the dependent variables (aesthetic, economic, religious, and theoretic

clothing values) to determine where the significant differences in mean scores for the

aesthetic, economic, religious, and theoretic clothing values occurred.

In the United States, significant differences in mean scores for the aesthetic

clothing value occurred for gender (Scheffep < .001) (See Table 37). As seen in

Figure 2, female respondents (M= 5.01, SD = 0.82) were more concerned with the

aesthetic clothing value than were male respondents (M 4.32, SD = 0.82) in the

United States. A significant difference in the mean scores for the aesthetic clothing

value also occurred by gender in Taiwan (Scheffep < .001) (See Table 37). In Taiwan,

female respondents (M= 4.46, SD = 0.81) were more concerned than male respondents

(1ñ= 4.06, SD = 0.98) with the aesthetic clothing value. In examining gender by

country for the aesthetic clothing value, significant differences were found for male

(Scheffep = .002) and female respondents (Scheffep < .001) by country (See Table 37).

The male respondents in the United States (M= 4.32, SD = 0.82) were more concerned

with the aesthetic clothing value than were male respondents in Taiwan (M 4.06, SD

0.98). The female respondents in the United States (M 5.01, SD = 0.83) were also

more concerned with the aesthetic clothing value than were female respondents who

were from Taiwan (M= 4.46, SD = 0.81).

With respect to the economic clothing value, significant differences in mean

scores for the economic clothing value occurred by gender (Scheffep = .027) in the

United States (See Table 38). In addition, significant differences in the mean scores
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Table 37

Aesthetic Clothing Value by Gender and Country

Description M SD MS F Scheffe (p)
C=U.S. 6.510 8.836** p<001***

G=Male 4.32 0.82
G=Female 5.01 0.83

C=Taiwan 6.510 8.836** p<0J1***
G=Male 4.06 0.98
G= Female 4.46 0.81

G=Male 6.510 8.836** p002**
C=U.S. 4.32 0.82
C = Taiwan 4.06 0.98

G=Female 6.510 8.836** p<.00l
C = U.S. 5.01 0.83
C=Taiwan 4.46 0.81

*p<.05. **p<.ol. ***p<.00l

Note. C Country. G = Gendei

5.2

j4.8

4.6

4.4

4.2

A

GENDER

Male

- Female
'I

The United States Taiwan

COUNTRY

Figure 2. Estimated marginal mean scores for the aesthetic clothing value (country by
gender)
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Table 38

Economic Clothing Value by Gender and Country

Description M SD MS F Scheffe (p)
C=U.S. 3.161 4.888*

G=Male 5.13 0.76
G= Female 4.96 0.87

CTaiwan 3.161 4.888*
GMale 5.74 0.87
G = Female 5.77 0.75

G=Male 3.161 4.888* p<.00l*
C=U.S. 5.13 0.76
CTaiwan 5.74 0.87

G=Female 3.161 4.888* p<.00l*
C=U.S. 4.96 0.87
CTaiwan 5.77 0.76

*p<.05. **p<.ol. ***p<.00l

Note. C Country. (3 = Gendet

0

5.8

5.6

5.2

04

5

AQ

The United States Taiwan
COUrffRY

GENDER

Male

- U-. - Female

Figure 3. Estimated marginal mean scores for the economic clothing value (country

by gender)
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for the economic clothing value occurred by country in both female and male

respondents (Female: Scheffep < .001; Male: Scheffep < .001). Table 38 and Figure

3 shows that male respondents (M= 5.13, SD = 0.76) were more concerned than were

female respondents (M= 4.96, SD = 0.87) with the economic clothing value in the

United States. In addition, the male respondents in the United States (M 5.13, SD =

0.76) were less concerned with the economic clothing value than were male

respondents who were from Taiwan (1t1= 5.74, SD = 0.87). Female respondents in the

United States (M' 4.96, SD = 0.87) were also less concerned with the economic

clothing value than were female respondents in Taiwan (M 5.77, SD = 0.76).

With respect to the religious clothing value, significant differences in the mean

scores for the religious value occurred by gender in Taiwan (Scheffep = .008) (See

Table 39). In addition, significant differences in the mean scores for the religious

clothing value occurred by country in both female and male respondents (Female:

Scheffep < .001; Male: Scheffep <.001). Table 39 andFigure 4 show that female

respondents (M= 3.85, SD = 1.00) were less concerned than were male respondents(M

= 4.04, SD = 1.07) with the religious clothing value in the Taiwan. In addition, the

male respondents in the United States (M= 3.14, SD = 1.15) were less concerned with

the religious clothing value than were male respondents in Taiwan (M 4.04, SD =

1.07). Female respondents in the United States (M 3.36, SD = 1.31) were also less

concerned with the religious clothing value than were female respondents in Taiwan (lvi

=3.85,SD= 1.00).

With respect to the theoretic clothing value, significant differences in the mean

scores occurred by gender in the United States (Scheffep < .001) (See Table 40). In
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Table 39

Religious Clothing Value by Gender and Country

Description M SD MS F Scheffe (p)
C=U.S. 12.169 9.897** p065

G=Male 3.14 1.15
GFemale 3.36 1.31

C=Taiwan 12.169 9.897** p008**
G=Male 4.04 1.07
G = Female 3.85 1.00

G=Male 12.169 9.897** p<OfJl***
C=U.S. 3.14 1.15
C=Taiwan 4.04 1.07

G=Female 12.169 9.897** p<OOl***
C=U.S. 3.36 1.31
C=Taiwan 3.85 1.00

*p<_05. **p<.Ol. ***p<.00l

Note. C Cowitr G = Geixlei

A m

3.8

3.6

J3.4

3.2

GENDER

Male
Female

The United States Taiwan
COUNTRY

Figure 4. Estimated marginal mean scores for the religious clothing value (country by
gender)
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Table 40

Theoretic Clothing Value by Gender and Country

Description M SD MS F Scheffe (p)
C=U.S. 14.745 18.249*** <ØØ1***

G=Male 4.21 0.94
G = Female 4.78 0.82

C=Taiwan 14.745 18.249*** pØ51
GMale 5.06 0.97
GFemale 5.19 0.89

GMale 14.745 18249*** p<0Ø1***
C = U.s. 4.21 0.94
CTaiwan 5.06 0.97

GFemale 14.745 18.249*** p<0Ø1***
C = U.s. 4.78 0.82
CTaiwan 5.19 0.89

*p <.05. p< .01. <.001

Note. C = Country. G Gender.

5.4

5.2

4.8

I::

- -

- - -

The United States Taiwan
COUNTRY

GENDER

Male
- - Female

Figure 5. Estimated marginal mean scores for the theoretic clothing value (country by
gender)
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addition, significant differences in the mean scores for the theoretic clothing value

occurred by country in both female and male respondents (Female: Scheffep< .001;

Male: Scheffe p < .001). Table 40 and Figure 5 show that male respondents (M = 4.21,

SD 0.94) were less concerned than female respondents (M 4.78, SD = 0.82) with

the theoretic clothing value in the United States. In addition, the male respondents in

the United States (M = 4.21, SD = 0.94) were less concerned with the theoretic clothing

value than were male respondents in Taiwan (M= 5.06, SD = 0.97). Female

respondents in the United States (M 4.78, SD = 0.82) were also less concerned with

the theoretic value than were female respondents in Taiwan (M 5.19, SD = 0.89).

Multivariate Analysis of Variance by Country and Gender on the Six Clothing

Values Related to Casual Clothing

Significant differences were found between the United States and Taiwanese

respondents on the economic [F(l, 1385) 63.725,p < .001], religious [F(1, 1385) =

<.001], social [F(1, 1385) = lO9.874,p < .0011, and theoretic [F(1, 1385) =

l88.9l4,p <.0011 clothing values related to casual clothing (See Table 41). In

addition, based on these statistically significant findings, the mean scores of the

economic (tJ S.:M= 5.41, SD = 0.82, n = 487; Taiwan:M= 5.80, SD 0.83, n 902),

religious (U.S.:M= 3.28, SD = 1.25, n = 487; Taiwan:M= 3.63, SD = 1.05, n = 902),

social (U.S.:M= 4.27, SD = 0.83, n 487; Taiwan:M= 4.79, SD = 0.90, n 902), and

theoretic (IJ.S.:M= 4.31, SD = 1.04, n = 487; Taiwan:M= 5.02, SD 0.98, n = 902)

values of casual clothing were higher for the Taiwanese respondents than for the United

States' respondents (See Table 42). In other words, Taiwanese respondents cared
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Table 41

Multiple Analyses of Variance for Country and Gender on the Six Clothing Values
Related to Casual Clothing

Source Dependent Variables SS df MS F P

Between Subjects

Country (C) Thcclothingvalue .124 1 .124 .126 .723

The economic clothing value 43.196 1 43.196 63.725 .000

Thepoliticalclothingvalue .834 1 .834 .652 .420

TherehgouscIcthingvaIue 49.792 1 49.792 39.563 .000

Thesocialclothingvalue 83.145 1 83.145 109.874 .000

Thetheoreticclothingvaiue 179.586 1 179.586 188.914 .000

Gender(G) Theaestheticclothingvalue 103.135 1 103.135 104.548 .000

Theeconomicclotbingvaluc 1.379 1 1.379 2.034 .154

Thepohticalclotiiingvalue 90.141 1 90.141 70.456 .000

Thereligiousclothingvaiue 2.307 1 2.307 1.833 .176

Thesocialclothingvalue 17.704 1 17.704 23.396 .000

Thetheoreticclothmgvalue 56.371 1 56.371 59.299 .000

CXG TheaeheticcIothingvaiue 14.970 1 14.970 15.175* .000

The economic clothingvaiue 1.772 1 1.772 2.6 14 .106

Thepolitica1c1othiigva1ue 2.144 1 2.144 1.676 .196

The eligiousclothingvahie 17.156 1 17.156 13.632 .000

Thesocialclothingvalue 1.581 1 1.581 2.089 .149

Thetheoreticclothingvalue 32.250 1 32.250
"S

33.925 .000

Error The aesthetic clothingvalue 1366.285 1385 .986

Theeconomicclothingvalue 938.813 1385 .678

Thepoliticalclothingvalue 1771.967 1385 1.279

Thereligiousclothingvalue 1743.073 1385 1.259

The social clothing value1048.08 1 1385 .757

Thetheoreticclothingvalue 1316.618 1385 .951

5p <.05. 55p< .01. *p<.00l
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Table 42

Descriptive Statistics of Country and Gender on the Six Clothing Values Related to
Casual Clothing

Clothing Valud' Country' Genderc Mean SD n

Aesthetic The United States Male 3.67 1.01 192
Female 4.48 1.02 295
Total 4.16 1.01 487

Taiwan Male 3.91 1.10 319
Female 428 0.91 583
Total 4.15 1.00 902

Total Male 3.82 1.07 511
Female 435 0.95 878
Total 4.15 1.03 1389

ECOflOflMC The United States Male 5.49 0.76 192
Female 5.35 0.85 295
Total 5.41 0.82 487

Taiwan Male 5.80 0.91 319
Female 5.81 0.78 583
Total 5.80 0.83 902

Total Male 5.68 0.87 511
Female 5.65 0.83 878
Total 5.66 0.85 1389

Political TheumtedStates Male 4.16 122 192
Female 4.80 1.07 295
Total 4.55 1.17 487

Taiwan Male 430 121 319
Female 4.76 1.08 583
Total 4.60 1.15 902

Total Male 4.25 122 511
Female 4.78 1.08 878
Total 4.58 1.16 1389

Religious The United States Male 3.08 1.12 192
Female 3.41 131 295
Total 328 125 487

Taiwan Male 3.73 1.08 319
Female 3.58 1.03 583
Total 3.63 1.05 902

Total Male 3.49 1.14 511
Female 3.52 1.14 878
Total 331 1.14 1389

Social The United States Male 4.08 0.81 192
Female 4.40 0.82 295
Total 427 0.83 487

Taiwan Male 4.68 0.93 319
Female 4.85 0.88 583
Total 4.79 0.90 902

Total Male 4.46 0.93 511
Female 4.70 0.89 878
Total 4.61 0.91 1389

TheOretic The United States Male 3.85 1.10 192
Female 4.61 0.88 295
Total 431 1.04 487

Taiwan Male 4.95 1.03 319
Female 5.06 0.95 583
Total 5.02 0.98 902

Total Male 4.54 1.18 511
Female 4.91 0.95 878
Total 4.77 1.06 1389

The average of each clollengvatue.
1'n487 for the number of the United States respoixleigs. and n 902 for the number of Taiwanese respondents (903)- mlssmg

n= 511 for the number of male respondents and n = 878 for the number of female respondents
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more about economic, religious, and social values when they selected casual clothing

than did the United States' respondents.

Significant differences were found between male and female respondents on the

aesthetic [F(1, 1385) = lO4.548,p < .001), political [F(1, 1385) = 7O.456,p < 0011,

social [F(1, 1385) 23.396,p < .0011, and theoretic [F(1, 1385) = 59.299,p <.001]

clothing values when they purchased casual clothing (See Table 41). Female

respondents had higher scores than did male respondents on aesthetic (Male:M= 3.82,

SD = 1.07, n 511; Female:M= 4.35, SD = 0.95, n = 878), political (Male: M 4.25,

SD = 1.22, n 511; Female: M= 4.78, SD = 1.08, n = 878), social (Male:M= 4.46, SD

0.93. n = 511; Female:M= 4.70, SD 0.89, n = 878), and theoretic (Male:M= 4.54,

SD = 1.18, n 511; Female:M= 4.91, SD = 0.95, n = 878) clothing values when they

purchased casual clothing (See Table 42).

The interaction effects between country and gender only occurred on aesthetic

[F(1, 1385) = 15. l7S,p < .001], religious [F(1, 1385) = l3.632,p <.0011, and theoretic

[F(1, 1385) = 33.925,p < .0011 clothing values for respondents when they purchased

casual clothing (See Table 41).

Multivariate Analysis of Variance by Country and Gender on the Sii Clothing

Values Related to Formal Clothing

Significant differences were found between the United States and Taiwanese

respondents on the aesthetic [F(1, 1385) = 246.370,p <.001], economic [F(1, 1385) =

345.'705,p < .001], political [F(1, 1385) = 4'7.939,p < .001], religious [F(1, 1385) =

183.107, p < .0011, social [F(1, 1385) = 16'7.9'T7,p < .0011, and theoretic [F(1, 1385) =
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71.8O4,p < .0011 clothing values related to formal clothing (SeeTable 43). In addition,

based on these statistically significant findings, the mean scores for the economic (U.S.:

M 4.64, SD = 1.09, n = .487; Taiwan:M= 5.72, SD = 0.92, n = 902), religious (U.S.:

M= 3.26, SD = 1.38, n = 487; Taiwan:M'- 4.20, SD = 1.18, n = 902), social (US.:M

= 4.37, SD = 0.88, n = 487; Taiwan:M 5.01, SD = 0.86, n = 902), and theoretic (U.S.:

M = 4.81, SD = 0.96, n 487; Taiwan: M = 5.26, SD = 0.97, n = 902) values for formal

clothing were higher for the Taiwanese respondents than for the United States

respondents (See Table 44). On the other hand, the United States respondents seemed

more concerned about the aesthetic (U.S: M = 5.32, SD = 0.94, n 487; Taiwan: M =

4.49, SD = 0.95, n = 902) and political (U.S.:M= 5.30, SD = 1.10, n = 487; Taiwan:M

= 4.88, SD = 1.15, n = 902) clothing values when they selected formal clothing than did

Taiwanese respondents.

Significant differences were found between male and female respondents on

aesthetic [F(1, 1385) = 8S.649,p < 001], political [F(1, 1385) 64.764,p < .0011,

social [F(1, 1385) = 23.396,p < .001], and theoretic [F(1, 1385) = ll.38l,p < .0011

clothing values when they purchased formal clothing (See Table 43). Female

respondents had higher scores than did male respondents on the aesthetic (Male: M=

4.50, SD = 1.05, n = 511;Female:M= 4.94, SD = 0.98, n = 878), political Male:M

4.72, SD = 1.20, n = 511; Female:M= 5.21, SD = 1.07, n = 878), social (Male:M=

4.67, SD 0.93, n =511; Female: M= 4.85, SD = 0.90, ii = 878), and theoretic (Male:

M= 4.95, SD = 1.05, n = 511; Female: M= 5.19, SD = 0.94, n = 878) clothing values

when they purchased formal clothing (See Table 44). The interaction effects between

country and gender only occurred on the economic [F(1, 1385) 5.37O,p = .021],
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Table 43

Multiple Analyses of Variance for Country and Gender on the Six Clothing Values
Related to Formal Clothing

Source Dependent Variables SS df MS F P

Between Subjects

Country (C) The aesthetic clothingvalue 208.164 1 208.164 246.370*
.000

The economic clothingvalue 324.075 1 324.075 345 000

Thepohticalclothingvalue 58.258 1 58.258 .000

Thereligiousclothingvalue 286.890 1 286.890 183.107* .000

Thesocialclothingvalue 125.381 1 125.381 167.977*** .000

Thetheoreticclotiiingvalue 66.338 1 66.338 71.804k" .000

Gender (G) The aesthetic clothingvakie 72.366 1 72.366 85.649* .000

Theeconomicclothingvalue 1.332 1 1.332 1.421 .233

Thepoliticalolothingvahie 78.704 1 78.704 64.764" .000

Thereligiousclotliingvahie 1.314 1 1.314 .838 .360

Thesocialcictbingvalue 8.495 1 8.495 11.381 .001

Thetheoreticclothingvalue 20.143 1 20.143 21.802* .000

CXG Theaestheticclothingvalue 1.530 1 1.530 1.811 .179.

Theeconomicclothingvalue 5.034 1 5.034 .021

Thepoiticalclothingvalue 1.648E-02 1 1.648E-02 .014 .907

Thereigiousclothingvahse 7.912 1 7.912 5.050* .025

Thesocialclothingvaluc 1.126 1 1.126 1.630 .202

The theoretic clothingvalue 4.080 1 4.080 4.416 .036

Error Theaestheticclothingvalue 1170.217 1385 .845

Theeconomicclothingvalue 1298.344 1385 .937

Thepoliticalclothingvalue 1683.125 1385 1.215

Thereigiousclothingvalue 2170.011 1385 1.567

Thesocialclothingvaluc 1033.783 1385 .746

Thetheoreticclothingvalue 1279.564 1385 .924

*p<.05. **p<.ol. ***p<.00l.
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Table 44

Descriptive Statistics of Country and Gender on the Six Clothing Values Related to
Formal Clothinu
Clothing Value Countryb Genderc Mean SD n

Aesthetic The United States Male 4.98 0.95 192
Female 5.54 0.86 295
Total 5.32 0.94 487

Taiwan Male 4.21 1.00 319
Female 4.64 0.89 583
Total 4.49 0.95 902

Total Male 4.50 1.05 511
Female 4.94 0.98 878
Total 4.78 1.03 1389

Economic The United States Male 4.76 1.01 192
Female 4.56 1.13 295
Total 4.64 1.09 487

Taiwan Male 5.67 0.95 319
Female 5.74 0.87 583
Total 5.72 0.90 902

Total Male 5.33 1.07 511
Female 5.34 1.11 878
Total 5.34 1.10 1389

Political The United States Male 5.00 1.21 192
Female 5.50 0.96 295
Total 530 1.10 487

Taiwan Male 4.55 1.17 319
Female 5.07 1.10 583
Total 4.88 1.15 902

Total Male 4.72 1.20 511
Female 5.21 1.07 878
Total 5.03 1.15 1389

Religious The United States Male 3.21 1.32 192
Female 3.30 1.41 295
Total 3.26 1.38 487

Taiwan Male 4.35 122 319
Female 4.12 1.15 583
Total 420 1.18 902

Total Male 3.92 138 511
Female 3.85 130 878
Total 3.87 1.33 1389

Social The United States Male 4.23 0.82 192
Female 4.46 0.90 295
Total 4.37 0.88 487

Taiwan Male 4.94 0.90 319
Female 5.05 0.84 583
Total 5.01 0.86 902

Total Male 4.67 0.93 511
Female 4.85 0.90 878
Total 4.79 0.92 1389

TheoFOtic The United States Male 4.58 1.00 192
Female 4.96 0.91 295
Total 4.81 0.96 487

Taiwan Male 5.17 1.03 319
Female 531 0.94 583
Total 526 0.97 902

Total Male 4.95 1.05 511
Female 5.19 0.94 878
Total 5.10 1.00 1389

The avage of each clothing
b,l=487 for the number of the

value.
United States respondents, andn = 902 for the number of Taiwaieae respondents (903)- missing

n = 511 for the number of male respondents and n = 878 for the number of female respondents
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religious [F(1, 1385) = 5.O5O,p = .0251, and theoretic [F(1, 1385) = 4.416,p = .0361

clothing values for respondents when they purchased formal clothing (See Table 43).

In summary, more statistically significant differences were found between the United

States and Taiwanese respondents in the clothing values related to formal clothing than

were found for casual clothing (See Tables 41 and Table 43). In other words,

consumers in both groups all cared more clothing values on formal clothing than did on

casual clothing. In addition, Taiwanese respondents had more concern for these

clothing values than did the United

States respondents when they selected casual and formal clothing. In addition, female

respondents had more concern for these clothing values than did male respondents

when they selected casual and formal clothing (See Tables 42 and Table 44).

Regarding the interaction effects by country and by gender, the respondents'

concern related to the religious and theoretic clothing values depended on the effect of

gender of respondents for both casual and formal clothing (See Tables41 and Table 43).

However, significant findings on the interaction effects by country and by gender for

the aesthetic clothing value only occurred related to casual clothing, whereas

significant findings for the economic clothing value only occurred related to formal

clothing (See Tables 41 and Table 43).

The Most Important Purchase Criteria for Casual Clothing

Table 45 shows both the United States and Taiwanese respondents selected

"comfort" and "price" as the first and second most important purchase criteria when

they purchased casual clothing. The list of purchase criteria for casual clothing



143

Table 45

Identified Purchase Criteria for Casual Clothin

Order of U.S. Respondentsa Taiwan Respondentsb
Importance Items of Concern Frequency Items of Concern Frequency
1 Comfort 261 Comfort 458

2 Price 171 Price 339

3 Looks 150 Fabric 178

4 Style 111 Style 152

5 Fit 94 Looks 138

6 Quality 40 Fit 93

7 Uses 26 Uses 74

8 Durability 18 Quality 62

9 Fashion 14 Color 48

10 Color 13 Design 34

11 Care 12 Durability 30

12 Attraction 9 Attraction 27
Brand Name 9
Design 9

13 Fabric 4 Fashion 26
Standout 4

14 Size 3 Time Savmgfor 22
Shopping

15 Conservation 2 Standout 21
Reason to Buy 2

16 Embarrassing 1 Size 20
Time Saving for 1
Shopping

17 BrandName 16

18 Conservation 15

19 Social Status 12

20 Moral 8

21 Reason to Buy 4

= 487 for the numbor of the United States Respondests.
b n = 903 for the msnber of Taiwanese Respondents.

Note. One respondent may aceowt more than one frequcney of the most concens on a clothing
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purchases, except "fabric," was similar between the United State and Taiwanese

respondents. The importance of "fabric" in the purchase of casual clothing was

ranked higher by Taiwanese respondents (3) than by the United States respondents

(1 3d). Additionally, Taiwanese respondents identified "social status" and "moral" as

purchase criteria, whereas United States respondents identified "care" and

"embarrassing" as purchase criteria for the casual clothing purchase.

The Most Important Purchase Criteria for Formal Clothing

Table 46 shows that both the United States and Taiwanese respondents had similar

concerns selected in the first five orders for formal clothing purchases. For the United

States respondents, the ranking of the frequency in the first five orders for the most

concern for formal clothing selection, in order of declining importance, were: "looks,"

"price," "style," "fit," and "comfort." For Taiwanese respondents, the ranking of the

frequency in the first five orders for the most concern for formal clothing selection

were: "price," "fit," "style," "looks," and "comfort."

Additionally, Taiwanese respondents identified "uses," "standout," "time saving

for shopping," and "reason to buy" as purchase criteria, whereas United States

respondents identified "care" as a purchase criterion for the formal clothing purchase.

The Most Important Purchase Criteria for Other 1ypes of Clothing

Table 47 shows both the United States and Taiwanese respondents selected "price"

as the most important purchase criterion when they purchased other types of clothing.

Both the United States and Taiwanese respondents had similar purchase criteria
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Table 46

Identified Purchase Criteria for Formal Clothing

Order of U.S. Respondentsa Taiwan Respondents"
Importance Items of Concern Frequency Items of Concern Frequency

Looks 252 Price 266

2 Price 142 Fit 201

3 Style 137 Style 198

4 Fit 97 Looks 165

5 Comfort 81 Comfort 154

6 Quality 44 Social Status 139

7 Fashion 20 Fabric 122

8 Attraction 15 Quality 83

9 Design 13 Uses 79

10 Color 13 Moral 48

11 Fabric 10 Design 45

12 Durability 9 Color 41

13 Care 8 Brand Name 37

14 Social Status 7 Standout 36

15 Conservation 5 Fashion 33

16 Brand Name 3 Size 29

17 Moral 2 Attraction 28
Size 2

18 Conservation 16

19 TimeSavmgfor 15
Shopping

20 Durability 13

21 Reason to Buy 9

= 487 for the number of the United States respondents.

b a = 903 for the number of Taiwanese respondent&

Note. One respondent may acconnt more than one fiequerey of the most concern on a clothing
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Table 47

Identified Purchase Criteria for Other Types of Clothing

Order of U.S. Respondentsa Taiwan Respondentsb

Importance Items of Concern Frequency Items of Concern Frequency

1 Price 206 Price 424

2 Looks 182 Comfort 217

3 Comfort 147 Style 143

4 Style 97 Fit 136

5 Fit 86 Looks 134

6 Quality 37 Fabric 127

7 Uses 22 Uses 69

8 Durability 13 Quality 57

9 Fashion 12 Color 35

10 Color 8 Design 34

11 Attraction 7 Attraction 33
Fabnc 7

12 Standout 6 Social Status 28

13 Brand Name 5 Fashion 24
Conservation 5

14 Social Status 4 Brand Name 23
Design 4

15 Care 3 Standout 21
Reason to Buy 3

16 Embarrassing 2 Size 14
Moral 2 Reason to Buy 14
Size 2

17 Time Saving for 1 Durability 13
Shopping

18 TimeSavingfor 12
Shopping

19 Embarrassing 11
Moral 11

= 487 for the number of the United States respoedent
b n = 903 for the number of Taiwanese respondents.
Note. One respondent may aecoutt more than one frequency for the most concern on a clothing purchase.
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selected in the first five orders for other types of clothing. For the United States

respondents, the ranking of the frequency in the first five orders for the important

purchase criteria for other types of clothing, in order of declining importance, were:

"price," "looks," "comfort," "style," and "fit." For Taiwanese respondents, the

ranking of the frequency in the first five orders for the important purchase criteria for

other types of clothing were: "price," "comfort," "style," "fit," and "looks."

Additionally, United States respondents identified "conservation," and "care" as

purchase criteria for other types of clothing purchases.
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CHAPTER V

DISCUSSION AND CONCLUSION

The purpose of the present study was to examine the relationships among high and

low long-term orientation national culture (Taiwan and the United States), types of

clothing (casual and formal clothing), and gender (female and male) on consumers'

clothing values when they make clothing purchase decisions. In this chapter, the

results are interpreted and conclusions are made. The theoretical contributions of the

present study are stated and the implications for marketers and retailers are reported.

Finally, the limitations of the study and recommendations for future research are

provided.

Interpretation of Results

The main goal of the interpretation of the results of this study is to provide

insights into consumers' clothing values when they make clothing purchase decisions,

especially regarding national culture, gender, and clothing type.

The Distribution of the Six Clothing Values

Based on the descriptive statistics of the six clothing values, both Taiwanese and

the United States groups similarly ranked the importance of the six clothing values.

Among the six clothing values, the economic clothing value was ranked as the highest

clothing value and the religious clothing value was ranked as the lowest by the
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respondents. This result suggests that university students in both groups are

concerned with conservation of time, energy and money in relation to clothing use and

selection. This may be because both groups were undergraduate students who have

similar characteristics such as social status, limited income, and similar education

levels. The decline in loyalty to traditional religious values (Blackwell, Miniard, &

Engel, 2001) might be the reason why the university students in both groups were not

concerned with the religious clothing value when they purchase clothing.

The Tests of hypotheses

This study investigated college students' clothing values between two national

cultures, genders, and the types of clothing. The first hypothesis investigated the

relationship between consumers in a high long-term orientation national culture

(Taiwan) and a low long-term orientation national culture (United States) in terms of

the six clothing values. The findings indicated that there were significant differences

between consumers in high and low long-term orientation national cultures on all six

clothing values. As hypothesized, the scores of consumers' economic and religious

clothing values were significantly higher in the high long-term orientation country

(Taiwan) than in the low long-term orientation country (United States), whereas the

mean scores for the aesthetic clothing value was significantly lower in the high

long-term orientation country (Taiwan) than in the low long-term orientation country

(United States). These findings partially confirmed the hypothesis about the

relationship between long-term orientation and clothing values in this study. However,

the findings suggest that national culture is an important environmental influence that
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relates to clothing values and therefore may influence consumer decision making.

Although consumers in the high long-term orientation country (Taiwan) did not

have significantly higher mean scores on the political clothing value and significantly

lower scores on consumers' social and theoretical clothing values than did consumers

in low long-term orientation (United States), the mean scores among these clothing

values were very similar between the two groups. These results are partially

consistent with Hao Chiao (1971) who found significant differences between the mean

scores of the aesthetic and the religious general values for consumers in Taiwan and the

United States.

The second hypothesis investigated the relationship between clothing types

(casual and formal clothing) and the clothing values. Findings indicated significant

differences between casual and formal clothing for all of the consumers' clothing

values. This result implies that consumers may consider different clothing values

when they select different types of clothing. Also, in comparing the mean scores of

the six clothing values associated with casual and formal clothing, consumers were

more concerned with the aesthetic, political, social, and theoretical clothing values

when they selected formal clothing. On the other hand, consumers were more

concerned about the economic and religious clothing values when they purchased

casual clothing.

Additional analysis of country by gender on the six clothing values related to type

of clothing revealed that national culture affected the consumers' six clothing values

related to the type of clothing differently. According to the findings, significant

differences were found for all six clothing values in formal clothing, whereas
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significant differences were only found for the economic, religious, social, and

theoretic clothing values in casual clothing between the United States and Taiwan

respondents. Thus, more significant findings were found for formal clothing than

were found for casual clothing among the six clothing values between the consumers in

the United States and Taiwan. Also, based on the significant findings, Taiwanese

consumers scored higher on the economic, religious, social, and theoretic clothing

values than did the United States consumers for both formal and casual clothing, and

Taiwanese consumers scored lower on the aesthetic and political clothing values than

did the United States consumers in formal clothing. Moreover, for both casual and

formal clothing, similar significant fmdings were found for consumers' aesthetic,

political, and theoretic clothing values between female and male consumers; females

scored higher than males on these clothing values. These findings suggest that

consumers' clothing values may vary more by national culture than by gender when

consumers purchase different types of clothing.

The third hypothesis examined the significant difference between genders and the

influence of gender on the clothing values. Significant differences were found

between female and male consumers on the aesthetic, social, political, and theoretical

clothing values. Overall, females scored higher on the aesthetic and social clothing

values, and males scored higher on the political and theoretical clothing values.

Although we have seen a decline in gender differences in many behaviors,

gender-related consumer behavior still exists for some products and in some situations.

This is most likely due to the unique, independent consumption behavior between

males and females (Roberts, 1984). Among the significant fmdings of this study, only
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the differences found for aesthetic and social clothing values are consistent with the

Ailport-Vernon-Lindsey studies in 1931 and in 1951, as well as the Cortes and Gatti

study in 1970, in which females scored higher on aesthetic, social and religious values

than did males.

The analysis of the interaction effects of country by gender showed that female

consumers were significantly more concerned with the aesthetic clothing value than

were male consumers in both of the United States and Taiwan. Also, the analysis of

the interaction effects of countiy by gender shows that male consumers were

significantly more concerned with the economic clothing values than were female

consumers in the United States, and male consumers were significantly more concerned

than female consumers with the religious clothing value in Taiwan. In other words,

not only does the national culture affect the consumer behavior, but gender also plays a

role in shaping the aesthetic, economic, and religious clothing values related to apparel

purchases.

However, there was no significant finding on consumers' social clothing values

for the interaction effects of country by gender. The result may need to consider the

lower internal consistency found for the social clothing value scale.

In addition, the fmdings on the open-ended questions indicated that consumers in

Taiwan and the United States identified "comfort" as the most important purchase

criterion for casual clothing purchase and "price" as the most important purchase

criterion for other types of clothing. The United States consumers cared much more

about "looks," whereas Taiwanese consumers were more concerned about "price" when

they purchased formal clothing. Based on the list of purchase criteria most often
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identified, the respondents identified purchase criteria related to aesthetic clothing

value such as "looks," "style," "fit," "fashion," "design," "color," "fabric" and so forth,

and identified fewer criteria related to the rest of the five clothing values. These

fmdings indicated that purchase criteria related to the economic and aesthetic clothing

values are very important clothing values for consumers when they purchase clothing.

These findings are also consistent with previous works (e.g., Altpeter, 1963; Caidwell

& Jernigan, 1987, 1988; Forney & Rabolt, 1990; Forney, Rabolt, & Friend, 1993;

Fratzke, 1976; Johnson, 1978; Richards & Hawthorne, 1971; Rossetti, 1971).

However, "comfort" stands alone from the six clothing values and was valued as the

most important concern for the purchase of casual clothing in both groups.

Conclusions and Implications

The results of this study have theoretical implications with respect to clothing

values among national culture, gender, and type of clothing. According to the EBM

model of the consumer decision process (Blackwell, Miniard, & Engel, 2001) (See

Figure 1), environmental influences and individual differences affect the consumer

decision making process. Environmental influences include culture, social class,

personal influences, family, and situation. Individual differences include consumer

resources, motivation and involvement, knowledge, attitudes and personality, values,

and lifestyle. Culture is one of the environmental influences that affects consumer

decision making. Culture has been defined and conceptualized in many ways. The

present study used the long-term orientation national culture proposed by the Hofatede

(1980, 1991, 2001). The Hofatecle framework was used to examine Taiwan,
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representing high long-term orientation, and the United States, representing low

long-term orientation, in terms of consumers' clothing values. In addition, the EBM

model (Blackwell, Miniard, & Engel, 2001) was served as a picture of framework to

investigate the relationship among culture, gender, and type of clothing in terms of

consumers' clothing values in this study.

The results of this study can be best explained by viewing consumers' clothing

values as not only affected by potentially different national cultures, but also by gender

and type of clothing. Based on the results of the present study, long-term orientation

national culture affected consumers' clothing values. The findings suggest that

national culture is an environmental factor that influences consumer behavior. The

hypotheses related to the relationships between long-term orientation and clothing

values were partially confirmed. In addition, the analysis of the validity of long-term

orientation in Taiwan and the United States indicated that all the attributes of long-term

orientation were confirmed with Holtede's framework except the "persistence"

attribute. This result may imply that compared with HoItede's original findings, over

the years, external environmental changes (e.g., technology development) have shaped

people's cultural value in the Taiwan and the United States. The results also provide

allows new information that the investigator or theorist to constmct hypotheses that

accurately reflect the relationships between the high and low long-term orientation

national cultures.

In addition, gender was found to be related to consumers' clothing values. The

findings imply that clothing values are affected by the gender differences. However,

the relationship between gender and clothing values varied from past studies (Allport,
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Vernon, & Lindxey, 1931 & 1951; Cortes & Gatti, 1970). This suggests that the

changes in gender role may have influenced the values for consumer purchases of

clothing. Today females take on similar roles as male in the work force or in social

activities and males now do more housework such as cooking, cleaning, and laundiy

than they once did. Through understanding changes in gender roles today, marketers

and retailers can apply the information in this study to existing strategies to better reach,

keep, and serve apparel consumers.

International marketers and retailers often use cultural characteristics, specifically

cultural values, to segment markets on a global basis or plan different strategies to

advertise and sell products to different global markets. From a marketing point of

view, "value" means the difference between what consumers pay with time, money, or

other resources for a product and the benefits they receive from this product (Blackwell,

Miniard, & Engel, 2001). Knowing what values the consumers possess when they

consume can assist marketers and retailers as they associate their products' values with

consumers' wants and need. The similarities and differences among consumers'

clothing values in different national cultures, between gender, and among types of

clothing can be important basic information for international marketers to use when

planning and implementing marketing plans across countries.

In summary, this study enjoins consumer researchers to focus on the clothing

values among different national cultures, genders, and types of clothing. Today,

people are more value-conscious around the whole world, so international marketers

and retailers must emphasize the overall value of their products (Blackwell, Miniard, &

Engel, 2001). Using cross-national culture studies related to the Taiwan market that
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deal with clothing values such as the present study will help with international

marketing strategies. Moreover, researchers and marketers have to be aware of other

environmental influences such as social class, thmily variables, and so forth, and

individual difference such as personality, knowledge, attitudes variables, and so forth,

influencing consumers' clothing values.

Limitations

This study was limited by the following factors:

1. The results of this study can be generalized only to the present sample and

clothing product category.

2. Because a convenience non-probability (undergraduate students) was used in this

study, the findings should not be interpreted to other consumer groups or other

countries. In addition, in this study, the students selected from Oregon State

University in the United States and National Pingtung University of Science and

Technology in Taiwan cannot represent all the undergraduate students in the

United States and Taiwan.

3. Only six clothing values were selected for the questionnaire. The results were

limited to gather more relevant details regarding consumer purchase behavior for

clothing.

4. The questionnaire was first developed in English and then was translated into

Chinese. Because of cultural differences, the limitations of word meaning still

existed. For example, questions 12 and 42 stated 'When going on a trip,... ," it
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only means taking a "vacation" trip in Taiwan, and it could mean either taking a

"business" or a "vacation" trip in the United States.

5. Because Allport-Vemon-Lindzey's (1960) clothing values have been used for

years, the wording and meaning might not fit in cunent shopping environments.

Although simplified wording and modernized items were used in this study, the

validity of the scale still needs to be tested after the modifications, especially, the

lower internal consistency found for the social clothing value scale in this study.

6. Using national culture as a unit of analysis to address cultural differences is an

obvious simplification since cultural differences do not strictly follow country

borders (Barkema & Vermeulen, 1997).

Recommendations for Further Research

What follows are recommendations for future research:

1. Further research should use random and different sample groups representing

high and low long-term orientation national cultures. This would increase the

validity and generalizability of the research.

2. Samples for future research should include other groups of consumers, such as

elderly consumers, child consumers or working consumers. This would

expand the generalizabily of the research.

3. Future researchers may examine or revise the lower internal consistency found

for the social clothing value scale in this study. For example, questions 13,

18,43, and 48 may need revision in wording or may need to be replaced in

order to increase the reliability of the scale.
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4. In order to gather more relevant details regarding consumer purchase behavior

for clothing, researchers may want to expand the number of clothing values

and clothing product categories in future work

5. The different research methods such as qualitative or experimental research

will be suggested in order to provide additional evidence for the validity of

this study.

6. Future researchers may consider comparative studies such as personality,

lifestyle, etc., on clothing values across other long-term orientation national

cultures in order to provide more information to consumer scientists and

international marketers to develop market strategies.

7. Future studies may use other measures of cultural differences to provide

additional evidence to the present study.
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1. Brief Description:
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The purpose of this project is to conduct the questionnaire of data collection

entitled A Cross-national Study: Consumers' Clothing Values in Taiwan and The

United States. The present study is to examine the relationships among national

cultures, types of clothing items, and gender on consumers' clothing values when

they make a clothing purchase decision. This questionnaire will be used for a

larger study in Taiwan and the United States on the relationship between national

culture and clothing values. Results stemming from the questionnaire will be

used to analysis the data of the student's thesis.

2. Participant Population

Nineteen hundred and forty-eight participants will be asked to participate in the

questionnaire. Nine hundred and forty-eight participants will be American students

at Oregon State University and another ten hundred participants will be Taiwanese

students studying at National Pingtung University of Science and Technology in

Taiwan.

American participants will include students enrolled in AIHM 421 & 428 (18

students), BA 396 (130 students), HIDFS 201 (400 students), and HDFS 240(400

students) courses during for Spring term 2003 at Oregon State University.

Taiwanese participants will be the students who enrolled courses during for Spring

semester at National Pingtung University of Science and Technology in Taiwan.

Participants will be age 18 or older. A statement will be made in the recruitment

materials and the informed consent statement that invites only those age 18 years or

older to participate.

The participant population will not be restricted by gender or ethnic group.

2. Methods and Procedures
American participants will be recruited through a verbal announcement in

AlUM 421 & 428, BA 396, HDFS 201, and H1)FS 240 courses at Oregon State

University Taiwanese participants will be recruited through a verbal announcement
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in classes at National Pintung University of Science and Technology. All the

instructors from the various courses which list above have given their approval for this

project to be conducted during their class time at Oregon State University and National

Pintung University of Science and Technology in Taiwan. There is no any committee

that oversees human subjects research at National Pintung University of Science and

Technology in Taiwan. The courses' instructors at National Pintung University of

Science and Technology will be responsible for conducting the research taking place in

Taiwan. The questionnaire and student informed consent were first developed in

English and then translated into Chinese. The Chinese version then was

back-translated into English. The back translation was conducted to check for

accuracy and clarity in the two versions. The translation and back-translation of the

questionnaire and student informed consent were done by two Taiwanese Ph. D.

students at Oregon State University. American participants will be asked to complete

the English questionnaire and Taiwanese participants will be asked to complete the

Chinese questionnaire. It is expected that it will take approximately 15-20 minutes to

complete the questionnaire and will occur during class time. Non-participants will be

asked to read class lecture or other materials while others are completing the

questionnaire. This project's student researcher who is the research assistant in AIHM

department will be responsible for recruiting participants. The surveys and informed

consent documents will be distributed to the Taiwanese and the United States students

in university classrooms. All questionnaires completed in Taiwan were mailed to the

United States for analysis.

3. Risk
There are no foreseeable risks to the participants involved in this research. In

the informed consent document and recruitment materials, students will be informed

that the choice to not participate will not affect their grade in class, their standing with

the instructor, their standing with the departments, or their standing with the university.

4. Benefits
There are no direct benefits to participants. However, participation may be

enjoyable and interesting.

5. Compensation
There is no compensation for the participation in the study.
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6. Informed Consent Process

The Student Information and Informed Consent includes explaining the

purpose of the project, what participation entails, information on the confidentiality, an

explanation of benefits/risks, and contact information regarding participants' rights.

Informed consent is documented by completion of the questionnaire.

Prospective participants will be given the opportunity to ask questions and to have

those questions answered before they are asked to make a decision about their
participation in the study. The informed consent document will inform them of this.

A copy of the informed consent document will be available for them to take with them.

7. Anonymity or Confidentiality
Participants will be required not to put their names or any other type of

identification on the questionnaire. Results will be reported in a summarized

manner in such as way that participants cannot be identified individually.

8. Attachment:
This application includes the following attachments:

Recruitment Materials

English Informed Consent Information

Chinese Informed Consent Information

English Questionnaire

Chinese Questionnaire
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Recruitment Materials
The following paragraphs are the announcement that will be used to recruit

the United States subjects in the AIHM 421, A1H1M428, BA 396, HDFS20!, and
iFEDFS 240 courses at Oregon State University and Taiwanese subjects at National
Pingtung University of Science and Technology. These paragraphs will be used
as a verbal announcement in class to all the students.

Students,

As a graduate student I am asking your help with a research that is part of my
dissertation. My advisor, professor Bums, and I are conducting this research to
examine the relationship between national culture and clothing values.

You will be asked to complete a questionnaire. To participate, you must be age
18 or older. The questionnaire you will be invited to complete will inquire about your
clothing values. Taking part in this research study is voluntary. Participation is
not required of academic study in Oregon State University (National Pingtung
University of Science and Technology). If you choose not to participate it will not
affect your grade in class, your standing with the instructor, your standing with
the department, or your standing with the university. If you choose to
participate this study, you may stop participating at any time.

If you choose to participate, please read each question carefully. As there are no
right or wrong answers to the questionnaire items, the answers you give on the
questionnaire do not reflect on you personally. Your name will not be associated with
information you put down. Please, do not put your name or any other type of
identification on the questionnaire. After you complete the questionnaire, please
return the questionnaire to the person handing it out.

If you have questions, please ask the person handing out the questionnaire.

Thank you vety much for your help!

Sincerely,

Hsiu-Ju Hsu
Graduate Student
Apparel, Interiors, Housing and
Merchandising
Oregon State University

Leslie Davis Bums, Ph.D.
Professor
Apparel, Interiors, Housing and
Merchandising
Oregon State University
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Student Information and Informed Consent

PROJECT TiTLE: Across-national study Consumers' clothing values in Taiwan and the
United States.

PRINCIPAL INVESTIGATORS: Professor Leslie Davis Bums

STUDENT RESEARCIIER Hsiu-Ju ilsu

Purpose

We are conducting a cross-national study of Taiwanese and the United States consumer
behaviot The purpose of this project is to conduct the questionnaire of data collection
to be used in this study The purpose of the consent form is to give you the information
you will need to help you decide whether or not to participate in the study. Please read
the form carefully. You may ask any questions about the project, what you will be asked
to do, the possible risks and benefits, your rights as a volunteelT, and anything else about
the project or this form that is not clear When all of your questions have been answered,
you can decide if you want to participate in this study. This is part of the "informed
consent" process. You can keep a copy of the informed consent document with you.

Procedures

If you agree to participate, you involvement will last for approximately 15-20 minutes.
You will be asked to read each question carefully. As there are no right or wrong

answers to the questionnaire items, the answers you give on the questionnaire do not
reflect on you personally. After you complete the questionnaire, please return the
questionnaire to the person handing it out

Voluntary Participation

If you choose not to participate it will not affect your grade in class, your standing with
the instructor, your standing with in the department, or your standing with the university
Taking part in this research study is voluntary You may choose not to take part at all.
If you agree to participate in this studs you may stop participating at any time.

Confidentialjty

Your name will not be associated with the information you put down. Please, do not put
your name or any other type of identification on the questionnaire. Results of this study

will be only reported in a summarized manner in such as way that participants cannot be
identified individually.

OSU IRS Approval Date:

ApprovaL Expiration Date: ________
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Risk

There are no foreseeable risks to your participation in this study.

Benefits

You may not have direct benefits to participate this study. llowcvex you may find in
this study enjoyable and interesting.

Questions

Questions are encouraged. If you have any questions about this research project, please
contact Leslie Bums, (541) 737-0983 or Leslie.Busns orstedu. orllsiu-Ju Hsu, (541)
737-9514 or Hsuh@onid.otstedu. If you have questions aboutyour rights as a
participant, please contact theOregon State University Institutional Review Board (IRE)
Human Protection Adn inistrator, at (541) 737-3437 or by e-mail at
IRB@oreRonstate.edu.

OSU IRE Approval Date:

Approva] Expiration i)at: 2IxI!Lj
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Section 1:
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Below are a number of questions related to what you value in clothing.
For this section of the questionnaire, casual clothing is defined as suitable for leisure
and informal occasions (e.g. T-shirt, jeans, sweatshirts, and other sportswear). For
each question, please circle the number that most closely represents your feelings.

1.1 like to wear casual clothing that does not embarrass my friends.
least 1 2 3 4 5 6 7 most
like me undecided like me

2. I think it is important that my casual clothinn be conservaiive.
least 1 2 3 4 5 6 7 most
like me undecided like me

3.! like to wear casual c1othin that is easy to care for.
least 1 2 3 4 5 6 7 most
like me undecided like me

4.! think that it is important for casual clothing to be atiractive.
least 1 2 3 4 5 6 7 most
like me undecided like me

5. When selecting casual clothhi, I am concerned with the design and fabrics of the clothing and how
they match.

least 1 2 3 4 5 6 7 most
like me undecided like me

6. When I am wearing casual dothini I want to look the best dressed among my friends.
least 1 2 3 4 5 6 7 most
like me undecided like me

7. I would like to be able to give advice to others in selecting casual clothinn for themselves.
least 1 2 3 4 5 6 7 most
like me undecided like me

8.! will not buy casual clothing that costs more than! planned to spend.
least 1 2 3 4 5 6 7 most
like me undecided like me
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9.1 always make sure that my casual clothin! and accessories are coonlinated.
least 1 2 3 4 5 6 7 most
like me undecided like me

10.1 don't think a person can be satisfied with their casual clothinn unless it is appropriate for him/her.
least 1 2 3 4 5 6 7 most
like me undecided like me

11.111 was shopping and saw casual clothin2 I liked best which cost slightly more than I had plaimedto
spend, I would not worry about the price and buy it anyway.

least 1 2 3 4 5 6 7 most
like me undecided like me

12.When going on a Irip, I will take casual clothin which makes a good impression on others.
least 1 2 3 4 5 6 7 most
like me undecided like me

13. If a friend and I were shopping and we both saw and liked the same casual dothinn item and the
store only had one, I would let my friend buy it.

least 1 2 3 4 5 6 7 most
like me undecided like me

14.1 would not buy casual clothing unless the fabric and Irim created an interesting design.
least 1 2 3 4 5 6 7 most
like me undecided like me

15.! carethatlwearcasualclothinnthatissimilartomyfriends.
least 1 2 3 4 5 6 7 most
like me undecided like me

16.1 think it is important for religious beliefs to influence choices in casual clothing.
least 1 2 3 4 5 6 7 most
like me undecided like me

17.111 had casual clothing that was worn out, I would try to decide what I liked about it before
replacing it.

least 1 2 3 4 5 6 7 most
like me undecided like me

18.11 a friend asked to boffow some casual clothing and I did not think it would be atiraclive on
her/him,1 would let her/him have it without saying anything rather than hurt her/him feelings.

least 1 2 3 4 5 6 7 most
like me undecided like me

19.! like to shop in stores where I can get good quality casual clothin2 for less money.
least 1 2 3 4 5 6 7 most
like me undecided like me
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20.1 believe that most of the time people show their moral character in the casual clothing they wear.
least 1 2 3 4 5 6 7 most
like me undecided like me

21.1 like to wear casual clothing that makes me stand out in a group.
least 1 2 3 4 5 6 7 most
like me undecided like me

22.1 think it is important for casual clothinn to reflect what I believe is morally right
least 1 2 3 4 5 6 7 most
like me undecided like me

23.1 like to buy my casual clothina from the stores offering the most fashionable styles.
least 1 2 3 4 5 6 7 most
like me undecided like me

24.1 believe that most of the time people wear casual cIothin that they find easy to take care of.
least 1 2 3 4 5 6 7 most
like me undecided like me

25. If! were asked to advise someone who did not like his/her casual dothina , I would look over
his/her clothes to see why he/she had casual clothina he/she did not like.

least 1 2 3 4 5 6 7 most
like me undecided like me

26.! usually notice the fashionable casual clothin2 that others are wearing
least 1 2 3 4 5 6 7 most
like me undecided like me

27.! think casual dothin usually shows the religious beliefs ofpeople.
least 1 2 3 4 5 6 7 most
like me undecided like me

28.! wear attractive casual clothina even Wit is not comfortable.
least 1 2 3 4 5 6 7 most
like me undecided like me

29.111 found new casual clothing that I liked but the price was more than I expected, I would txy to
figure out why it was more expensive.

least 1 2 3 4 5 6 7 most
like me undecided like me

30.! like to wear casual clothinu that is useful for many situations.
least 1 2 3 4 5 6 7 most
like me undecided like me
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Below are a number of questions that related to what you value in clothing.
In this section of questionnaire, formal clothing means clothing worn by men and
women at formal social functions (e.g. dresses, suits, and other clothing worn to parties
and for special events). For each question, please circle the number that most closely
represents your feelings.

31.! like to wear formal clothing that does not embarrass my friends.
least 1 2 3 4 5 6 7 most
like me undecided like me

32.! think it is important that my formal clothing be conservative.
least 1 2 3 4 5 6 7 most
like me undecided like me

33.! lIke to wear formal clothin that is easy to care for.
least 1 2 3 4 5 6 7 most
like me undecided like me

34.1 think that it is important for formal clothing to be atiractive.
least 1 2 3 4 5 6 7 most
like me undecided like me

35. When selecting formal clothing, I am concerned with the design and fabrics of the clothing and how
they match.

least 1 2 3 4 5 6 7 most
like me undecided like me

36. When I am wearing formal clothing I want to look the best dressed among my friends.
least 1 2 3 4 5 6 7 most
like me undecided like me

37.! would like to be able to give advice to others in selecting formal dothina for themselves.
least 1 2 3 4 5 6 7 most
like me undecided like me

38.! will not buy formal clothing that costs more than I planned to spend.
least 1 2 3 4 5 6 7 most
like me undecided like me

39.1 always make sure that my formal clothing and accessories are coordinated.
least 1 2 3 4 5 6 7 most
like me undecided like me

40.1 don't think a person can be satisfied with their formal clothing unless it is appropriate for him/her.
least 1 2 3 4 5 6 7 most
like me undecided like me
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41.111 was shopping and saw formal clothmun I liked best which cost slightly more than I had planned

to spend, I would not wony about the price and buy it anyway.

least 1 2 3 4 5 6 7 most
like me undecided like me

42. When going on a trip, I will take formal clothina which makes a good impression on others.

least 1 2 3 4 5 6 7 most
like me undecided like me

43. If a friend and Iwere shopping and we both saw and liked the same _ al clothing item and the

store only had one, I would let my friend buy it

least 1 2 3 4 5 6 7 most
like me undecided like me

44.! would not buy formal clothina unless the fabric and trim created an interesting design.

least 1 2 3 4 5 6 7 most
like me undecided like me

45.! care that! wear formal clothing that is similar to my friends.
least 1 2 3 4 5 6 7 most
like me undecided like me

46.1 think it is important for religions beliefs to influence choices in formal clothin2.

least 1 2 3 4 5 6 7 most

like me undecided like me

47.111 had formal dothin that was worn out, I would ily to decide what! liked about it before

replacing it.

least 1 2 3 4 5 6 7 most
like me undecided like me

48. If a friend asked to boffow some formal clothing and! did not think it would be attractive on

her/him, I would let her/him have it without saying anything rather than hurt her/him feelings.

least 1 2 3 4 5 6 7 most

like me undecided like me

49.! like to shop in stores where I can get good quality formal clothiun for less money.

least 1 2 3 4 5 6 7 most

like me undecided like me
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50.1 believe that most of the time people show their moral character m the formal clothiiw they wear.
least 1 2 3 4 5 6 7 most
like me undecided like me

51.1 like to wear formal clothing that makes me stand out in a group.
least 1 2 3 4 5 6 7 most
like me undecided like me

52.! think it is important for formal clothing to reflect what! believe is morally right.
least 1 2 3 4 5 6 7 most
like me undecided like me

53.1 like to buy my formal clothing from the stores offering the most fashionable styles.
least 1 2 3 4 5 6 7 most
like me undecided like me

54.! believe that most of the time people wear formal clothiun that they find easy to take care of.
least 1 2 3 4 5 6 7 most
like me undecided like me

55.11! were asked to advise someone who did not like his/her formal clothina , I would look over
his/her clothes to see why he/she had formal dothin he/she did not like.

least 1 2 3 4 5 6 7 most
like me undecided like me

56.! usually notice the fashionable formal clothiun that others are wearing
least 1 2 3 4 5 6 7 most
like me undecided like me

57.1 think formal clothini! usually shows the religious beliefs of people.
least 1 2 3 4 5 6 7 most
like me undecided like me

58.! wear attractive formal clothing even if it is not comfortable.
least 1 2 3 4 5 6 7 most
like me undecided like me

59.11! found new formal clothing that! liked but the price was more than! expected, I would ily to

figure out why it was more expensive.
least 1 2 3 4 5 6 7 most
like me undecided like me

60.1 like to wear formal clothing that is useful for many situations.
least 1 2 3 4 5 6 7 most
like me undecided like me



197

61. When you purchase casual clothin2, what are you most concerned about?

62. When you purchase formal clothm2, what are you most concerned about?

63. In general, when you purchase any kind of clpthin2, what are you most concerned
about?

Section 2:
In your private life, how important is each of the following characteristics to you?
(please circle one answer in each line across).

1. Personal steadiness and stability (state of bemg stable)
least 1 2 3 4 5 6 7 most
important undecided impoitant

2. Thrift (careful or economical use of money or resources)
least 1 2 3 4 5 6 7 most
important undecided important

3. Persistence (perseverance)
least 1 2 3 4 5 6 7 most
important undecided important

4. Respect for tradition
least 1 2 3 4 5 6 7 most
important undecided important
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Section 3:

The following questions are designed to help us accurately interpret our findings. We
would appreciate your answers.

1. What is your age? ____________years old.

2. You are (Please circle one)

1). MALE

2). FEMALE

3. Where were you born (what country)?

4. How many years have you been in the U.S.(or Taiwan)?___________

5. What is your native language?________________________

6. What is your current academic standing? (Please circle one number)

1) FIRST YEAR IN COLLEGE

2) SOPHOMORE

3) JUNTOR

4) SENIOR

5) GRADUATE STUDENT

6) ____________OTHER (Please indicate)

7. What is your major?

8. What is your current marital status? (Please circle one number)

I) SiNGLE, NEVER MARRIED

2) MARRIED

3) SEPARATED

4) DIVORCED

5) WIDOWED

6) ____________________OTHER (Please indicate)

THANK YOU VERY MUCH!!!

Please return this questionnaire to the person handing them out.
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Appendix E

Questionnaire in Chinese
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r4

4ff*, *i*,
41U&). *-;1',

1.

1 2 3 4 5 6 7

2.

1 2 3 4 5 6 7

3.

1 2 3 4 5 6 7

4.

1 2 3 4 5 6 7

5. *$-T4, tatø1t,
1 2 3 4 5 6 7

6.

1 2 3 4 5 6 7

7.

1 2 3 4 5 6 7

8.

1 2 3 4 5 6 7

9.

1 2 3 4 5 6 7
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10.

1 2 3 4 5 6 7

11. b-4L*tF
1 2 3 4 5 6 7

12. f ftT1.*a-,
1 2 3 4 5 6 7

13. L
1 2 3 4 5 6 7

14. 4L&, $L
1 2 3 4 5 6 7

15. t*MMfl.
1 2 3 4 5 6 7

16.

1 2 3 4 5 6 7

17. 4*4y4t4
1 2 3 4 5 6 7

18.

tQLEi
1 2 3 4 5 6 7

19. 44lJ&4J4L
1 2 3 4 5 6 7



202

20.

1 2 3 4 5 6 7

21.

1 2 3 4 5 6 7

22. f4L.
1 2 3 4 5 6 7

23. 4*LflJJL.
1 2 3 4 5 6 7

24. 444M)L
1 2 3 4 5 6 7

25. ko A2F 41) M *)- t-T() M
1t;1; 4it3 M

1 2 3 4 5 6 7

26.

1 2 3 4 5 6 7

27.

1 2 3 4 5 6 7

28.

1 2 3 4 5 6 7

29. hf
1 2 3 4 5 6 7

30.

1 2 3 4 5 6 7
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t*4LU*U4J*3éU). *-7,

31.

1 2 3 4 5 6 7

32.

1 2 3 4 5 6 7

33.

1 2 3 4 5 6 7

34.

1 2 3 4 5 6 7

35. tWJ U'*4it
1 2 3 4 5 6 7

36. flLa, &t$
1 2 3 4 5 6 7

37. 4*Jh.
1 2 3 4 5 6 7

38.

1 2 3 4 5 6 7

39.

1 2 3 4 5 6 7

40.

1 2 3 4 5 6 7
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41. bi4j E-*L*L4f
1 2 3 4 5 6 7

42.

1 2 3 4 5 6 7

43 8E4jE LiiJ L
1 2 3 4 5 6 7

44. 4 *k*4&it!,
1 2 3 4 5 6 7

45.

1 2 3 4 5 6 7

46.

1 2 3 4 5 6 7

47. t4*iEL
1 2 3 4 5 6 7

48. 44WiE
4F tft 4& t)ét.

1 2 3 4 5 6 7

49. iEJL 4fJ.
1 2 3 4 5 6 7

50. i+tittL
1 2 3 4 5 6 7
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51.

1 2 3 4 5 6 7

52.

1 2 3 4 5 6 7

53.

1 2 3 4 5 6 7

54.

1 2 3 4 5 6 7

55.

JILt 4WF 4iE JILL
1 2 3 4 5 6 7

56.

1 2 3 4 5 6 7

57.

1 2 3 4 5 6 7

58.

1 2 3 4 5 6 759. -t4
1 2 3 4 5

60. 44iEL
1 2 3 4 5

6 7

6 7
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61. $-4e+?

62.

63. -,

tt 14Ut).

1.

1 2 3 4 5 6 7

2. ('J"fl3)
1 2 3 4 5 6 7

3.

1 2 3 4 5 6 7

4.

1 2 3 4 5 6 7
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Df.

1.

2. 'J(2).
1) 4±

2) k'1±

3. ±)?
4. %4tT4?

5. *M

1) 3-&
2)

3) 3(a44I
4) 34&
5) m±
6) (2A)_______

7. 1Th?

8.%?(14s)
1)

2)i
3)%
4) *
5).4
6) S8)_____

*! tr14A.




