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According to Engel, Blackwell, and Miniard (1993), evaluative criteria refer to 

"the standards and specifications used by consumers to compare different products and 

brands" (p. 51). Many studies have examined the importance of clothing evaluative 

criteria used by consumers in their decision making. However, few studies have compared 

the clothing evaluative criteria used by consumers in different countries. 

Therefore, the purpose of the study was to compare the influence of culture on the 

importance placed on clothing evaluative criteria between Taiwanese and United States 

college women. Self-administered questionnaires were used for data collection. Seven-

point scales were used to measure the importance of 12 clothing criteria: fabric, 

comfortable to wear, size/fit, quality, country of origin, color, pleasing to others, 

suitability, price, style, and coordination. The questionnaire also measured respondent's 

demographic characteristics. The questionnaire was first developed in English, translated 

into Chinese, and then back-translated into English. 
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Questionnaires were handed out in classes at Oregon State University in the 

United States and at Fu-Jen Catholic University in Taiwan. A convenience sample of 233 

female students received questionnaires (102 U.S. and 131 Taiwanese). Overall, 119 

Taiwanese and 84 U.S. college women, who were qualified and completed the 

questionnaires, served as subjects. Data from the questionnaires were analyzed using t-

tests. 

The findings indicated that the importance placed on clothing evaluative criteria 

was partially influenced by the nationality of the respondents. No significant differences 

were found between the two groups in the importance of style, coordination, color, fabric, 

price, pleasing to others, and brand name (p > .05). However, significant differences were 

found between the two groups in the importance of comfortable to wear, size/fit, quality, 

country of origin, and suitability (p < .05). Despite the significant differences found for 

these evaluative criteria, the mean importance scores were very similar between the two 

groups. Based upon mean importance scores, the evaluative criterion, size/fit (mean: U.S. 

= 6.69, Taiwan = 6.29) was the most important criterion for both groups. 

Based on the results from this study, consumer decision making of U.S. and 

Taiwanese college females may be very similar for purchasing apparel. International 

marketers and retailers may use cross-national comparison studies related to Taiwan 

market that deal with the consumer decision process such as the present study for their 

international marketing strategies. 
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CLOTHING EVALUATIVE CRITERIA: A CROSS-NATIONAL COMPARISON  

OF TAIWANESE AND UNITED STATES CONSUMERS 

CHAPTER I 

INTRODUCTION 

The international marketing of American goods and services is of increasing 

importance to the U.S. economy (Husted, Varble, & Lowry, 1992). In order to be 

successful in the global market, an understanding of how consumers from different nations 

evaluate goods or services is necessary. Consumer behavior models are useful as 

abbreviated frameworks to explain and to predict the complexities of consumer behavior. 

Among many consumer behavior models that focus on individual decision making, the 

Nicosia model (1966), the Howard-Sheth model (1969), and the EKB model ( Engel, 

Blackwell, & Miniard, 1993) are three of the most widely used. The Nicosia model 

addresses the behavior of the consumer, of companies, and of the relationships between 

the two. The Howard-Sheth model emphasizes the processes and variables that influence 

an individual's pre-purchase and purchase behavior. The EKB model focuses on the 

process of consumer decision making: need recognition, search for information, alternative 

evaluation, purchase and outcomes stages (Engel, Blackwell & Miniard, 1993). The 

present study will focus on the alternative evaluation stage by comparing the importance 

of clothing evaluative criteria used by Taiwanese and United States college women. 
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Because information search and evaluation processes are major contributions of the EKB 

model, this model was used as the theoretical framework for the present study. 

According to Engel, Blackwell, and Miniard (1993), evaluative criteria refer to 

"the standards and specifications used by consumers to compare different products and 

brands" (p. 51). Many studies have been conducted on the importance placed on certain 

criteria during the evaluation stage of the consumer decision process for apparel (Cassill & 

Drake, 1987; Davis, 1987; Eckman, Damhorst, & Kadolph, 1990; Jenkins, 1973; Martin, 

1971-72; McLean, Roper, & Smothers, 1986; Stemm, 1980; Workman, 1990). Among 

these studies, the criteria found to be the most important in clothing purchase decisions 

included price (Davis, 1987; Martin, 1971-72; McLean, Roper, & Smothers, 1986), style 

or design (Davis, 1987; Eckman, Damhorst, & Kadolph, 1990; Workman, 1990), 

suitability (Jenkins & Dickey, 1976), fabric (Jenkins & Dickey, 1976; Eckman, Damhorst, 

& Kadolph, 1990), cut/fit (McLean, Roper, & Smothers, 1986; Workman, 1990), pleasing 

to others (Jenkins & Dickey, 1976), coordination (McLean, Roper, & Smothers), 

comfortable to wear (Workman, 1990), and color/pattern (Eckman, Damhorst, & 

Kadolph, 1990). Additionally, in these previous studies, some evaluative criteria had been 

used frequently by researchers investigating apparel purchase behavior: price, style, 

quality, size/fit, color, fabric, brand name, and country of origin. Based on the criteria 

found to be the most important in clothing purchase and the most frequently used clothing 

criteria investigated by the researchers, the importance placed on 12 evaluative criteria 

(price, style, quality, size/fit, color, fabric, brand name, country of origin, suitability, 
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pleasing to others, coordination, and comfortable to wear) was examined in the present 

study. 

According to the EKB model (1993), the consumer's decision process is shaped by 

environmental influences such as culture, social class, personal influence, family and 

situation. Culture "refers to a set of values, ideas, artifacts and other meaningful symbols 

that help individuals communicate, interpret, and evaluate as members of society" (Engel, 

Blackwell, & Miniard, 1993, p. 63). According to Engel, Blackwell, & Miniard (1993), 

"culture determines the structure of consumption by defining the choices available to 

consumers" (p. 68). Cultural values are often reflected in material possessions of a culture 

such as clothing. In consumer behavior studies, culture is typically operationally defined 

as a nation's culture. This is because "[c]ountries 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 & Jain, 1991, p. 48). Therefore, the present 

study examined the importance of evaluative criteria used by consumers from two nations 

(Taiwan and the United States) when purchasing clothing. 

Taiwan was settled by the Chinese beginning in the 12th century. Taiwan is 

currently under the control of the Republic of China government. Due to rapid economic 

growth over the past forty years, Taiwan has become an attractive international market. 

The island of Taiwan is 142 km broad at its widest point and 377 km long. The 

population of Taiwan was over 20 million in 1991. "The Taiwan market may seem small" 

but "its record of phenomenal economic growth, strong consumer demand, and 
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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). In 1990, the Taiwanese GNP stood at US$161.7 billion 

and its per capita GNP was US$7,997, the 25th highest in the world and fourth highest in 

Asia ("A Brief Introduction," 1992). 

Taiwan's culture is infused with Confucian influence. Today, "consumers in 

Taiwan still follow the Confucian ideals of moderation in consumption and thrift in their 

personal expenditures" (Hsieh & Scammon, 1993, p. 61). In other words, Taiwanese 

consumers consume only what they can afford. With rapid economic growth in Taiwan, 

the increasing affluent people in Taiwan have generally accepted a "spend more, save less" 

consumer philosophy ("Taiwan-Buying," 1994). A few studies have been conducted to 

compare the consumer behavior of people in Taiwan and the U.S.. McNeal and Yeh 

(1990) found Taiwan and American children behaved similarly as consumers. Hsiao 

(1993) found that American and Taiwanese students ranked evaluative criteria used for 

purchasing leisurewear similarly. 

Currently few studies have focused on cross-national comparisons of consumers' 

use of clothing evaluative criteria. Lee and Burns (1993) found significant differences in 

the importance placed on clothing evaluative criteria between Korean and the United 

States female undergraduate students. Additionally, Hsiao (1993) examined American and 

Taiwanese college students in the United States and found the two groups had similar 

importance rankings of clothing evaluative criteria. However, in Hsiao's study, the 

Taiwanese subjects had lived in the United States between one and four years. The 
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present study expanded this work by comparing the importance of clothing evaluative 

criteria used by college females in the U.S. and in Taiwan. 

Purpose of the Study 

The purpose of the present study was to investigate the influence of culture on the 

importance placed on the evaluative criteria used by college women when purchasing 

clothing. Objectives of the study were: 

1. To investigate the importance of evaluative criteria used by Taiwanese and United 

States college women for purchasing clothing. 

2. To determine the most important clothing evaluative criterion used by Taiwanese and 

United States college women. 

3. To compare Taiwanese and the United States college women in terms of the 

importance placed on clothing evaluative criteria. 

Hypotheses 

The following null hypotheses are made: 

Hypotheses 1. There will be no significant difference in the importance placed on each of 

the 12 clothing evaluative criteria between Taiwanese and United States 

college women. 

2. There will be no difference in the clothing evaluative criterion rated 

identified as most important based on mean importance scores between 
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Taiwanese and the United States college women. 

Assumptions 

The following assumptions are made regarding the present investigation. 

Every consumer goes through the alternative evaluation stage of consumer 

decision making when purchasing clothing. 

Every consumer responds to a representative set of 12 evaluative criteria for 

clothing (such as price, style, quality, size/fit, color, fabric, brand name, country of origin, 

suitability, pleasing to others, coordination, and comfortable to wear) which is used to 

make purchase decisions. 

Questionnaires will be completed by respondents in a truthful manner. 

Definition of Terms 

Consumer behavior: "[T]he behavior that consumers display in searching for, purchasing,  

using, evaluating, and disposing of products, services and ideas which they expect will  

satisfy their needs" (Schiffilian & Kanuk, 1987, p. 6).  

Consumer behavior model: "The consumer behavior model represents the consumer  

decision process" (Zaltman & Wallendorf, 1979, p. 516).  

Purchase decision process: The purchase decision process can be divided into five basic  

decision process stages: problem recognition, search, alternative evaluation, purchase, and  

outcomes (Engel, Blackwell & Miniard, 1993).  
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Culture: Culture is defined as "a set of values, ideas, artifacts and other meaningful  

symbols that help individuals communicate, interpret, and evaluate as members of society"  

(Engel, Blackwell & Miniard, 1993, p. 63). In the present study, culture will be  

operationally defined as a nation's culture.  

Clothing: "Clothing includes all the different garments, accessories, and ornaments worn  

by people throughout the world" (Martin, 1993, p. 686).  

Evaluative criteria: "[T]he standards and specifications used by consumers to compare  

different products and brands" (Engel, Blackwell, & Miniard, 1993, p. 51).  
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CHAPTER II 

REVIEW OF LITERATURE 

Consumer Behavior Models 

Consumer behavior is "the behavior that consumers display in searching for, 

purchasing, using, evaluating, and disposing of products, services and ideas which they 

expect will satisfy their needs" (Schi man & Kanuk, 1987, p. 6) and "[m]odels are 

miniature representations of reality" (Harrell, 1986, p. 546) "useful for prediction, 

understanding and simplification" (Harrell, 1986, p. 547). Therefore, a consumer behavior 

model may be used to represent the consumer's decision process. Consumer behavior 

models help us simplify these processes to predict and understand the complexities of 

consumer behavior. Three of the most widely used consumer behavior models are 

reviewed in this section. 

Nicosia Model 

The Nicosia model emphasizes the interrelationships between the selling firm and 

its potential consumers (Nicosia, 1966). The Nicosia model consists of the following four 

fields as depicted in Figure 1. 

The first field focuses on the relationship between the firm's message and the 

consumer's attitude. The firm's attributes and consumer's attributes are divided into two 



9 

Field One: From the Source of a Message to the Consumer's Attitude 

Field Two: Search for, 
and Evaluation of, 
Means-End (s) Relation (s) 
(Pre--action Field) 

Field Four: 
The Feed 

Back Field Three: The Act 
of Purchase 

Figure 1 

The Nicosia Model 

(Nicosia, 1966, p. 156) 



10 

subfields. Subfield One includes the firm's attributes that affect consumer's attributes. The 

firm's attributes are aspects of the firm's marketing environment and communications such 

as the firm's organizational attributes, brand attributes and product to be advertised; the 

competitive environment; attributes of available mass media; message; and attributes of the 

type of consumer to be reached (Nicosia, 1966). Basically, in Subfield One, consumers 

are assumed to have no experience or knowledge of the brand. Subfield Two represents 

the various consumer characteristics that affect their reaction to the firm's commercial 

messages. 

In Field Two, the consumer searches for the firm's product and evaluates it in 

comparison with other alternatives. The evaluation can be a negative or positive response. 

However, in this model, consumers are assumed to have a positive response to the 

evaluation. Upon a positive evaluation, the consumer moves to the third field of the 

Nicosia model which deals with the consumer's decision and the act of purchasing. Field 

Four consists of three factors: "(a) use or storage of the product by the consumer; (b) 

retention of the experience by the consumer as an influencing factor in future purchases; 

and (c) the feedback of sales results to the firm" (Runyon & Stewart, 1987, p. 701). 

According to Zaltman and Wallendorf (1979), there are two main strengths of the 

Nicosia model. First, the model identifies that there are many steps between attitude 

formation and actual behavior. In other words, attitudes cannot always predict behavior. 

Secondly, the model shows the change in consumer attributes from what they think to 

themselves to how they may respond in terms of their purchase. The model, however, has 

its limitations. For example, in Subfield Two, the influence and interrelationship among 
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the consumer attributes are not clearly indicated (Runyon & Steward, 1987). Thus 

making predictions from the model is problematic. In addition, the model's assumption 

that the consumer has no prior knowledge or experience with the brands makes it difficult 

to apply the model to repeat purchases. 

Howard-Sheth Model 

The Howard-Sheth Model of Buyer Behavior more specifically outlines consumer 

decision making (Figure 2). The model "represents a fundamental tool for researchers and 

users of consumer-behavior studies because it is a relatively advanced and widely 

applicable theory that incorporates accepted psychological findings in ways that are 

meaningful for the study of consumer behavior" (Harrell, 1986, p. 551). There are three 

types of decision making stages in the Howard-Sheth model (Howard, 1977). In 

extensive problem solving, the consumer seeks information of alternative brands. In 

limited problem solving, the consumer has partial information about the brands. The 

limited information of the characteristics of the brands in which consumers are interested 

are sought by them. In routinized response behavior, the consumer knows the brands 

well. This experience and information predisposes the consumer to purchase the 

particular brand. Table 1 summarizes the main characteristics of each of the three decision 

making stages. 

As shown in Figure 2 the model consists of three major sets of variables (1) inputs, 

(2) hypothetical constructs (perceptual and learning constructs), and (3) outputs (Howard 
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Inputs Perceptual constructs Learning constructs Outputs 

Stimulus Display 

Significative 
a. Quality 
b. Price 

Intention Purchase I-
1 -1 

c. Distinctiveness 
d. Service 
e. Availability 

Overt 
Search r Confidence 

Intention' 
1 

I 

Symbolic 
a. Quality Attitude 
b. Price 
c. Distinctiveness 
d. Service 
e. Availability 

Stimulus 
Ambiguity Atti ude 

Brand 
Comprehension' 

Social 
a. Family 
b. Reference groups 
c. Social Class Motives Choice 

Criteria 
Brand 

Comprehension 

A 
V y 

P erETapst u a IAttention 

Solid lines indicate flow of information; dashedlines, feedback effects. 

Figure 2  

The Howard-Sheth Model  

(Howard & Sheth, 1969, p. 30)  
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Table 1 

Characteristics of the Three Stages of Decision Making 

STAGE AMOUNT OF NEED OF 
INFORMATION NEED DECISION 
PRIOR TO PURCHASE 

Extensive Problem Solving Great Slow 

Limited Problem Solving Moderate Moderate 

Routinized Response Behavior Little Fast 

(Howard, 1977, p.10) 

& Sheth, 1969). The input variables are numerous stimuli that are created by the buying 

environment. These stimuli are classified as significative, symbolic, and social stimuli 

(Howard & Sheth, 1969). Significative stimuli are the physical brands themselves. 

Symbolic stimuli represent verbal or visual attributes of the brands. Social stimuli refer to 

the communication of brand information in the social environment. For example, word-of-

mouth communication from the consumer's family or reference groups. 

The hypothetical constructs are the individual internal processes used to interpret 

the input variables. Learning and perceptual constructs make up the hypothetical 

constructs of the Howard-Sheth model (Howard & Sheth, 1969). Perceptual constructs 

involve information processing by the consumer and learning constructs involve concept 

information. The perceptual constructs include attention, stimulus ambiguity, perceptual 

bias, and overt search (Howard & Sheth, 1969). The learning constructs are named as 

motives, brand comprehension, choice criteria, attitude (toward the brands), intention (to 
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buy the brands), confidence (in judging brands), and satisfaction (with the purchase of the 

brand) (Howard & Sheth, 1969). 

In the Howard-Sheth model, the outputs represent measurements of variables. 

The output variables of Howard-Sheth model "correspond in name to some of the 

perceptual and learning construct variables (attention, brand comprehension, attitudes, 

intention) in addition to the actual purchase" ( Schilrman & Kanuk, 1987, p.655). "One of 

the distinctive elements of the Howard-Sheth model is the inclusion of five different, 

sequential output variables, rather than merely including purchase as an output" (Zaltman 

& Wallendorf, 1979, p.521). 

Zaltman and Wallendorf (1979) evaluated the Howard-Sheth model, pointing out 

several problems. First, the Howard-Sheth model is not detailed enough to explain and 

predict consumer behavior. For example, the model does not explain when and how 

financial situations influence the buying decision. Additionally, relationships among 

variables are more complex in actuality than what is indicated in the model (Runyon & 

Stewart, 1987). Some relationships among the variables do not link to each other in the 

figure of Howard and Sheth model. This situation creates difficulty in determining the 

direction of the causality among the variables. Second, the model is also limited in its 

generalizability. The Howard-Sheth model focuses on individual decision making, not 

collective decision making. This focus limits the applicability of the model to a family or 

an organization's collective decision making. However, "[t]he value of Howard-Sheth 

model is that it represents a heroic attempt to identify and organize the major variables 

influencing consumer behavior" (Runyon & Stewart, 1987, p. 704). The Howard-Sheth 
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model provides a useful framework toward easily understanding the complexities of 

consumer behavior. Also it integrates many isolated findings and represents a fundamental 

tool for future research. 

EKB Model 

The EKB model was developed by Engel, Kollat, and Blackwell (1968) and has 

gone through a number of revisions. The EKB model is similar to the Howard-Sheth 

model but explains the consumer decision process in more detail. In addition, the "EKB 

model tends to examine the process of purchasing more than it does the components of 

the purchasing decision" (Harrell, 1986, p. 555). The EKB model (1993) has four stages: 

(1) information input, (2) information processing, (3) decision process, and (4) variables 

influencing decision process (Figure 3). 

Prior to the input stage, the individual recognizes a need that may be met through 

the purchase process. Once the need is recognized, the individual selects information 

about the product through an internal search process including individual memory and/or 

through an external search process if additional information is required. 

According to the EKB model (1993), information processing is divided into five 

steps: the consumer's exposure, attention, comprehension, acceptance and retention. 

"Information processing refers to the process by which a stimulus is received, interpreted, 

stored in memory, and later retrieved" (Engel, Blackwell, & Miniard, 1993, p. 392). 

The decision process focuses on five basic decision process stages: problem 

recognition, search, alternative evaluation, purchase, and outcomes. The decision process 
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can be complex or simple. It is based on forms of problem solving for purchases such as 

extended problem solving and limited problem solving. The special cases of variety 

seeking, the individual's initial purchases and repeat purchases are also addressed in the 

decision process ( Engel, Blackwell & Miniard, 1993). 

The variables influencing the decision process are divided into two parts: 

environmental influences and individual differences. Both environmental influences 

and individual differences affect all five stages of the decision process. Environmental 

influences include culture, social class, personal influences, family, and situation. 

Individual differences consist of consumer resources, motivation and involvement, 

knowledge, attitudes, personality, values, and lifestyle (see Figure 3). 

The EKB model is similar to the Howard-Sheth model. Both models outline 

similar decision making processes. Because of this, the EKB model has many of the same 

problems as the Howard-Sheth model. The EKB model fails to explain when, how, and 

what variables influence others (Zaltman & Wallendorf, 1979). For example, the EKB 

model cannot point out when culture will affect individual search information, how this 

influence happens, and what the force of the influence will be. Additionally, since the 

EKB model also applies to individual decision making, group decision making is not 

addressed in the search, evaluation, and decision processes (Zaltman & Wallendorf, 1979). 

The main difference between the Howard-Sheth model and EKB model "is that Engel, 

Kollat, and Blackwell place more emphasis upon process between attitude formation and 

the development of an intention to purchase" (Zaltman & Wallendorf, 1979, p. 533). On 
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Input 
Information 
Processing Decision Process 

Recognition JI 

J Exposure 
Internal 
Search 

I 

Search 

Stimuli 
Marketer 

Dominated 
Other 

Attention 

Comprehension 

Acceptance 'ref 

Memory 
IAlternative el 
Evaluation J-0-

External 
Search 

Retention 

teurchise-__J-0 

'Dissatisfactioril r7safisti'dice: -

Figure 3  

The EKB Model  

(Engel, Blackwell, & Milliard, 1993, p. 53)  

Variables Influencing  
Decision Process  

Environmental Influences 
Culture 
Social Class 
Personal Influences 
Family 
Situation 

Individual Differences 
Consumer Resources 
Motivation and 

Invoivement  
Knowledge  
Anituoes  
Personality, Values.  

and Lifestyle 
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the whole, EKB is one of the best models for conceptualizing individual consumer 

behavior. The model's "description of an active information seeking and evaluation 

process is the major contribution of the Engel, Kollat, and Blackwell model" (Zaltman & 

Wallendorf, 1979, p. 533). 

Summary 

Consumer behavior models serve as an abbreviated framework to explain as well 

as to predict the complexities of consumer behavior. The Nicosia model, the Howard-

Sheth model, and the Engel-Kollat-Blackwell model are all comprehensive models of 

consumer behavior. All of these three models focus on individual decision making. "The 

Howard-Sheth model emphasizes the processes and variables which affect a person's 

behavior prior to and during a purchase" (Zaltman & Wallendorf, 1979, p. 541). "The 

Engel, Kollat, and Blackwell model of consumer behavior is based on learning processes, 

with emphasis upon the information search process" (Zaltman & Wallendorf, 1979, p. 

541). The Nicosia model "emphasizes not only the behavior of the consumer, but also the 

behavior of the firm, as well as the interaction of the two" (Zaltman & Wallendorf, 1979, 

p. 541). 

"A model is evaluated on different criteria, depending on who is doing the 

evaluation and what purpose and function that person believes the model should perform" 

(Zaltman & Wallendorf, 1979, p. 518). The purpose of the present study was to 

investigate the influence of culture on the importance of evaluative criteria used in clothing 

purchase decisions. The alternative evaluation of consumer decision process and cultural 
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influence on the decision process are two key aspects of this study. Therefore, because 

the information search and the evaluation process are major contributions of the EKB 

model, this model was selected for use in the proposed study to examine the relationship 

between cultural influence and the importance placed on evaluative criteria used in the 

consumer decision process. 

Culture 

"Culture first of all refers to patterns of behavior which are held in common by 

members of a society" (Berkman & Gilson, 1978, p. 87). However, "[i]t is difficult to 

present only one definition of culture and expect it to portray the richness of the field and 

its relevance to understanding consumers" (Loudon & Bitta, 1984, p. 170). In the present 

study, the EKB model was used as the theoretical framework to examine the relationship 

between culture and consumer decision making. According to Engel, Blackwell, and 

Miniard (1993), culture is defined as "a set of values, ideas, artifacts and other meaningful 

symbols that help individuals communicate, interpret, and evaluate as members of society" 

(p. 63). 

Taiwan and U.S. 

The present study investigated the relationship between consumer behavior and the 

cultures of two nations: Taiwan and the United States. Taiwan is known as Formosa 

which means "beautiful island" in Portuguese. The Chinese migration to Taiwan began in 
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the 12th century. From 1895 to 1945 Taiwan was governed by the Japanese and then was 

turned over to Chinese Nationalists' control after World War II. 

In the past forty years, the Taiwanese have transformed a basically agricultural and 

labor-intensive economy into a highly industrial and capital-intensive economy. Taiwan's 

per capita GNP (Gross National Product) was US$169 in 1951 and was US$7,997 in 

1989 ("A Brief Introduction," 1992). "The per-capita income of Taiwan's roughly 20 

million people is about $10,000 a year, its unemployment rate is less than 2 percent, and its 

gross national product per capita is higher than oil-rich Saudi Arabia's and twice that of 

the European Community's Greece and Portugal" ("It's Very Well," 1993, p. 31). In 

addition, in 1989, Taiwan was ranked 13th largest among trading nations of the world 

(Arthur, 1989). 

Taiwan's rapid economic growth makes it an attractive market for international 

marketers. An understanding of Taiwan's culture is an important element for companies in 

forming a Taiwanese marketing strategy. The Confucian philosophy is one of the most 

distinctive differences between Taiwan's culture and American culture. Confucianism has 

influenced "the values and habits of thoughts of Chinese for centuries" (Ebrey, 1981, p. 

13). For Chinese, Confucianism is an ethical value, a philosophy, and a religion (Starr, 

1930). The major concern of Confucius was with human interaction ("A Brief 

Introduction," 1992). "The basic principle of Confucian ethics is jen, which has been 

rendered in English as 'human-heartedness,"benevolence,' and 'humanity"' ("A Brief 

Introduction," 1992, p. 102). The Chinese Confucian philosophy holds a position in the 

Asian culture comparable to that of Greek philosophy in the western world. Although 
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Confucian philosophy is prevalent in Chinese regions such as mainland China and Hong 

Kong, Taiwan is the only country that maintains the traditional Confucian value. In 

mainland China, traditional Chinese ideas, culture, customs, and habits were destroyed 

after the Cultural Revolution (1966-1976). Due to geographic location and governmental 

system, it is easy to find the influence of western culture in Hong Kong. 

Since 1951, after the outbreak of the Korean War, American economic aid in 

Taiwan has been massive. The main purpose of the assistance was to create the necessary 

economic and military conditions to keep Taiwan out of Chinese Communist hands. In 

1979, because of opposing its annexation to China by force (Wheeler & Kostbade, 1993) 

the United States terminated official diplomatic relations with the Republic of China in 

Taiwan and recognized the Communist mainland government as the sole legal government 

of China. 

Taiwan now is the sixth largest trading partner and ninth largest export market for 

the United States ("Bilateral Trade Relations," 1992). Although the Taiwan market may 

seem small, its "remarkable economic growth, strong consumer demand, and 

improvements in market access for US goods and services make it a very attractive market 

for US exporters" (Hardee, 1987). Besides this, Taiwan's ambitious $303-billion Six-Year 

Development Plan (1991-1996) will create vast export opportunities for U.S. companies. 

The Influence of Culture on Consumer Behavior 

The consumer decision process is influenced and shaped by two categories of 

variables: environmental influences and individual differences (Engel, Blackwell, & 
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Miniard, 1993). Culture is one type of environmental influence. According to Harrell 

(1986), culture affects consumer behavior in two ways. One is the indirect way to 

"provide the backdrop against which most of our day-to-day activities are cast and 

another is the direct way to bear on the types of products available, purchased, and 

consumed within societies" (p. 440). In other words, "[c]ulture affects the specific 

products people buy as well as the structure of consumption, individual decision making, 

and communication in a society" (Engel, Blackwell, & Miniard, 1993, p. 66). "Culture 

determines the structure of consumption by defining the choices available to consumers" 

(Engel, Blackwell, & Miniard, 1993, p. 68). Many studies have focused on the 

relationship between cultural values and consumer behavior (Hair & Ralph, 1972; Henry, 

1976; Herberg & Buchanan, 1971). For example, Henry (1976) found cultural values of 

American society play an important role in influencing consumer behavior of the 

ownership of generic automobile categories. 

"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 & Jain, 1991, p. 48). "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 consumers are allowed to act 

on their preferences" (Engel, Blackwell, & Miniard, 1993, p. 68). The purpose of the 

present study was to investigate the influence of culture on the importance of consumers' 
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use of evaluative criteria for clothing. In the present study, cultural differences were 

operationally defined as differences between nations' cultures. 

To better understand the Taiwan consumer market, several studies have compared 

consumer behavior in Taiwan and other countries. Tse, Belk, and Zhou (1989) studied 

advertisements from Hong Kong, the People's Republic of China (PRC), and Taiwan. 

They found that PRC advertisements emphasized utilitarian values (satisfaction of basic 

physiological needs). Hong Kong advertisements focused on hedonistic consumption 

values (e.g., fun, gratification and pleasure). Taiwan advertisements fell between PRC's 

and Hong Kong's consumption values, but were converging toward hedonistic 

consumption values. Today, "[c]onsumers in Taiwan still follow the Confucian ideals of 

moderation in consumption and thrift in their personal expenditures" (Hsieh & Scammon, 

1993, p. 61). Following the "harmonization of the center" value of Confucian philosophy, 

material overconsumption is discouraged in Taiwanese society. Because of political and 

economic instability in the Chinese history, Taiwanese have recognized the importance of 

saving. In the old-fashioned way, Taiwanese people work hard and consume only what 

they can afford. But recently, increasing affluence has resulted in the general acceptance 

of a "spend more, save less" consumer philosophy ("Taiwan-Buying," 1994). 

McNeal and Yeh (1990) compared buying behavior among children consumers in 

Taiwan and other countries. The study measured the children's income, savings, 

expenditures, and frequency of store visits for purchasing, and determined the objects of 

their spending. The results indicated that there were no significant differences between the 

children of Taiwan and American children as consumers. 
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In a comparative study of evaluative criteria for purchasing leisurewear between 

Taiwanese and U.S. students, Hsiao (1993) investigated the importance of nine clothing 

evaluative criteria for leisurewear that were used by American university students and 

Taiwanese students at a U. S. university. The results indicated similar evaluations for 

purchasing leisurewear between Taiwanese and U.S. students. The research implied that 

importance placed on clothing evaluative criteria was not affected by culture. However, 

the respondents for this study all resided in the United States at the time of the study. 

Summary 

According to Robertson, Zielinski and Ward (1984), the analysis of world cultures 

are based on three major dimensions: demographic, organizational, and normative. The 

demographic dimension refers to a society's composition such as the disposable income of 

its people, birth rate, and population level. The structure of cultural institutions is refereed 

to as the organizational dimension. The normative dimension is the culture's value system 

which includes its economic and religious philosophies. 

From a consumer behavior viewpoint, culture is "a set of values, ideas, artifacts 

and other meaningful symbols that help individuals communicate, interpret, and evaluate 

as members of society" (Engel, Blackwell, & Miniard, 1993, p. 63). The present study 

compared consumer decision making of individuals from two cultures/nations, Taiwan and 

the United States. Taiwan has become an attractive international market due to rapid 

economic growth in the past forty years. "The Taiwan market may seem small" but "its 

record of phenomenal economic growth, strong consumer demand, and improvements in 
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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). 

Cultural values play an important role in influencing consumer behavior (Henry, 

1976). According to Engel, Blackwell, and Miniard (1993), "[c]ulture affects the specific 

products people buy as well as the structure of consumption, individual decision making, 

and communication in a society" (p. 66). Taiwan's culture is infused with Confucian 

influence. Confucian ideals of moderation in consumption influence Taiwanese consumer 

behavior deeply. Additionally, "[t]he effects of culture may vary from country to country" 

(Robertson, Zielinski, & Ward, 1984, p. 555). In the present study, culture was 

operationally defined as a nation's culture in order to compare consumers from Taiwan 

and the United States in terms of the importance they place on clothing evaluative criteria. 

Clothing Evaluative Criteria 

The EKB model includes five stages in consumer decision making: problem 

recognition, search, alternative evaluation, purchase and outcomes. Four possible 

activities are associated with alternative evaluation: identification of available consumer 

alternatives, organization of information for evaluation, selection of criteria for 

alternative evaluation (evaluative criteria), and comparison of consumer alternatives 

(Walters & Bergiel, 1989). According to Engel, Blackwell and Miniard (1993), evaluative 

criteria are "the standards and specifications used by consumers to compare different 

products and brands" (p. 51). In evaluating clothing, criteria used by consumers include 
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brand name, garment care, color, price, style, country of origin, and fashionabilty, just to 

name a few. Many studies have identified the importance of clothing evaluative criteria 

used by consumers in their decision making. Criteria, cited in the literature, have been 

classified in several different ways depending on the product, the consumer, the situation, 

and the study's purpose. 

Martin (1971-72) conducted an experiment to investigate the relationship between 

the information requirements of consumers and their decision making for fashion goods. 

In the research, nine criteria (price, color, content of material, store, brand name, 

department of store, instructions for care of garment, salesperson's evaluation of style, and 

salesperson's evaluation of quality) were given to the 243 subjects. The results indicated 

that information about price was in large part the basis for a consumer's buying decision. 

Jenkins (1973) investigated use of clothing and textile evaluative criteria by low 

and middle socioeconomic class consumers. There were two purposes of the research. 

The first purpose was to classify consumers into segments based on evaluative criteria 

used in making clothing choices. The second purpose was to describe the resulting 

segments in terms of product- and person-related lifestyle variables. The saliency, 

determinance (influence), and relative importance of 12 evaluative criteria were examined 

based on five clothing and textile items. Researchers found that comfort was the most 

salient evaluative criterion for the ladies' apparel, and suitability was the most salient 

criterion for curtains or draperies. The most determinant (influential) criterion was 

suitability for ladies' apparel items and durability for boy's and girl's school outfits. Middle 

class consumers ranked suitability as the most determinant (influential) and important 
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evaluative criterion. For the lower class, the criteria identified as most determinant 

(influential) were pleasing to others, good buy, and comfort, and the criteria rated as 

having the most relative importance were fiber content and pleasing to others. Consumers 

were segmented based upon their use of appearance and practicality evaluative criteria. 

Appearance-oriented consumers sought benefits in clothing that were related to fashion, 

style, and appearance. Practicality-oriented consumers sought benefits in clothing related 

to ease of care, comfort, versatility, economy, construction details, performance, and 

durability. 

Stemm (1980) investigated employed women's attitudes toward clothing and their 

use of clothing evaluative criteria. Although the emphasis of the study was to investigate 

whether single-again employed women constituted a distinct market segment, use of 

clothing evaluative criteria was part of this investigation. The clothing evaluative criteria 

were classified into three categories: pragmatic, aesthetic, and quality. The "pragmatic" 

evaluative criteria for clothing included good fit, comfort, suitability to individual, and 

appropriateness for occasion. The "aesthetic" criteria for clothing included beautiful or 

attractive, fashionable, pleasing to others, and color. The "quality" clothing evaluative 

criteria included fabric type and quality, fiber content, and quality of construction. The 

results showed that single-again employed women had higher scores on aesthetic 

evaluative criteria factors than women representing the other lifestyles. 

Women's preferences and purchase motives for either imported or domestic 

blouses were examined by McLean, Roper, and Smothers (1986). The three objectives of 

the study were to investigate the proportionate numbers of women's imported and 
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domestic blouses purchased by consumers, the reasons for the consumers' purchases, and 

the relationships between socioeconomic factors and consumer preferences. The sample 

was divided into two groups. Group I consisted of 114 students at The University of 

Alabama and group II was made up of 104 women in Tuscaloosa women's clubs. The 

authors examined the following clothing evaluative criteria as motives for purchasing: 

construction, durability, fabric quality, price, fit, color, brand, trim and coordination. 

Results indicated most of the students purchased imported blouses, whereas most of the 

club women purchased domestic blouses. For students, the four most selected evaluative 

criteria were color, coordination, trim, and price. For other women, the four most 

selected evaluative criteria were coordination, color, price and fabric quality. 

In a study of pre-purchase information search behavior, Davis (1987) investigated 

consumers use of label information in their ratings of clothing quality and clothing 

fashionability. Ten clothing attribute/informational cues were made available to subjects: 

care label, department in the store, fabric, fit, general construction, manufacturer neck 

label, price, salesperson's opinion, store, and style. The results indicated that the most 

frequently used information was style and price. 

Cassill and Drake (1987) investigated the relationship between lifestyle and use of 

clothing evaluative criteria. Twenty-two lifestyle dimensions and 18 evaluative criteria 

items were examined in the selection of women's apparel. The results showed that 

evaluative criteria for clothing were related to the lifestyle of the consumer. In other 

words, the clothing evaluative criteria used varied by the different consumers in order to 

fit specific roles in their lifestyle. 
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Workman (1990) examined the relationship between the effects of fiber content 

and the consumer's perception of apparel characteristics (i.e., jeans). In an experimental 

design the independent variable was hangtag information with four levels: 100% cotton, 

100% polyester, 50%cotton/50%polyester, as well as no fiber content information. The 

dependent variables were subjects' ratings of 27 apparel characteristics. Although an 

examination of evaluative criteria was not the main objective of the study, subjects in the 

study identified cut/fit, style/design, and comfortable to wear as the most important 

criteria when they purchased a pair of jeans. 

Eckman, Damhorst, and Kadolph (1990) interviewed 80 female customers 

regarding their consideration of clothing criteria when they made a purchase decision in a 

specialty apparel store. The researchers classified clothing evaluative criteria as either 

intrinsic criteria or extrinsic criteria. Intrinsic criteria included aesthetic, usefulness, 

performance, and quality characteristics that were part of the product itself Extrinsic 

criteria consisted of the product attributes that are not part of the physical product such as 

price, brand name, and country of origin. The results indicated that aesthetics was the 

most important criterion used by the subjects to evaluate apparel. 

Summary 

Evaluative criteria were defined as "the standards and specifications used by 

consumers to compare different products and brands" (Engel, Blackwell and Miniard, 

1993, p. 51). Many researchers have investigated evaluative criteria related to clothing. 

However, the terms used and the way in which criteria were classified varied among the 
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studies. Based on the previous research, price, style, quality, size/fit, color, fabric, brand 

name, and country of origin were found to be the most frequently used clothing criteria 

examined by researchers (Table 2). The most important criteria (criterion) were (was) 

found in some studies (Table 3). These included price, style or design, suitability, fiber, 

content, cut/fit, pleasing to others, coordination, comfortable to wear, and color/pattern. 

Therefore, for the present study, these 12 criteria (price, style, quality, size/fit, color, 

fabric, brand name, country of origin, suitability, pleasing to others, coordination, and 

comfortable to wear) were used to examine the importance of clothing evaluative criteria 

used by Taiwanese and U.S. college women. 

The Influence of Culture on Clothing Evaluative Criteria 

The present study compared consumers in two different countries, Taiwan and the 

United States, in terms of the importance placed on evaluative criteria used in clothing 

purchase decisions. Therefore, studies that have examined the influence of culture on 

clothing evaluative criteria are reviewed in this section. 

Lee and Burns (1993) conducted a cross-cultural study to examine the relationship 

between self-consciousness and clothing evaluative criteria used by Korean and U.S. 

college women. The measurement of clothing evaluative criteria included 13 attributes: 

brand name, price, ease of care, durability of garment, comfort of garment, quality of 
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Table 2 

The Most Frequently Examined Clothing Evaluative Criteria 

Price Style Quality Size/Fit Color Fabric	 Brand Country 
name of origin 

Cassill &  
Drake, X X X X X X  
1987  
Davis, X X X X  
1987  
Eckman,  
Dsunhorst, X X X  X X X X X 
& 
Kadolph, 
1990 
Jenkins, X X X 
1973 
Martin, X X X X X X 
1971-72 
McLean, 
Roper, & X X X X X X 
Smothers, 
1986 
Stemm, X X X X 
1980 
Workman, X X X X X 
1990 

Table 3 

The Most Important Clothing Evaluative Criterion (Criteria) Found 

Price Style or Fiber Suitability Cut/Fit Pleasing Coordina Comfort- Color/
design content to -tion able to Pattern 

others wear 
Davis, X X1987 
Eckman, 
Damhorst 
,& x x	 X 
Kadolph, 
1990 
Jenkins, 

X X	 X1973 
Martin, X1971-72 
McLean, 
Roper, & 
Smothers, X X X 
1986 
Workman X	 X x,1990 
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fasteners, construction quality, fiber and fabric type, garment color, fabric design, style or 

design, attractiveness of garment, and fashionability of garment. Eighty-two U.S. and 92 

Korean female undergraduate students were selected to be the sample. The results 

indicated significant relationships between the trait of public self-consciousness and the 

importance of fashion and attractiveness as clothing evaluative criteria for both Korean 

and American subjects. Korean subjects demonstrated a greater use of brand name for 

dress purchases than did the U.S. subjects. 

Hsiao (1993) examined the importance of evaluative criteria used when purchasing 

leisurewear by Taiwanese and American students at a U.S. university. Nine criteria (price, 

style, quality, size/fit, color, fabrication, brand, country of origin, and media exposure) 

were selected for evaluation. The sample consisted of 126 American students and 105 

Taiwanese students. Most Taiwanese subjects had lived in the United States between one 

and four years. The results indicated that Taiwanese and American subjects had similar 

rankings of clothing criteria for purchasing leisurewear. The American subjects ranked 

importance of criteria, in order, as: price, size/fit, style, quality, color, fabrication, brand, 

country of origin, and media exposure. The Taiwanese students ranked the importance of 

clothing evaluative criteria as: price, style, quality, size/fit, color, brand, fabrication, 

country of origin, and media exposure. For future studies, the author recommended that 

clearer definitions for clothing criteria would help the respondents in evaluating the 

relative importance of clothing evaluative criteria. 

Few studies have been conducted comparing the clothing evaluative criteria used 

by consumers in different countries. The results of the study by Lee and Burns (1993) 
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suggested that a nation's culture may play a role in consumers' use of clothing criteria. 

However, Hsiao (1993) reported that the similar rankings of evaluative criteria for 

purchasing leisurewear between American students and Taiwanese students in the United 

States may have been caused by global communication which shortens people's mental 

distance. However, the Taiwanese subjects in this study lived in the United States 

between one and four years. Therefore, the present study expanded this work by 

examining differences between the importance of the evaluative criteria used by female 

university students in the U. S. and female university students in Taiwan. 
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CHAPTER HI 

METHOD 

The purpose of this study was to investigate the influence of culture on the 

importance of clothing evaluative criteria used by Taiwanese and United States college 

women. This chapter includes sections on questionnaire development, sample, data 

collection, and data analysis. 

Questionnaire Development 

A questionnaire was used to collect the data. A cover letter which briefly 

explained the purpose of the survey accompanied each questionnaire. The questionnaire 

consisted of two sections: questions measuring the importance of clothing evaluative 

criteria and questions asking about demographic characteristics of the respondent. In the 

present study, the clothing evaluative criteria included in the survey were selected from 

those most frequently used by other researchers (Cassill & Drake, 1987, Davis, 1987; 

Eckman, Damhorst, & Kadolph, 1990; Jenkins, 1973; Martin, 1971-72; McLean, Roper, 

& Smothers, 1986; Workman, 1990). Twelve clothing evaluative criteria were included: 

price, style, quality, size/fit, color, fabric, brand name, country of origin, suitability, 

pleasing to others, coordination, and comfortable to wear. 

The first section of the questionnaire was to rate the importance of 12 clothing 

criteria. Because type of apparel may affect which criteria are important in a consumer 
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purchase decision, the first section of the questionnaire asked the respondent to recall the 

last clothing item she purchased for herself that she would wear on campus. Further 

questions were based on this identified clothing item. The 12 criteria were rated on a 

seven-point scale with end-points not at all important and very important. The 12 criteria 

were listed in random order. If the respondent did not use a criterion in her purchase 

decision, the NU (not used) was circled. After evaluating the 12 criteria, the respondent 

was asked to write down the most important criterion from the 12 clothing criteria listed. 

Information on the respondent's background (age, gender, academic standing, 

major, marital status, and nationality) was collected in the second section of the 

questionnaire. 

The questionnaire was first developed in English and then 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 back translation was conducted to check for accuracy and clarity in 

the two versions. 

The questionnaire was pretested by eight U.S. students in the department of 

Apparel, Housing, Interiors, and Merchandising at Oregon State University and six 

Taiwanese students studying at Oregon State University. The purpose of the pretest was 

to identify any potential problems with the questionnaire. Verbal feedback on the 

questionnaire was collected in order to make needed modifications before the data 

collection. After the pretest, some modifications were made. For instance, "where the 

garment was manufactured" was used instead of "country of origin," "suitability" was 
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changed to "appropriateness for campus wear," and "coordination" was altered to 

"coordination with other clothing" in order to make the questionnaire more clear for the 

respondents. Additionally, because female college students were chosen as subjects for 

this study, the "freshmen" category of academic standing was changed to "first year in 

college" in order to avoid any perceptions of sexism. 

Sample 

There were 7.7 million college women in the United States (U.S. Department of 

Commerce, 1991) and 350,000 female college students in Taiwan in 1991 ("Education, 

Science and," 1993). College women accounted for 54.72 percent of the total students 

enrolled in U.S. college (U.S. Department of Commerce, 1991) and 46.59 percent in 

Taiwan ("Education, Science and," 1993). Also, according to the "Consumer Expenditure 

Survey" (Bureau of Labor Statistics, 1991), a woman, 16 to 25 years of age, spends on 

the average $346 dollars per year for her clothing. 

A convenience non-probability sample was used for this study. The U.S. sample 

consisted of 102 female undergraduate students enrolled in a freshman-level course in the 

College of Home Economics and Education and a junior-level course in the Department of 

Apparel, Interiors, Housing and Merchandising at Oregon State University. Taiwanese 

subjects were 131 female undergraduate students majoring in Applied Life Science and 

Textiles at Fu-Jen Catholic University in Taiwan. Because the sample was a non-

probability sample, the results of the study cannot be interpreted as being reflective of a 
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larger population. But for the market segment of female college students, using female 

student subjects will provide information related to the population of college women. 

Data Collection 

The Chinese version of the questionnaire was administered to Taiwanese subjects 

in Taiwan. The three-page questionnaires were completed by U.S. and Taiwanese college 

women in university classrooms. In order to make sure the same process of data 

collection was used in both countries, 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 

Dependent variables for the present study were the importance ratings for 12 

clothing criteria: price, style, quality, size/fit, color, fabric, brand name, country of origin 

(where the garment was manufactured), suitability (appropriateness for campus wear), 

pleasing to others, coordination (coordination with other clothing), and comfortable to 

wear. Nationality, with two levels (Taiwan and the United Sates), was the independent 

variable. Hypothesis 1 was tested using two-sample analysis t-test. The two-sample t-test 

was employed to investigate differences in the mean importance scores of the clothing 

evaluative criteria between Taiwan and U.S. subjects. A p-value of .05 was employed to 

determine statistical significance. This hypothesis would be rejected if significant 
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differences between the two groups were found for at least 50% of the criteria. 

Hypothesis 2 was tested by observing the ranking of criteria based upon mean importance 

scores. Criteria receiving the highest mean importance scores were compared with those 

listed as the most important criterion/criteria used. 

Frequency distributions of responses to the questions on respondents' demographic 

characteristics provided descriptive information about the respondents. 
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CHAPTER IV 

RESULTS 

The purpose of this study was to investigate the influence of culture on the 

importance of clothing evaluative criteria by Taiwanese and the U.S. college women. In 

this chapter, questionnaire response rate and the characteristics of Taiwanese and U.S. 

subjects are presented. The results oft -test analyses used to test the hypotheses are 

discussed. Also the importance of 12 clothing evaluative criteria used by subjects from 

Taiwan and U.S. are reported. Finally, additional findings from analyses that examined the 

type of clothing item, the store, and cost for the clothing item purchased between Taiwan 

and the U.S. subjects are reported. 

Questionnaire Response Rate 

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 Fu-Jen Catholic 

University in Taiwan. A total of 233 questionnaires were handed out to 102 U.S. students 

and 131 Taiwanese students. According to Dillman (1978), the calculation of the 

response rate is the number of questionnaires returned divided by the total number in the 

sample minus nondeliverables and then multiplied by 100. Therefore, the return rate for 

the total sample was 100%, with 100% for U.S. subjects and also 100% for the Taiwanese 

subjects (Table 4). Among the 102 questionnaires completed by U.S. students, 7 
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questionnaires were ineligible for analysis purposes because they were completed by males 

(U.S. eligible questionnaires = 102 - 7 = 95). Also, there were 9 questionnaires from 

Taiwanese students not included in the analysis because they did not complete all of the 

questionnaire (Taiwan eligible questionnaires = 131 - 9 = 122). 

Demographic Characteristics of the Respondents 

The following demographic information is reported for the two groups: age, 

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. 

Nationality 

Eighty-eight percent ( n = 84) of the U.S. respondents reported their nationality as 

U.S.A. and 98% of the Taiwanese (n = 119) reported their nationality as The Republic of 

China (Table 5). As a result, data from 203 questionnaires (84 from U.S. and 119 from 

Taiwan) were used for further analyses. 

Age 

The age range of the Taiwanese respondents was from 18 to 26 years and the 

mean was 19.6 years. The U.S. respondents ranged in age from 18 to 49 years. The mean 

age for the U.S. respondents was 24.6 years. In the U.S. sample, 12% were 25 years or 
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older, whereas in the Taiwan sample, only 1% were 25 years or older (Table 6). 

Respondents whose ages ranged from 18 to 23 years accounted for 86 % of the U.S. 

sample and 96% of the Taiwanese (Table 6). 

Academic Standing 

Both U.S. and Taiwanese respondents reported being undergraduate students. 

The junior standing was identified by 40% of the U.S. sample. The first year in college 

was identified by 48% of the Taiwanese sample (Table 7). 

Ma' or 

Seventy eight percent of the U.S. respondents were majoring in Apparel, Interiors, 

Housing and Merchandising, Human Development and Family Science, as well as 

Nutrition and Food Management within the College of Home Economics and Education. 

This is because the survey was conducted in a Home Economics core course and a course 

in Apparel, Interiors, Housing, and Merchandising. Eighty six percent of the Taiwanese 

respondents were in the Department of Applied Life Science and 15% were in the 

Department of Textiles (Table 8). The majority of both the U. S. and Taiwanese samples 

were in similar majors, although named differently. Therefore, regarding students' majors, 

both samples can be considered comparable. 
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Table 4 

Questionnaire Response Rate 

U. S . Respondents Taiwan Respondents Total 
Sample % Sample % Sample % 
number number number 

Questionnaire Hand-Out 102 100% 131 100% 233 100% 

Number Returned 102 100% 131 100% 233 100% 

Number Nondeliverables 

Response Rate 102 100% 131 100% 233 100% 

Response rate = [(Total Number Returned) / (Sample Number - Nondeliverable)] X 100 

Table 5 

Demographic Characteristics -- Nationality 

U.S. Respondents	 Taiwanese Respondents 
N % N % 

Nationality 

U. S.A.	 84 88% 

R.O.C. 119 98% 

Other 11 12% 3 2% 

Total 95 100% 122 100% 
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Table 6 

Demographic Characteristics--Age 

U.S. Respondents	 Taiwanese Respondents 
N % N % 

Age 

18 15 18% 8 7% 

19 12 14% 36 30% 

20 18 22% 44 37% 

21 16 19% 16 13% 

22 7 8% 6 5% 

23 4 5% 5 4% 

24 2 2% 3 3% 

25 49 10 12% 1 1% 

Total 84 100% 119 100% 

Mean 24.6 19.6 
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Table 7 

Demographic Characteristics--Academic Standing 

U.S. Respondents	 Taiwanese Respondents 
N N % 

Academic Standing  

First year in college 21 25% 57 48%  

Sophomore 10 12% 23 19% 

Junior 34 40% 34 29% 

Senior 19 23% 5 4%  

Other  

Total 84 100% 119 100%  
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Table 8 

Demographic Characteristics - -Major 

U.S. Respondents	 Taiwanese Respondents 
N % N % 

Major 

Undecided 2 2%  

Apparel, Interiors, Housing  
& Merchandising 38 46%  

Human Development & Family 27 33%  
Studies  

Nutrition & Food Management 13 16%  

Electrical & Computer Engineer 1% 1 

Business Administration 2 3% 

Speech Communication 1%1 

Applied Life Science 102 86% 

Textile 17 14% 

Total 84 100% 119 100% 
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Marital Status 

Among Taiwan and U.S. respondents, a high percentage (72% in U.S. and 100% 

in Taiwan) were found to be single. This common characteristic is reflective of university 

students in both countries (Table 9). 

Table 9 

Demographic Characteristics--Marital Status 

U.S. Respondents Taiwanese Respondents 

Marital Status  

Single, Never Married 72 86% 119 100%  

Married 4 5%  

Divorced 5 6%  

Other 3 3%  

Total 84 100% 119 100%  
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Distribution of the Use of 12 Clothing Evaluative Criteria 

Before the testing of hypotheses, a distribution of the use of 12 clothing evaluative 

criteria among the U.S. and Taiwanese respondents was examined. On the questionnaire, 

the 12 criteria were rated on a seven-point scale. If the respondent did not use a criterion 

in her purchase decision, the "not used" category was selected. As seen in Table 10, 

"country of origin" ( where the garment was manufactured) had the highest percentage of 

respondents who selected the "not used" criterion within the U.S. sample (36%) and 

Taiwanese sample (34%). Brand name was "not used" as an evaluative criterion by 21% 

of the Taiwanese sample and by 10% of the U.S. sample. Other criteria were "used" by at 

least 90% of the U.S. or Taiwanese samples. 
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Table 10 

Use of 12 Clothing Evaluative Criteria among the U.S. and Taiwanese Respondents 

Clothing Evaluative 
Criteria N 

USED 
% 

NOT USED 
N % 

MISSING DATA 
N % 

TOTAL 
N % 

Fabric 
U.S. Respondent 
Taiwanese Respondents 

79 
116 

94% 
97% 

5 
3 

6% 
3% 

84 
119 

100% 
100% 

Comfortable to wear 
U.S. Respondents 
Taiwanese Respondents 

84 
119 

100% 
100% 

84 
119 

100% 
100% 

Size/Fit 
U.S. Respondents 
Taiwanese Respondents 

83 
119 

99% 
100% 

1 1% 84 
119 

100% 
100% 

Quality 
U.S. Respondents 
Taiwanese Respondents 

83 
118 

99% 
99% 

1 1% 
1 1% 

84 
119 

100% 
100% 

Country of origin 
U.S. Respondents 
Taiwanese Respondents 

54 
79 

64% 
66% 

30 
40 

36% 
34% 

84 
119 

100% 
100% 

Color 
U.S. Respondents 
Taiwanese Respondents 

83 
118 

99% 
99% 

1 
1 

1% 
1% 

84 
119 

100% 
100% 

Pleasing to others 
U.S. Respondents 
Taiwanese Respondents 

82 
109 

98% 
92% 

2 
10 

2% 
8% 

84 
119 

100% 
100% 

Brand Name 
U.S. Respondents 
Taiwanese Respondents 

76 
94 

90% 
79% 

8 
25 

10% 
21% 

84 
119 

100% 
100% 

Suitability 
U.S. Respondents 
Taiwanese Respondents 

77 
115 

92% 
97% 

7 
4 

8% 
3% 

84 
119 

100% 
100% 

Price 
U.S. Respondents 
Taiwanese Respondents 

82 
115 

98% 
97% 

2 
4 

2% 
3% --

84 
119 

100% 
100% 

Style 
U.S. Respondents 
Taiwanese Respondents 

84 
118 

100% 
99% 1 1% 

84 
119 

100% 
100% 

Coordination with other clothing 
U.S. Respondents 
Taiwanese Respondents 

83 
114 

99% 
96% 

1 

5 
1% 
4% 

84 
119 

100% 
100% 
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Findings Related to the Importance of 12 Clothing Criteria in Taiwanese and U.S. 

Respondents by Means 

Findings related to the mean importance scores of 12 clothing criteria of the two 

countries' groups, Taiwan and U.S. are reported in this section. The 12 criteria were rated 

on seven-point scales with end-points not at all important and very important. The mean 

importance scores were calculated for the 12 criteria. The most important criterion was 

determined based on the highest mean importance scores. Through an open-ended 

question, respondents were also asked to select the most importance criterion from the 12 

listed. 

The importance of 12 clothing criteria 

Table 11 shows a similar pattern of means between the U. S. and Taiwanese 

groups in terms of the importance of 12 evaluative criteria. For the U.S. students the 

ranking of mean importance scores for the clothing evaluative criteria in order of declining 

importance were: size/fit, comfortable to wear, quality, style, color, coordination 

(coordination with other clothing), price, fabric, suitability (appropriateness for campus 

wear), pleasing to others, brand name, and country of origin (where the garment was 

manufactured). For the Taiwanese students the ranking of mean importance scores for the 

clothing evaluative criteria were: size/fit, comfortable to wear, style, coordination 

(coordination with other clothing), color, suitability (appropriateness for campus wear), 
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quality, fabric, price, pleasing to others, brand name, and country of origin (where the 

garment was manufactured). 

Clothing evaluative criterion selected as most important in the clothing purchase 

decision 

On an open-end question in the questionnaire, the respondent was asked to select 

one of the 12 clothing criteria as the single most important criterion when she was making 

the clothing purchase decision. Table 12 shows both U.S. (36%) and Taiwanese 

respondents (24%) selected "comfortable to wear" as the most important criterion. The 

most important criteria based on mean importance scores were similar to the most ranking 

by respondents. Based upon mean importance scores, size/fit and comfortable to wear 

were rated as the most important criteria although in reverse order of importance. These 

two criteria were selected by 61% of the U.S. respondents and 40% of the Taiwanese 

respondents as the most important criteria in their purchase decisions. Additionally, for 

U.S. respondents, "color", "brand name", and "country of origin" (where the garment was 

manufactured) were not selected as the most important criteria by any respondent. 

"Country of origin" (where the garment was manufactured) was not selected as the most 

important criterion by any of the Taiwanese respondents. 

Regarding any other criterion (criteria) the respondent had used that were not 

listed, few respondents answered this question. Need, service, fashion, personal taste, and 

label information were the factors that these respondents considered when they last 

purchased clothing. 
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Table 11  

The Importance of 12 Clothing Criteria by Taiwanese and U.S.  

Respondents by Means 

Order of U.S. Respondents Taiwanese Respondents 
Importance Criteria Mean Criteria Mean 

1 Size/Fit 6.69 Size/Fit 6.29 

2 Comfortable to wear 6.57 Comfortable to wear 6.18 

3 Quality 6.27 Style 6.11 

4 Style 6.15 Coordination with other clothing 6.05 

5 Color 6.12 Color 6.03 

6 Coordination with other clothing 6.06 Suitability 5.90 

7 Price 5.90 Quality 5.79 

8 Fabric 5.66 Fabric 5.70 

9 Suitability 5.08 Price 5.58 

10 Pleasing to others 4.66 Pleasing to others 4.57 

11 Brand Name 3.59 Brand Name 3.78 

12 Country of origin 2.37 Country of origin 3.04 
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Table 12 

Clothing Evaluative Criterion Selected as Most Important in the Clothing Purchase 

Decision 

The Most U. S . Respondents Taiwanese Respondents 
Important Criterion N % N % 

Comfortable to wear 30 36% 28 24% 

Size/Fit 21 25% 19 16% 

Style 13 16% 16 13% 

Price 8 10% 12 10% 

Quality 5 6% 3 2.5% 

Fabric 2 2% 3 2.5% 

Coordination with other clothing 2 2% 13 11% 

Suitability 2 2% 21 17% 

Pleasing to others 1 1% 2 2% 

Color 1 1% 

Brand Name 1 1% 

Country of origin 

Total 84 100% 119 100% 



53 

Results of Hypotheses Testing 

In this section, results of the testing of the two hypotheses are discussed. 

Hypotheses 1 and 2 were tested through the use oft -test statistical procedures. 

Hypotheses 1 

Hypothesis 1 indicated there would be no difference in the importance placed on 

each evaluative criterion between the Taiwanese and U. S. groups. This hypothesis would 

be rejected if significant differences between the two groups were found for at least 50% 

of the criteria. Based upon the results oft -test analyses, hypothesis 1 was accepted. 

As seen in Table 13, significant differences (p < .05) were found in the mean 

importance scores between the two groups for comfortable to wear, size/fit, quality, 

country of origin (where the garment was manufactured), and suitability (appropriateness 

for campus wear). In other words, there were significant differences in the importance 

placed on the evaluative criteria of comfortable to wear, size/fit, quality, country of origin 

(where the garment was manufactured), and suitability (appropriateness for campus wear) 

between the two countries' groups. As can be observed in Table 13, comfortable to wear, 

size/fit, quality, and suitability (appropriateness for campus wear) received relatively high 

mean importance scores (over 5) and country of origin (where the garment was 

manufactured) received the lowest mean importance score for the selected clothing criteria 

in both countries' groups (U.S.-2.37, Taiwanese = 3.04). Even though there were 

http:U.S.-2.37
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significant differences in the importance placed on the five criteria, the means of each 

criterion were similar between U.S. respondents and Taiwanese respondents (Table 13). 

For the criteria, style, coordination (coordination with other clothing), color, 

fabric, price, pleasing to others, and brand name no significant differences were found in 

the mean importance scores placed between the two groups (p >.05). In general, the 

mean importance scores for these criteria were higher than the mid-point (3.5). 

Hypotheses 2 

Hypotheses 2 stated there would be no difference in the most important evaluative 

criterion based on means between Taiwanese and the United States college women. 

Hypothesis 2 was tested by observing the ranking of criteria based upon mean importance 

scores. Hypothesis 2 was also accepted. Table 13 showed that both U.S. and Taiwanese 

respondents evaluated size/fit to be the most important criterion (mean: U.S. = 6.69, 

Taiwanese = 6.29). In other words, no difference was found in the clothing evaluative 

criterion ranked as most important between Taiwanese and the United States college 

women. 
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Table 13 

Mean Importance Scores for 12 Clothing Evaluative Criteria 

by U.S. and Taiwanese Respondents 

U. S . Respondents Taiwanese Respondents 
Mean SD N Mean SD N t-value p-value 

Size/Fit 6.69 0.78 83 6.29 0.98 119 3.045 0.00264 

Comfortable to 6.57 0.73 84 6.18 1.05 119 2.980 0.00324 
wear 

Style 6.15 0.91 84 6.11 0.91 118 0.342 0.73248 

Coordination with other 6.06 1.11 83 6.05 0.99 114 0.051 0.95975 
clothing 

Color 6.12 0.82 83 6.03 1.01 118 0.710 0.47842 

Suitability 5.08 1.61 77 5.90 1.05 115 -4.251 0.00003 

Quality 6.27 0.88 83 5.79 1.13 118 3.211 0.00154 

Fabric 5.66 1.22 79 5.70 1.14 116 -0.233 0.81542 

Price 5.90 1.26 82 5.58 1.19 115 1.811 0.07170 

Pleasing to others 4.66 1.70 82 4.57 1.65 109 0.367 0.71415 

Brand Name 3.59 2.04 76 3.78 1.59 94 -0.662 0.50901 

Country of origin 2.37 1.40 54 3.04 1.60 79 -2.484 0.01425 
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Additional Findings 

Respondents were asked to recall the type of clothing item, store, and price paid 

for the item in order provide a frame of reference for answering the questions on 

evaluative criteria. 

Clothing Item 

For U. S. respondents, the clothing items purchased by respondents included: 

jeans, shirts, sweatshirt, sweater, pants, vest, skirts, jacket, and shorts (Table 14). The 

Taiwanese respondents indicated they had purchased the following clothing items: 

sweater, coat, shirts, skirts, jeans , pants, sweatshirt, jacket, shorts, and vest (Table 14). 

Taiwanese respondents purchased more coats, dresses, and sweaters and fewer jeans than 

the U.S. respondents. This may be because Taiwanese students dress more formally than 

U. S. students on the campus. Taiwanese students may have purchased more coats than 

the American students because there is little heating equipment in Taiwanese classrooms. 

Store Tyne 

Most U.S. and Taiwanese respondents purchased their clothing item at a specialty 

store (Table 15). According to Lewison (1994), a specialty store is "[a] retail format that 

specializes in the merchandise offered; it varies according to (1) the type, selection, and 

quality of merchandise; (2) the range of price lines; and (3) the size, design, and location 

of stores" (p. 46). The characteristics of the specialty stores in terms of choice of 
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merchandise and price may be the main reason that both U.S. and Taiwanese students had 

purchased the clothing item identified at a specialty store. Department stores were the 

next most cited store type for both U.S. and Taiwanese respondents. 

Cost 

The majority of U.S. respondents (100%) and Taiwanese respondents (79%) spent 

between US$1 to US$70 to purchase the clothing item identified (Table 16). Additionally, 

the average of cost of the clothing item for U.S. respondents was US$ 29.50 (range = 

US$1 US$70) and for Taiwanese respondents was US$45.60 (range = US$7 US$ 

170). In other words, Taiwanese respondents spent 1.5 times the amount than the U.S. 

respondents. The location of schools may be the primary reason for the difference in 

expenditures on the clothing item. Fu-Jen Catholic University is located in Taipei city 

which has a higher cost of living than does Corvallis, the location of Oregon State 

University. Also, because Taiwanese respondents purchased more coats (19%) than did 

U.S. respondents (1%) the average cost may be reflecting the higher unit price of coats. 

http:US$45.60
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Table 14 

The Clothing Items Purchased by U.S. and Taiwanese Respondents 

Clothing Item U.S. Respondents Taiwanese Respondents 
N % N % 

Jeans 23 27% 11 9% 

Pants 5 6% 5 4% 

Skirts 2 2% 12 10% 

Sweater 9 11% 30 25% 

Shirts 19 23% 19 16% 

Jacket 1 1% 1 1% 

Sweatshirt 14 17% 4 4% 

Shorts 1% 1%1 1 

Vest 4 5% 1%1 

Coat 1 1% 23 19% 

Dress 2 2% 12 10% 

Other 3 4% 

Total 84 100% 119 100% 
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Table 15 

The Type of Store for Clothing Purchase by U.S. and Taiwanese Respondents 

Store Type U. S . Respondent Taiwanese Respondents 
N % N % 

Specialty Store 49 59% 65 55% 

Department Store 16 19% 36 30% 

Discount Store 1 1% 1 1% 

Superstore 2 2% 

Off-price Store 7 9% 1 1% 

Vendor 1 1% 16 13% 

Mail Order 4 5% 

Warehouse Store 2 2% 

Other 2 2% 

Total 84 100% 119 100% 



60 

Table 16 

Price Paid for Clothing Purchase by U.S. and Taiwanese Respondents 

Cost U.S. Respondents Taiwanese Respondents 
N % N % 

$10 or Under 9 11% 6 5% 

$11 $20 19 23% 28 24% 

$21 $30 18 22% 26 22% 

$31 $40 23 27% 15 13% 

$41 $50 11 13% 8 7% 

$51 $60 2 2% 10 8% 

$61 $70 2 2% 

$71 $80 5 4% 

$81 $90 5 4% 

$91 $100 3 2% 

$101 $110 2 2% 

$111 $120 3 2% 

$121 $130 2 2% 

$131 $140 3 2% 

$141 $150 1%1 

$151 $160 1%  

$161 $170 1 1%  

$171 -- $180  

Total 84 100% 119 100%  

Average US$ 29.5 US$ 45.6  

1 
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CHAPTER V  

SUMMARY, IMPLICATIONS, CONCLUSIONS, AND RECOMMENDATIONS 

Summary 

"Culture determines the structure of consumption by defining the choices available 

to consumers" (Engel, Blackwell, & Miniard, 1993, p. 63). According to Engel, 

Blackwell, and Miniard (1993), evaluative criteria refer to "the standards and 

specifications used by consumers to compare different products and brands" (p. 51). 

Many studies have examined the importance of clothing evaluative criteria used by 

consumers in their decision making. In the present study, culture was operationally 

defined as a nation's culture in order to compare Taiwan and the United States consumers 

in terms of the importance they placed on clothing evaluative criteria in their purchase 

decisions. 

The purpose of the present study was to investigate the influence of culture on the 

importance placed on clothing evaluative criteria by Taiwanese and United States college 

women. This study also investigated the most important clothing evaluative criteria used 

by Taiwan and United States college women. Data were collected through self-

administered questionnaires. Subjects were asked to identify the last clothing item they 

had purchased for themselves, the place (store or outlet), and the price paid for the item. 

Twelve clothing evaluative criteria were examined: fabric, comfortable to wear, size/fit, 

quality, country of origin (where the garment was manufactured), color, pleasing to 
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others, suitability (appropriateness for campus wear), price, style, coordination 

(coordination with other clothing). Seven-point scales with end-points not at all important 

and very important were used to measure the importance of 12 clothing criteria. If the 

respondent did not use a criterion in her purchase decision, the "not used" was selected. 

After evaluating the 12 criteria, the respondents were asked to write down the most 

important criterion and any other criterion (criteria) they had used that were not listed. 

The remainder of the questionnaire measured the respondent's demographic 

characteristics. The questionnaire was first developed in English and then translated into 

Chinese. The Chinese version then was back-translated into English in order to check for 

accuracy and clarity in the two versions. 

Data collection occurred in late February and early March of 1995. The data 

collection method was a direct handout questionnaire in classes at Oregon State University 

in the United States and at Fu-Jen Catholic University in Taiwan. A total of 233 

questionnaires were handed out. Questionnaires were handed out to 102 U.S. students 

and 131 Taiwanese students. The return rate for the total sample was 100%. Overall 119 

Taiwanese and 84 U.S. college women who were qualified (female and of appropriate 

nationality) and completed the questionnaires served as subjects. Data from the 

questionnaires were analyzed using t-tests and frequency distribution. 

The results revealed that the importance placed on clothing evaluative criteria was 

partially influenced by nationality of the respondents. T-test analyses indicated that there 

were no significant differences between the two groups in the importance of style, 

coordination (coordination with other clothing), color, fabric, price, pleasing to others, 
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and brand name as evaluative criteria. However, significant differences were found 

between the two groups in the importance of comfortable to wear, size/fit, quality, 

country of origin (where the garment was manufactured), and suitability (appropriateness 

for campus wear) as evaluative criteria. Despite the significant differences found for these 

evaluative criteria, the mean importance scores were very similar between the two groups. 

Taiwanese female students in this study acted very similarly to U.S. female 

students when rating the importance of clothing evaluative criteria. In addition, the order 

of the mean importance scores of the 12 clothing criteria were similar between Taiwanese 

respondents and U.S. respondents. These findings are consistent with previous research 

results reported by Hsiao (1993) who found similar rankings of evaluative criteria between 

Taiwanese and U.S. students at a U.S. university when purchasing leisurewear. The 

results suggest that consumer decision making of Taiwanese respondents may be similar to 

the United States respondents for purchasing clothing. 

Based upon mean importance scores, the evaluative criterion, size/fit (mean: U.S. 

= 6.69, Taiwan = 6.29) was placed as the most important criterion among 12 criteria for 

both Taiwanese and U.S. respondents. Although there were significant differences 

between these means, with U.S. students placing more importance on size/fit than 

Taiwanese students; the criterion received the highest mean scores by both Taiwanese and 

U.S. students. 

Of the 12 clothing evaluative criteria, country of origin (where the garment was 

manufactured) received the highest percentage of responses in the "not used" category for 

both Taiwanese respondents (34%) and U.S. respondents (36%). In addition, of the 
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importance scores, respondents who used country of origin as a criterion in their purchase 

decisions group means for both Taiwanese and U.S. respondents were very low (U.S. = 

2.37, Taiwan = 3.04). This finding suggests that where the garment was manufactured 

was not important to Taiwanese and United States female college students in this study. 

Price was the ninth most important criterion for Taiwanese respondents. This 

result may be because Taiwan's rapid economic growth is making Taiwanese students care 

less about price when they purchase clothing. This finding supports the idea that 

economic growth has changed the traditional Confucian ideals of moderation consumption 

for Taiwanese consumers into a "spend more, save less" consumer philosophy. 

Findings showed that U.S. female students purchased more leisure wear than did 

Taiwanese female students and Taiwanese students bought more outerwear than U.S. 

students. These findings suggest that international marketers and retailers may need to 

plan merchandise variety differently for the market segment of female college students in 

Taiwan and in the United States. 

Implications 

The theoretical framework for the present study was the consumer behavior model 

(EKB model) proposed by Engel, Blackewell, and Miniard (1993). The EKB model was 

used to examine the relationship between culture and consumer decision making in this 

study. According to Engel, Blackwell, and Miniard (1993), culture is one of 

environmental influences that may affect consumers' decision-process. In the present 

study, culture was operationally defined as a nation's culture in order to compare Taiwan 
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and the United States consumers in terms of the importance they place on clothing 

evaluative criteria. The EKB model was partially supported by the findings of the present 

study. Based on the results of the present study, national culture partially affected 

alternative evaluation, a part of the consumer decision process. It may be that global 

communication and consumerism have resulted in similar consumer decision making 

between people in Taiwan and U.S.. This would explain why these two groups of 

students rated the importance placed on the clothing evaluative criteria similarly. 

Significant differences were found between U.S. and Taiwanese female college women in 

terms of the importance placed on the following clothing evaluative criteria: size/fit, 

comfortable to wear, quality, country of origin (where the garment was manufactured), 

and suitability (appropriateness for campus wear). However, the mean importance scores 

for these five criteria were close between U.S. and Taiwanese respondents. 

Conclusions 

The international marketing of American goods and services is of increasing 

importance to the U.S. economy (Husted, Varble, & Lowry, 1992). In order to be 

successful in the global market, an understanding of how consumers from different nations 

evaluate goods or services is necessary. Many studies have investigated the influence of 

culture on consumer behavior. For instance, Henry (1976) found cultural values of 

American society played an important role in influencing consumer behavior of the 

ownership of generic automobile categories. However, few studies have compared the 

clothing evaluative criteria used by consumers in different countries. In terms of the 
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importance placed on clothing evaluative criteria, Hsiao (1993) compared the importance 

of evaluative criteria used when Taiwanese and American students at a U.S. university 

purchased leisurewear. However, the Taiwanese subjects in this study lived in the United 

States between one and four years. Therefore, the present study extended this work by 

comparing the importance of clothing evaluative criteria used by college females living in 

the U.S. and in Taiwan. 

The findings of the present study clearly indicate that the importance placed on 

clothing criteria was not influenced by the nationality of respondents. Based on mean 

importance scores, both countries' groups evaluated the importance of clothing evaluative 

criteria similarly. In addition, country of origin was found to be the most "not used" 

criterion for both U.S. and Taiwanese respondents. The findings also showed that 

American students purchased more leisure wear and Taiwanese students bought more 

outerwear. 

Cultural exchange that relies on modern technology and global communication 

may indeed be reducing differences between people in Taiwan and the U.S.. Based on the 

results from this study, consumer decision making of U.S. and Taiwanese college females 

may be very similar for purchasing apparel. Although the Taiwan market may seem small, 

its "remarkable economic growth, strong consumer demand, and improvements in market 

access for US goods and services make it a very attractive market for US exporters" 

(Hardee, 1987). International marketers and retailers may use cross-national comparison 

studies related to the Taiwan market that deal with consumer decision process such as the 

present study for their international marketing strategies. 



67 

Recommendations 

What follows are recommendations for future research: 

1. Because a convenience non-probability sample (female college students) was 

used in this study, future investigations should use a random and larger sample. This 

would increase the validity and generalizability of the research. 

2. In this study, the sample consisted of a small number of female students in 

pre-selected universities. Samples for future research should include other groups of 

consumers such as male, working women, or child consumers. This would expand the 

generalizabily of the research. 

3. Only 12 clothing evaluative criteria were selected for the questionnaire. In 

order to gather more relevant details regarding consumer purchasing behavior for 

clothing, researchers may want to expand the number of clothing criteria in future work. 

4. A questionnaire survey which deals with existing phenomena was used as the 

data collection procedure for the present study. Therefore, different research methods 

such as qualitative or experimental research may be used. If similar results are found, this 

would provide additional evidence for the validity of this study. 

5. Future researchers may consider comparative studies on clothing evaluative 

criteria use across other nationalities in order to provide more information to consumer 

scientists and international marketers to develop market strategies. 
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Appendix A - Questionnaire: For U.S. respondents 
DEPARTMENT OF APPAREL. INTERIORS.  

HOUSING AND MERCHANDISING  

OREGON STATE UNIVERSITY 
Mi lam Half 224 Corvailis, Occson 97331 6101 

Tcicphon: 503 337- 3796 

February 1, 1995 

Dear student: 

As a graduate student I am asking your help with a research that is part of my 
master's thesis. My advisor, Dr Burns, and I are conducting this research to find out 
what factors consumers use when purchasing, clothing. 

Please read each question carefrilly. 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 the 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 any questions, please ask the person handing out the questionnaire. 

Thank you very much for your help! 

Sincerely, 

Leslie Davis Burns, Ph.D. 
Graduate Student Professor 
Apparel, Interiors, Housing and Apparel, Interiors, Housing and
Merchandising Merchandising
Oregon State University Oregon State University 

Redacted for privacy
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Why you buy the clothing you do! 

Think about the last clothing item you purchased for yourself that you would wear on 
campus. Please name this clothing item. 

At what store or outlet did you purchase this clothing item? (e.g., Penney's, Goodwill,
Mail order catalog) 

Approximately how much did this clothing item cost ? 

US$ 
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Next, think about the reasons why you purchased this item. Below are a number of 
factors that may have contributed to your purchase decision. How important were the 
following factors in deciding to buy this clothing item? For each factor, circle the X 
that most closely represents your feeling. If you did not use a factor in your purchase 
decision, please circle NU (Not Used). 

NOT AT ALL VERY NOT USED 
IMPORTANT IMPORTANT 

A. Fabric X X X X X X X NU 

B. Comfortable X X X X X X X NU 
to wear 

C. Size/Fit X X X X X X X NU 

D. Quality X X X X X X X NU 

E.	 Where the garment  
was manufactured- X X	 X(country) X X X X	 NU 

F. Color X X X X X X X NU 

G. Pleasing to  
others X X X X X X X NU  

H. Brand Name- X X X X X XX	 NU 

I. Appropriateness X X X X X X X NU
for campus wear 

J. Price X X X X X X X NU 

K. Style X X X X X XX	 NU 

L. Coordination X X X X X X X NU 
with other clothing 

From the factors A through L listed above, which would you say was the most 
important factor for deciding to buy the clothing item you just purchased for yourself.
(Please enter letter) MOST IMPORTANT 

Are there other factors, not listed above, that you used in your clothing purchase 
decision? 

No, Yes (Please specify) 
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The following questions are designed to help us accurately interpret our findings. We 
would appreciate your answers. 

1. What is your age ? years. 

2. You are (Please circle one number)  
1 MALE  
2 FEMALE  

3. What is your current academic standing ? (Please circle one number) 
1 FIRST YEAR IN COLLEGE 
2 SOPHOMORE 
3 JUNIOR 
4 SENIOR 
5 GRADUATE STUDENT 
6 OTHER (Please indicate) 

4. What is your major ? 

5. What is your current marital status ? (Please circle one number) 
1 SINGLE, NEVER MARRIED 
2 MARRIED 
3 SEPARATED 
4 DIVORCED 
5 WIDOWED 
6 OTHER (Please indicate) 

6. What is your nationality? (Please circle one number) 
1 U. S. A. 
2 THE REPUBLIC OF CHINA (TAIWAN)  
3 OTHER (Please indicate)  

THANK YOU VERY MUCH!!!  
Please return this questionnaire to the person handing them out.  
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Appendix B - Questionnaire: For Taiwanese respondents 

DEPARTMENT OF APPAREL, INTERIORS, 

HOUSING AND MERCHANDISING 

OREGON STATE UNIVERSITY 
(Adam Hall 224 Corvallis, Oregon 97331 5101 

Tdcphonc 503 737 3796 

gMnRM: Wt.-2 27 !El 

ti;#cf ! ft[RAMO,lislar..---k,M (Oregon State University) iF5tpfiM E 
'cli J#a I Dr. Burns TIIRT1 t-V--JR1iMAIg1 MARAINNEW'31V

NX-A-MgaM2(MGMWtRnroZAFF5tM° 

miafTImmtfgimm-maq4Immmia-fiffimiHic4w.amT 
Ama,;(vatrITT,m1E2gAtgq*uozTivezntt 
fliaiw3AzgA4J-n*g_LordiawIlat*,mminzEmAw 
Rthr.ism-AviA.  

ffig]2-W±IPME'MMAWRI01`441,*.nA-

4-MVV20. 

JORZ 

tzpn	 Leslie Davis Burns, Ph. D. 
ArWARRA: AA	 Professor 
-XEYMtge	 Apparel, Interior, Housing and Merchandising 

Oregon State University, U.S. A. 

Redacted for privacy

http:ffig]2-W�IPME'MMAWRI01`441,*.nA
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ItI! 

NT$  
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YtT* VV-M-21-flii2PrMaq-ASi?UT-M---MV1(21ANWTnffi 
° Zia-1_;,1*MIL!.4/-tregri,ktiC ?n1A-til 

IMIXrPITig.ft-fIELYT:691MVRTSfAY-Jx_l_-. 
4-71=K-th,atiNX MrN-It `r 

A MP- X X X  X X X X  

B X X X  X X X X  

ck xxxxxxx-te  
Elatar 
DAr xxxxxxx-):*xxxxxxxti,,L.
G ylljAvA-Enxxxxxxx. 

rya,* X X  X X X X X  

I ErrjA--f;)- x x  x x x x x  
Jf xxxxxxx--)k-it*.. 
K 'PM X X  X X X X X  

L fAL-A-EfIMFY;JMNExxxxxxx 

g2A-Oralti,rAIJKlitY IJ LiYin*Lti sWI 9 -,tveri# IRE-AititT 

11-;256-::101`filf_t-Aa'dWi ? 
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J;kTnmmmxmlulgfenwakmFrIffi lv4nR*14-RvIgg7=  
Tnr-21.  

iznTEA?  

2/m,tm mwmTiu  

(1) 9-Mi 
c 2 3 krit  

3EinznawrecmozITI)  

c 1 J -)c=5--14-"fR  
c 2 J-g-5-2.-_=-=f-V4  
c 3 -X-P=E-1T-V:  
c 4) -)E1-='NiV-V<  

5 )  
C6) )  

4zniemfft:7  

5znmmwilic?(mmmTP)  

cl3M4J-cMAM3 
c 2 Eff7  
c 3 5)-0  
c 4 (N (5)AK/n*
(6)A-L(MOA) 

61:nmumf-111.)z?tmmm -10J  

C1)
C2)Et'tLll
c 3) ) 

4g01VMTErmil ° 
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Appendix C - Approval from Human Subjects Committee 

OFFICE  

OF  

DEAN OF RESEARCH  

OREGON 
STATE  

UNIVERSITY  

312 Administrative Services 

Corvallis, Oregon 
97331.2140 

503-737-3437 
FAX 503-737-3093 

INTERNET 
scan lanr@ccmaitorsced 

February 7, 1995 

Principal Investigator:  

The following project has been approved for exemption under the guidelines  
of Oregon State University's Committee for the Protection of Human  
Subjects and the U.S. Department of Health and Human Services:  

Principal Investigator: Leslie D. Burns  

Student's Name (if any): Hsiu-Ju Hsu  

Department: AIHM  

Source of Funding:  

Project Title: Clothing Evaluative Criteria: A Cross-national 
Comparison of Taiwanese and United States 
Consumers 

Comments: 

A copy of this information will be provided to the Chair of the Committee for 
the Protection of Human Subjects. If questions arise, you may be contacted 
further. 

Sincerely, 

Mary E. Nunn 
Sponsored Programs Officer 

cc: CPHS Chair 

Redacted for privacy




