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The purpose of the present study was to test the self-

concept and store image congruency theory with an elderly

population. The self-concept and store image congruency

theory predicts that individuals patronize stores that they

perceive as having an image similar to their own self-concept

(Martineau, 1958). The present study specifically

investigated the congruency between self-concept and the

store image components of merchandise assortment (sizes and

styles offered), fashion image and sales service (degree of

courtesy, efficiency and knowledge of clothing). The present

study examined whether congruency between self-concept and

store image was related to the respondents' store patronage

behavior.

A sample of 70 individuals was obtained from the Salem

Senior Center, an activity center for individuals older than

55 years of age. The Salem Senior Center is located in

Salem, Oregon. Respondents completed a self-administered



questionnaire.

The statistical procedures used to analyze the data

included descriptive statistics, Pearson-Product Moment

correlations, and one-way analyses of variance (ANOVAs).

As hypothesized, a positive relationship did exist between

the sample's perceived clothing needs regarding clothing fit

and the merchandise assortment regarding styles and size

range offered at the patronized store. The respondents

indicated that they patronized stores which had styles and

size ranges which accommodate their perceived clothing needs.

The respondents also indicated that they patronized stores

that had salespeople with similar degrees of courtesy,

efficiency and knowledge of clothing as the respondent.

Contrary to prediction, no relationship existed between

the respondent's fashion image of self and the fashion image

of the store he/she patronized. The elderly in the present

sample did not patronize stores which had a fashion image

similar to the fashion image the respondent had of

himself/herself. This finding may be related to the fact

that the respondents held a low fashion image of themselves.

They were not very interested in keeping up with the current

fashions.

Self-concept and store image variables were investigated

by the demographic variables of age and income. The present

sample of elderly were found to be homogeneous. No

significant differences were found in their self-concept or

store image by age or income.

Additional analyses tested for significant differences in

self-concept and store image variables by store type



patronized. Again, the sample was found to be homogeneous.

Regardless of store type patronized for apparel (department

store, specialty store or discount store), all respondents

had similar self-concepts and store images.

The results of the present study partially support the

findings of previous researchers (Dornoff & Tatham, 1972;

Grubb & Grathwohl, 1967; Mason & Mayer, 1970; Stern, Bush &

Hair, 1977). These previously cited researchers have all

found evidence that consumers patronize stores that have

images similar to their own self-concept.
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CONGRUENCY BETWEEN SELF-CONCEPT AND STORE IMAGE WITHIN AN
ELDERLY APPAREL CONSUMER POPULATION

CHAPTER I

INTRODUCTION

The self-concept and store image congruency theory states

that individuals patronize stores which are very similar to

their own self-concept. Self-concept is the awareness of

one's attitudes, feelings, perceptions and evaluations of

oneself as an object (Hall & Lindsay, 1957). Store image is

defined as any tangible and/or intangible factor(s) an

individual associates with a store (Lindquist, 1974-75).

Martineau (1958) reported that although prices are

competitive among stores, it is a store's image which

determines whether a store is attractive or unattractive to

potential customers. Studies conducted by several

researchers (King & Ring, 1980; Schiffman, Dash & Dillon,

1977; Singson, 1975) have all found support that store image

influences a consumer's patronage behavior. Schiffman, Dash

and Dillon (1977) used information obtained from 267 audio

specialty store patrons and 157 department store shoppers.

When asked about purchasing audio equipment, the audio

specialty store patron indicated that salesperson expertise

and assortment of brands were important. Whereas the

department store patron indicated that convenience of store

location and guarantee/warranty policies were important.

Martineau (1958) was one of the first researchers to test

the self-concept and store image congruency theory.
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Martineau stated "the shopper seeks the store whose image is

most congruent with the image she has of herself. Some

stores may intimidate her, others may seem beneath her"

(p.48). Therefore, "shoppers seek stores whose total image

is acceptable and appealing to them" (p.49).

Several researchers have found support for the self-

concept and store image congruency theory (Bellenger,

Steinberg & Stanton, 1976; Dornoff & Tatham, 1972; Grubb &

Grathwohl, 1967; Mason & Mayer, 1970; Stern, Bush & Hair,

1977). Stern, Bush and Hair (1977) used an identical set of

12 semantic differentials to measure respondents' self-

concept and store image. The results supported the self-

concept and store image congruency theory. No significant

differences were found between the respondents' self-concept

and their store image (p. < .05). Dornoff and Tatham (1972)

used 28 semantic differential scales to measure respondents'

self-concept and store image. Their findings also supported

the self-concept and store image congruency theory in that no

significant differences were found between the respondents'

self-concept and their store image.

Previous research, testing the self-concept and store

image congruency theory, has used samples of adults of mixed

age groups (Bellenger, Steinberg & Stanton, 1976; Dornoff &

Tatham, 1972; Grubb & Grathwohl, 1967; Mason & Mayer, 1970;

Stern, Bush & Hair, 1977). None of these researchers

described their sample by age. Thus, it was assumed that age

was not investigated in relation to the self-concept and

store image congruency theory. Since no study could be found
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which specifically investigated the elderly population

utilizing this theory, the present research project attempted

to determine the usefulness of the self-concept and store

image congruency theory in predicting and explaining the

store patronage behavior of an elderly population.

The elderly population was chosen for investigation

because this segment has recently become a target market for

many retailers. There are three main reasons why the elderly

have been identified as a viable target market by retailers.

The first reason being the rapid growth of the elderly

population. Lazer (1985) has projected that by 1995 there

will be 56 million individuals aged 55 or older in the United

States. In fact, one fifth of all Americans will be in this

age group. Second, the economic status of the elderly

population is projected to increase. Ward (1984) has stated

that the educational level of elderly cohorts has been

increasing. The better educated cohorts of elderly will

probably have had higher paying jobs which may increase their

economic status in later life. Third, the elderly have

become a market that is a distinct market segment. That is,

the elderly form a market identifiable and separate from

their younger counterparts.

Researchers have found that the elderly have common

patronage motives which differ from the patronage motives of

younger age groups (Bernhardt & Kinnear, 1975; Lambert, 1979;

Lumpkin & Greenberg, 1982; Lumpkin, Greenberg & Goldstucker,

1985; Martin, 1975; Mason & Smith, 1974). Patronage motives

according to Lewison and DeLozier (1986) describe a

consumer's shopping and buying habits. Bernhardt and Kinnear
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(1975) found that elderly aged 65 and older, primarily

patronized department stores compared to the younger

respondents in their sample. Lumpkin, Greenberg and

Goldstucker (1985) also found several differences between

elderly respondents (those 65 years and older) and younger

respondents (individuals younger than 65 years of age). The

following store attributes have been found to be

significantly more important to the elderly than their

younger counterparts; readable tags and labels, ease of

finding merchandise, convenient parking and assistance in

finding merchandise. Thus, the patronage motives which are

common among the elderly differentiate them from younger age

groups, creating a separate and distinct market segment.

Learning more about the elderly population would enable

retailers to better understand and serve this population,

thereby possibly gaining the elderly's store patronage.

Results of previous research have suggested that store

image influences a consumer's store patronage behavior.

Therefore, the three store image components which have been

found by previous researchers (Bader, 1968; Gelb, 1978;

Hoffman, 1979; Hogg & Baer, 1986; Lambert, 1979; Lazer 1985;

Lumpkin, Greenberg & Goldstucker, 1985; Richards, 1981;

Rogers, 1988; Schuster & Kelly, 1974; Watkins, 1984) to be

important to the elderly population were investigated. The

three specific components of store image investigated

included merchandise assortment, fashion image and sales

service.

In the present study, the operational definition of

merchandise assortment was limited to the sizes and styles



5

available to the elderly apparel consumer. Elderly

individuals experience physiological changes due to aging and

often need special sizes and styles which accommodate their

clothing fit problems (Hoffman, 1979; Hogg & Baer, 1986;

Richards, 1981; Rogers, 1988; Schuster & Kelly, 1974;

Smathers & Horridge, 1978-79; Watkins, 1984). These

previously cited researchers have also found that elderly

feel as though their clothing needs are not being met by

retailers.

Fashion image, the second store image investigated,

referred to the respondent's perceived degree of

fashionability of clothing offered at the patronized store

Hogg and Baer (1986) have reported that elderly women want

fashionable clothing. Fashionable and attractive clothing

provides a way for elderly to boost their egos and increase

their positive self-esteem (Hoffman, 1979; Lazer, 1985) .

The third store image investigated was sales service.

Sales service, in this study, referred to the service or type

of attention (courteous, efficient and knowledgeable about

clothing) given to the consumer by salespeople.

Previous studies by Schulz (1980) and Petre (1986)

reported that the elderly population is a very heterogeneous

population with various lifestyles and demographic

characteristics. Therefore, the present study investigated

whether any significant differences existed within the

present elderly sample's self-concept and store image by

their demographic characteristics of age, gender and income

level.
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Statement of Problem

The purpose of this research project was to test the self-

concept and store image congruency theory within an elderly

apparel consumer population in Salem, Oregon. The three

components of store image investigated included merchandise

assortment, fashion image and sales service. Significant

differences within the elderly population regarding self-

concept and store image by age, gender and income were also

investigated.

Objectives

The objectives for the present study were to:

1. Determine whether congruency exists between self-

concept and store image within an elderly population.

2. Determine whether congruency exists between perception

of clothing needs in regard to fit and the merchandise

assortment in regard to styles and the size range offered

at the patronized store.

3. Determine whether congruency exists between fashion

image of self and fashion image of the patronized store.

4. Determine whether congruency exists between self-

concept (regarding courtesy, efficiency and knowledge of

clothing) and the image of sales service provided by

salespeople at the patronized store.
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5. Determine whether significant differences exist within

the components of self-concept by the demographic

variables of age, gender and income.

6. Determine whether significant differences exist within

the components of store image by the demographic variables

of age, gender and income.

Bypotheses

The following hypotheses were tested in the present study:

1. A positive relationship will exist between perception of

clothing needs in regard to fit and the merchandise

assortment in regard to styles and size range offered at

the patronized store.

2. A positive relationship will exist between the fashion

image of self and fashion image of the patronized store.

3. A positive relationship will exist between self-concept

regarding personal characteristics of courtesy, efficiency

and knowledge of clothing and image of sales service

provided by the salespeople at the patronized store.

4. Significant differences will exist in the self-concept

variables of clothing needs in regard to fit, fashion

image and personal characteristics (courteous, efficient

and knowledge of clothing) by age group.
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5. Significant differences will exist in the self-concept

variables of clothing needs in regard to fit, fashion

image and personal characteristics by gender.

6. Significant differences will exist in the self-concept

variables of clothing needs in regard to fit, fashion

image and personal characteristics by income level.

7. Significant differences will exist in the store image

variables of merchandise assortment, fashion image and

sales service by age group.

8. Significant differences will exist in the store image

variables of merchandise assortment, fashion image and

sales service by gender.

9. Significant differences will exist in the store image

variables of merchandise assortment, fashion image and

sales service by income level.

Contextual Definitions

For the purpose of this study, the following terms were

defined as:

Patronage motives a consumer's shopping and buying habits

(Lewison & DeLozier, 1989).

Self-concept totality of its three component parts: actual
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self, the way one sees him/herself; ideal self, the person

the individual would like to be; "looking glass self", the

way in which one sees himself/herself through others

(Cooley, 1902) .

saij=fazjilQi;LImazta perceived degree of self fashionability

Store fashion image perceived degree of fashionability of

clothing offered at the patronized store.

Store image tangible and/or intangible factors which a

consumer perceives to be present within a store

(Lindquist, 1974-75).

Store merchandise assortment the sizes and styles available

to the consumer at the patronized store.

Store sales service perceived degree of courtesy,

efficiency and knowledge of clothing demonstrated by the

sales people at the patronized store.

Target market a fairly homogeneous group of apparel

consumers, with similar apparel wants and needs, to whom a

retailer wishes to appeal (McCarthy & Perreault, 1984).
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CHAPTER II

REVIEW OF LITERATURE

The literature related to the present research study is

presented in this chapter. Specifically, three major areas

of literature are discussed: the self-concept and store

image congruency theory, the elderly population, and the

patronage motives of elderly shoppers.

Self-Concept_ and Store Image Congruency Theory

The theoretical framework for the present research project

was the self-concept and store image congruency theory. This

theory states that an individual patronizes a store whose

image is very similar to his/her self-concept. Several

researchers have found support for the self-concept and store

image congruency theory in American society (Dornoff &

Tatham, 1972; Grubb & Grathwohl, 1967; Mason & Mayer, 1970;

Stern, Bush & Hair, 1977).

The self-concept and store image congruency theory is

composed of two concepts. The first is self-concept which is

how an individual perceives him/herself. The second

component is store image. Store image is defined as all the

characteristics an individual associates with the store

(Lindquist, 1974-75). These two concepts will be discussed

in more detail in a later section of this review of

literature. Martineau (1958) was one of the first

researchers to test the self-concept and store image

congruency theory. In his article, Martineau stated that
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individuals patronize stores that have images similar to

their own self-concept. Consumers patronize stores whose

total image is both acceptable and appealing to them.

Several researchers (Dornoff & Tatham, 1972; Grubb &

Grathwohl, 1967; Mason & Mayer, 1970; Stern, Bush & Hair,

1977) have found empirical support for the theory that

consumers patronize stores that have images very similar to

their own self-concepts. Grubb and Grathwohl (1967) reported

that the purchase and consumption of goods can be self-

enhancing in two ways. First, a person's self-concept will

be sustained if he/she believes the object he/she has

purchased is recognized publicly and classified in a manner

that supports and matches his/her self-concept. Second,

goods serve as symbols to an individual which cause desired

reactions from other individuals.

Grubb and Grathwohl (1967) developed a model which

illustrated that the consumption of symbols is a means to

self enhancement. The model shows that every individual has

his/her own self-concept. This self-concept is valued by

that individual. Because the self-concept is of value to

him/her, an individual's behavior will be directed toward the

enhancement of his/her own self-concept. Therefore the

consuming behavior of an individual will be directed toward

the furthering and enhancing of his/her self-concept through

the consumption of goods as symbols.

Grubb and Grathwohl's (1967) findings were supported by

research conducted by Mason and Mayer (1970). Mason and

Mayer examined whether or not in-store interviews would bias
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an individual's response due to the individual's attempt to

protect his/her self-concept. Three hundred twenty-five

personal in-store interviews were conducted at seven apparel

stores near a university campus. All seven stores had

similar merchandise assortments and marketing policies. The

respondents were asked to rank the store they were presently

in and the six other stores as either low, medium or high

status. The results indicated that in almost every

interview, the store that the participant was patronizing at

the time of the interview was ranked as a higher status than

the other six stores. Analyses of the ranks given by the

respondents and percentage distribution of the rating for

each store, suggested that an individual tends to protect

his/her self-concept by rating the store patronized at the

time of the interview higher than other stores. The results

indicated that a relationship does exist between an

individual's self-concept and store image.

Stern, Bush and Hair (1977) investigated the self-concept

and store image matching process. The study used a semantic

differential scale of 12 adjectives to measure self-concept

and store image. Examples of the adjectives used in the

scale included dependable-undependable, responsible-

irresponsible, rude-courteous and fashionable-unfashionable.

The same semantic differential scale was used to measure the

respondent's self-concept and his/her store image. An

analysis of variance (ANOVA) was used to determine whether a

significant difference existed between self-concept and store

image. For all four store types examined, discount

department store, lower-end department store, quality men's
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specialty store, and a women's fashion specialty store, no

significant differences were found between the respondents'

self-concept and their patronized store's image (:2 < .05).

These results support the theory that shoppers patronize

stores whose characteristics are similar to their own self-

concepts. These findings were also supported by a study

completed by Bellenger, Steinberg and Stanton (1976).

Although demographic variables were found to have very little

relationship to store loyalty, a positive correlation between

store image and self-concept was found. Respondents who

scored self-concept and store image similarly on the

objectivity-impulsiveness scale tended to be more store

loyal. The respondents included 113 randomly sampled adults

from shopping areas and riders of public transportation.

Dornoff and Tatham (1972) studied real self-image, ideal

self-image and image of best friend, which were

conceptualized as component parts of self-concept. Real

self-image is the way a person actually perceives him/herself

and ideal self-image is the person the individual would like

to be. Image of best friend according to Dornoff and Tatham

is based on the idea that an individual's behavior is

influenced by the reactions of his/her friends. Dornoff and

Tatham (p.46) stated that "to elicit favorable reactions, the

individual will behave in a manner reflecting his perception

of his best friend". The purpose of their study was to

determine the relationships between store image and self-

concept and to determine which facet of self-concept had the

greatest influence on store selection. The sample consisted

of 84 residents of Cincinnati, Ohio. Each participant
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completed a series of questionnaires assessing attitudes and

opinions about him/herself and the stores at which he/she

shopped. Twenty-eight, seven-point semantic differentials

were used to measure an individual's self-concept and his/her

image of the stores. The semantic differentials were adopted

from Osgood, Suci and Tannenbaum (1957). Osgood et al.

(1957) developed a list of opposing adjective scales that

measure images of objects. Three types of stores were

studied: the supermarket, the department store, and the

specialty store. Friedman's two-way analysis of variance was

used to analyze the data. At a < .01, no significant

differences were found between self-concept and store image.

The results of the correlation analysis also supported the

hypothesis that an individual's personal image is congruent

with store image. Dornoff and Tatham stated the degree of

correlation between ideal self and store most preferred was

the highest, somewhat less for real self image and stores

most preferred and least for the image of best friend and

stores most preferred.

Dornoff and Tatham (1972) found that ideal self image had

a greater influence than image of best friend when

patronizing department stores. When patronizing a specialty

store, the image of best friend had a greater influence than

the real self. The results suggested that the perception of

a retail store may be an extension of an individual's real

self, ideal self and image of best friend.

Previous research, however, has looked at samples of

adults of mixed ages. No study could be found that tested
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the self-concept and store image congruency theory within an

elderly population. Researchers have also reported that the

elderly have different patronage motives when compared to

their younger counterparts. Therefore, the present research

project specifically investigated the elderly population and

tested the self-concept and store image congruency theory

within this population segment.

An examination of the component parts of this theoretical

framework was necessary. The two component parts discussed

include self-concept and store image.

Self-Concept

Self-concept is the awareness of one's attitudes,

feelings, perceptions and evaluations of oneself as an object

(Hall & Lindsay, 1957). Rogers (1951) stated that:

The self-concept or self structure may be thought of as an
organized configuration of perceptions of the self which
are admissible to awareness. It is composed of elements
such as the perceptions of one's characteristics and
abilities; the percept and concepts of the self in
relation to others in the environment; the value qualities
which are perceived as associated with experiences and
objects; and goals and ideals which are perceived as
having positive or negative valence (p.136).

The three components of self-concept include actual self,

the ideal self and the looking glass self (Cooley, 1902).

The first component is the actual self, or the way the

individual sees himself/herself. The ideal self is defined

as the person the individual would like to be and the

"looking glass self" is the way one sees himself/herself

through others. Each of these components is integrated and
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synthesized by the individual to create his/her self-concept.

Turner (1968) stated that theoretically, each person's self-

concept is a selective working compromise between an ideal

self-image and his/her actual self image which is derived

from observing him/herself in actual situations.

Both Cooley's (1902) theory of social feedback and

Festinger's (1954) theory of social comparison are based on

the concept of an individual's self-concept being the

integration and synthesis of the components of self. Cooley

studied self-concept and stated that self-concept, or the way

an individual perceives him/herself, is largely influenced by

social feedback. Cooley stated that the social feedback

process included the following three stages: imagination of

our appearance to others; imagination of other's judgment of

that appearance; and finally the emergence of self feeling.

Leon Festinger (1954) also studied self-concept. He stated

that individuals have a basic need to evaluate themselves.

Festinger's social comparison theory states that individuals

compare themselves to significant others. The results of the

comparison influence the individual's self-concept. The

combination of actual self-image, the looking glass self-

image and the ideal self-image simultaneously influence an

individual's self-concept. Therefore, self-concept in this

research project, was defined as a totality of its three

component parts.

Self-concept has been measured in several different ways.

Osgood, Suci and Tannenbaum (1957), Stern, Bush and Hair

(1977), Bellenger, Steinberg and Stanton (1976), and Gutman

and Mills (1982) have all used a semantic differential scale
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to measure self-concept. A semantic differential scale

utilizes two opposing adjectives placed at opposite ends of a

continuum. The respondent is to indicate the location, on

each continuum, that reflects his/her self-concept regarding

the adjective pair. Examples of adjective pairs may include

rude-courteous, dependable-undependable, and trustworthy-

untrustworthy. Towle and Martin (1975) used a five point

Likert scale to measure self-concept. Each adjective was

measured on a scale which ranged from (1) agree a lot to (5)

disagree a lot. Sirgy (1985) also used a five point Likert

scale which ranged from (1) very much unlike me to (5) very

much like me. Q-sorts have been used by Sommers (1964) and

Ham and Cudiff (1969). The Q-sort grouped self-concept on

dimensions such as "most like me" to "least like me"

(Sommers, 1964). Self-concept has been defined as the

totality of its three component parts. Various methods of

measuring self-concept have also been discussed. Therefore

the importance of self-concept to the present research

project is discussed in the following section.

Self-concept has been found to influence the behavior of

an individual. Several researchers have found support for

individuals attempting to preserve their self-concept through

their actions and behaviors. Douglas, Field and Tarpey

(1967, p.65) have stated that "the urge to preserve a

relatively stable, somewhat flattering, and steadily more

satisfying self-concept is the driving force behind a large

share of human activity." They also stated that self-concept

is an individual's most important possession and is the key

to his/her behavior. Rogers (1951) stated that "behavior is
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consistent with the organized hypothesis and concepts of the

self structure" (p. 191). Grubb and Grathwohl (1967) also

suggested that self-concept influences behavior. They

stated, "because the self-concept is of value and of central

importance to the individual, he will direct his behavior to

enhance his self-concept" (p.26).

Individuals tend to protect and preserve their self-

concept through their own behavior. Therefore, because self-

concept influences an individual's behavior, it is important

to study self-concept and its relationship to store patronage

behavior. The store image, or the way in which a consumer

perceives a store may also influence an individual's store

patronage behavior. In attempting to protect his/her self-

concept, an individual may or may not patronize a store

depending upon its store image. A more detailed discussion

of store image and its influence on store patronage follows.

Store Image

Store image as defined by Lindquist (1974-75, p.31), is "a

combination of tangible or functional factors and intangible

or psychological factors that a consumer perceives to be

present" within a store. The tangible/functional factors and

the intangible/psychological factors of store image have been

defined by Martineau (1958). The tangible or functional

factors refer to store qualities or store attributes such as

merchandise selection, price ranges, credit policies and

store layout. Martineau stated that the tangible/functional

factors are those which can be objectively compared with
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those of a competitor. The intangible/psychological factors

may include a sense of belonging, the feeling of warmth,

friendliness, excitement or interest. The

intangible/psychological factors are feelings or emotions the

individual elicits due to his/her image of the store. Store

image is everything an individual associates with a store

(Lindquist, 1974-75).

From an extensive review of the literature on store image,

Lindquist (1974-75) concluded that there are basically nine

store attributes which have been found to affect store image.

The attribute groups include (1) the merchandise offered by

the store, (2) the types of service offered by the store, (3)

the type of clientele the store attracts, (4) the physical

facilities of the store which includes store layout, (5)

convenience factors such as store location and parking, (6)

how the store promotes itself whether through advertising or

in-store displays, (7) store atmosphere which may include a

feeling of friendliness or warmth, (8) institutional factors

such as the conservative--modern projection of a store or its

store reputation and (9) post-transactional satisfaction such

as the customer's satisfaction with his/her purchase and with

the store.

Several methods to measure store image have been used. A

semantic differential scale has been used by Dornoff and

Tatham (1972), Bellenger, Steinberg and Stanton (1976) and

Stern, Bush and Hair (1977) to measure various components of

store image. Stern et al. (1977) used opposing adjectives

such as friendly-unfriendly which were placed on opposite
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ends of a continuum. The respondents were to mark a location

on the continuum which would reflect his/her image of the

store's degree of friendliness.

The Stapel scale (Menezes and Elbert, 1979) which is a

simplified version of a semantic differential scale, has also

been used to measure store image. It is a unipolar scale,

using only one adjective with a rating scale which ranges

from +3 to -3. The Stapel scale, because of its positive and

negative poles, is able to measure direction and intensity of

a response.

Lumpkin and Greenberg (1982) and Schiffman, Dash and

Dillon (1977) used five-point Likert scales ranging from (1)

not very important to (5) very important to measure store

image attributes such as merchandise assortment, price and

store location. The respondent indicated the degree of

importance each store attribute held for him/her. Lumpkin

and Greenberg reported a reliability coefficient of .60 using

Cronbach's alpha. Schiffman et al. (1977) did not report a

reliability coefficient for this measure of store image.

Store image has been defined as any characteristic a

consumer associates with the store (Lindquist, 1974-75).

Several methods of measuring store image have also been

discussed: the semantic differential, the Stapel scale, and

the Likert scale. Store image has been defined and

operationalized. Therefore, the relationship between store

image and store patronage will now be discussed.

Researchers (King & Ring, 1980; Singson, 1975) found that

store image has an influence on an individual's store

patronage behavior. King and Ring (1980) used a sample of
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2,400 adult males from three American cities (one on the west

coast, one in the midwest and the third on the east coast).

The purpose of their research was to determine the store

image components that influenced consumer patronage of a

specific store type. Self-administered questionnaires listed

names of several apparel retailers and assessed the

respondent's image of the patronized store. Respondents

selected a store from the list or chose a store that they

patronized to answer the following types of questions: (1)

"Which store is the easiest to get to from your house?" (2)

"Which store has the lowest price for men's wear?" (3) "Which

store has the highest price for men's wear?" The

respondent's store patronage was measured by the questions

(1) "Which store was visited the last time an article of

men's wear was purchased?" and (2) "Which store is shopped

most often for men's wear?". The stores listed by the

respondents, as answers to the questions, were later

categorized into the following groups: discounter/mass

merchandiser, department store, midrange fashion specialty

chain, and high fashion specialty chain. The results of the

study indicated that male consumers patronized a department

store because of its image of "best value for the money,"

"easiest to get to from home," "largest overall merchandise

assortment/selection" and "best for conservative everyday

men's wear." The midrange fashion specialty chain was

patronized because of its store image of "best value for

money," and "the most knowledgeable helpful salespeople."

The high-fashion specialty chain was patronized because of

its image of "most knowledgeable, helpful salespeople," and
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"best for current, up-to-date men's wear." Thus, in King and

Ring's study, it was suggested that consumers patronize

specific store types because of their personal images of the

store type.

Singson (1975) used a sample of 191 respondents of varying

socio-economic groups from the city of Seattle.

Multidimensional scaling was used to plot the store image

variables on an axis, producing a perceptual map. This map

illustrates each store and its image in relation to the

variables of price and quality and product width (large

assortment of products) and depth (wide selection of brands,

styles and sizes within each product line). In this study,

the horizontal axis represented the variables of price and

quality and the vertical axis represented product width and

depth. The results indicated that respondents from lower-

middle class and lower-lower class patronize stores with an

image of having general merchandise (Sears and J.C. Penney).

Those from upper-middle and upper-lower classes patronize

stores with images of product depth (specialty stores).

Singson's results indicated that store image and socio-

economic class influence an individual's store patronage

behavior.

Martineau (1958) reported that although prices are

competitive among stores, the image of the store is the

element which determines whether the store is attractive or

unattractive to potential customers. This statement has been

supported by research conducted by Schiffman, Dash and Dillon

(1977). These researchers attempted to determine the
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influence of store image characteristics on store choice.

Two competing but different west coast retail chains, an

audio equipment specialty retailer and a major full-line

department store, cooperated in the study. Five store image

attributes were studied: (1) convenience of store location,

(2) best price and/or deals, (3) guarantee/warranty policies,

(4) salesperson's expertise and, (5) variety of merchandise

from which to choose. Two hundred sixty-seven specialty

store shoppers and 157 department store shoppers responded to

the questionnaire. The results of the study indicated that

for the audio equipment specialty store patron, salesperson

expertise and assortment of brands and models were important.

The department store patron was concerned with convenience of

store location and guarantee/warranty policies. The

researchers concluded that consumers who purchase similar

items from different types of stores do so because of the

stores' differing image attributes.

Research findings have supported the premise that store

image influences a consumer's store patronage behavior. The

evidence provided by previous research findings also supports

the theory that an individual patronizes a store which is

very similar to his/her self-concept. As Martineau (1958,

p.48) stated, "the shopper seeks the store whose image is

most congruent with the image she has of herself." The

following section will discuss the population in which the

self-concept and store image congruency theory was tested,

the elderly population.
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The Elderly Population

The American elderly have recently become a focus for many

different types of businesses. A major reason for this

recent interest is due to the rapidly growing size of the

elderly population and its profit potential as a target

market.

The elderly population is demographically divided into

several age groups. Lazar (1985) has categorized the 55-64

year olds as the older population, the 65-74 year olds are

identified as the elderly, the 75-84 year olds as the aged

and the 85 years and older population have been named the

very old. Particular age categories differ depending upon

the author. Neugarten (1974) for example, used the label

"young-old" for individuals between the ages of 65 and 75.

Individuals who are 75 years of age and older are referred to

as "old-old."

Gelb (1978) reported that the increasing number of those

over age 55 definitely makes this group a potential market

for many types of businesses. The rapid growth of the

elderly population is illustrated by the population estimates

given by Lazar (1985). The population of those who are 55

years of age and older is projected to increase from 51

million people in 1985 to 56 million people in 1995. One

fifth of all Americans will be in this age group. Lazar

reported that this is too large a population to ignore.

According to Bernhardt and Kinnear (1975), by the end of the

century, individuals will be spending one-fourth of their

lives in retirement due to a longer life-span. The
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increasing number of elderly is one reason the elderly have

become a potential market for apparel retailers.

The economic status of the elderly is also an important

factor to consider when determining the viability of this

potential target market. The literature concerning the

economic status of the elderly contains two conflicting

views. Some authors perceive the elderly as being poor while

others perceive the elderly as being financially secure.

Currently, the primary source of income for the elderly is

Social Security (Ward, 1984). Marsh (1981) reported that

approximately one fourth of all elderly receive at least 90

percent of their income from Social Security, while two

thirds of the elderly population receive at least one half of

their income from Social Security. The average monthly

payment for a single retired worker is $509.50 (Social

Security Bulletin, 1989). Binstock (1983) stated that a

large proportion of those aged 65 and over are poor. In

calculating the number of elderly living in poverty, Binstock

used the poverty line figure which was determined by the

federal government to be $5,498.00. Anyone with an annual

household income of less than $5,498.00 was considered to be

in poverty. Binstock reported that 14 percent of the elderly

population was below the poverty line. Ward (1984, p.47)

stated "it is clear that low income is a substantial problem

for many older persons...Whereas some older people are quite

comfortable financially, most are not...." Soldo (1980),

reported that older families compared to younger families

spend a greater share of their income on food, housing and
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health care. These are areas which are highly affected by

inflation. Therefore according to several authors, the

elderly population, as a whole, is not a population which is

financially secure.

Several other authors, however, have a conflicting

viewpoint. They perceive the elderly population as being

financially secure. Lazer (1985) estimated the discretionary

income of the elderly aged 55-59 to be $3,500 a year, $3,700

a year for the 60-64 age group and $4,100 for the 65 and

older age group. These amounts compared to $2,000 a year of

discretionary income for a household headed by someone 30-35

years of age, show that the elderly household has, on the

average, more discretionary income than younger households.

The elderly household is usually smaller than the average

American household. Therefore, elderly may have greater per

capita discretionary income than those in younger age groups..

Allan (1981) reported that the 55-64 year olds are

particularly affluent. The majority of these individuals are

still in the work force and individual earnings are at their

peak. The U.S. Bureau of the Census (1989), using 1988 data,

indicated that the average household income for the American

population between 55-64 years of age is $27,538 while the

average U.S. household income is $25,986. Petre (1986) has

stated that approximately 80 percent of retiring couples own

their homes debt-free. The actual poverty rate, according to

Petre, for the 65 years and older population is 12.7 percent,

compared to 14.7 percent for the population younger than 65

years of age. Thus the elderly population has been described

by several researchers to be a relatively affluent



27

population.

Allan (1981),Lazer (1985), and Petre (1986) have

portrayed the elderly as being financially secure. whereas,

Binstock (1983), Ward (1984) and Soldo (1980) portrayed the

elderly as having a substantial problem with low income.

Therefore, determining the economic status of the elderly

population is extremely difficult.

The elderly population is rapidly growing and is

experiencing the possibility of increased economic status.

The elderly population has also been shown to be a very

diverse and heterogeneous group. According to Schulz (1980,

p.18), "there is no such thing as the collective aged; the

aged are as diverse as the population itself, and this is

true for economic status as it is for other areas." Petre

(1986, p.70) stated that the elderly population is "no

homogeneous mass, but a crazy quilt of diverse, often

overlapping submarkets: consumers who are rich and poor, not-

so-old and older, working and retired and sometimes back at

work in second careers." Therefore, attempting to identify

and categorize the elderly by their demographic or

psychographic characteristics is extremely difficult.

Each elderly individual has a different racial,

educational, gender and employment background. These are

factors, according to Root and Tropman (1984), which affect

an individual's salary and later in life influence their

retirement income. The following is an example used by Root

and Tropman which illustrates how these variables can

influence a couple's economic status. According to 1982 U.S.

Census Bureau data, the median income for a white retired
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couple which includes Social Security, pension checks and

interest from assets was $8,676 a year. The median income

for a black retired couple with the same income sources was

$5,177 a year.

Expense factors, such as medical costs and mortgage

payments, also affect each household differently. Each

elderly household's financial situation is unique. However,

a positive statement was made by Ward (1984) concerning a

possible increase in economic status for future generations

of elderly. Ward reported that the educational level of the

elderly has been increasing. The average educational level

of the elderly population has increased from 8 years of

education in 1940 to 10 years in 1980 and should reach 12

years by 1990. The better educated cohorts of elderly will

probably have had higher paying jobs which may increase their

economic status. Therefore, the elderly population may have

more discretionary income and become a potentially viable

target market in the near future.

Patronage Motives of Elderly Shoppers

Several studies have shown that commonalities among the

elderly, regarding patronage motives differentiate them from

younger age groups (Bernhardt & Kinnear, 1975; Lambert, 1976;

Lumpkin & Greenberg, 1982; Lumpkin, Greenberg & Goldstucker,

1985; Martin, 1975; Mason & Smith, 1974). As defined by

Lewison and DeLozier (1989, p.24), "Patronage motives

describe a consumer's shopping and buying habits. How much

they buy, where, what and why they buy are all patronage

market dimensions." Through patronage motives, the elderly
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may be segmented as a market separate from their younger

counterparts. Further study of this population segment would

enable retailers to understand their specific needs and to

satisfy these needs effectively. For their efforts,

retailers may gain the elderly's store patronage.

Bernhardt and Kinnear (1975) used a random sample of 3,435

male and female adults obtained from fifteen Standard

Metropolitan Statistical Area (SMSA) counties in Atlanta,

Georgia, to investigate differences and similarities in

shopping behavior between age groups. The respondents' ages

ranged from 18 years to over 65 years of age. Bernhardt and

Kinnear found that those over 65 years of age were less

likely than younger respondents to patronize discount stores.

Within the previous month, only 5 percent of those 65 years

and older made three or more trips to K-Mart. Whereas, of

the 34 years and younger age group, 16 percent made three or

more trips to K-Mart. Nineteen percent of the 35-49 year old

category and 19.2 percent of the 50-64 age category made

three or more trips to K-Mart. Bernhardt and Kinnear also

found those over 65 years of age to be primary supporters of

department stores. The elderly in the sample were willing to

travel to the downtown area and to pay higher prices for

department store merchandise.

Mason and Smith (1974) studied two groups of elderly

individuals residing in different geographical locations.

One group consisted of elderly living in a housing complex

built specifically for the aged. This complex was located

within one mile of the central business district. The other
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group of elderly was representative of those living in the

metropolitan area. A comparison of the interview responses

of these two samples indicated that the elderly in both

samples patronized department stores in the central business

district regardless of their residential location. The two

studies by Bernhardt and Kinnear (1975) and Mason and Smith

(1974) both indicated that elderly tend to patronize

department stores and the downtown area for shopping.

Lumpkin, Greenberg and Goldstucker (1985) used a national

sample of 3,331 respondents to compare the importance of

specific store attributes among age groups. The age

categories used for the research were 59 years and younger,

60-64 years, 65-74 years old and 75 years and older. Lumpkin

et al. (1985) used the post-hoc Scheffe test and found that

several differences in patronage motives existed between the

59 and younger age group and the 65 and older age group. The

60-64 age group was seen as a transition group. The

following store attributes were found to be more important to

the 65 and older group than to the 59 and younger age group:

readable labels and tags; ease of finding merchandise;

convenient parking; assistance in finding merchandise; and

store reputation. Attractive prices, variety of merchandise

in one store, and sales (marked down prices) were more

important store attributes to the younger age group (59 years

and younger).

Martin (1975) also found differences among age groups

concerning patronage motives. Martin used a sample of 75

women who had just made an apparel purchase. The women were

interviewed immediately after the purchase and were asked to
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retrace the steps they had taken in making that purchase.

Later, each participant was mailed a questionnaire that

assessed their store patronage motives. The age groups used

in the study included Post World War II adults (18-30 years

old), matrons (40-59 years old) and elderly (over 60 years

old). The age group of 31-39 was eliminated because of the

small number of respondents within the category. Martin

found that patronage differences existed between the elderly

and the two younger age groups. It was found that the

greatest difference between the elderly and the younger age

groups was the type of garment purchased. A large percentage

(45.8%) of the elderly women purchased dresses as compared to

younger women. The greatest difference between the elderly

and matron age group occurred with the total number of stores

shopped. The elderly shopped in fewer stores than the matron

shopper.

Lumpkin and Greenberg (1982) found evidence similar to

Martin (1975). Lumpkin and Greenberg used a national sample

of 2,854 male and female respondents. Comparisons were made

between the age groups of 55-64 years of age and 65 years and

older. The results of the study indicated that the elderly

shopped at fewer stores and did not like to try new stores.

They preferred to shop where they were known by the store's

salespeople.

Lambert (1979) interviewed 510 consumers in the

Jacksonville, Orlando, Miami, and Tampa-St. Petersburgh SMSA.

A general nondirected question was asked by trained

interviewers: What might companies and stores do to help

customers who are senior citizens? A specific type of
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retailer was not targeted by the study. Consumers were

divided into two age groups: 55-64 years of age and 65 years

and older. Lambert's findings supported the results obtained

by Lumpkin, Greenberg and Goldstucker (1985). Specifically,

Lambert found that the elderly (those 55 and older) wanted to

be treated by salespeople with courtesy, dignity and

patience. The elderly also wanted assistance in locating

products and faster check-out lines. The elderly interviewed

mentioned experiencing discomfort and fatigue caused by

waiting in slow check-out lines. They wanted chairs, benches

and rest areas scattered throughout the store so an elderly

person could rest while shopping.

Previous research findings have shown that, although the

elderly population is heterogeneous, common patronage motives

exist among the elderly. Compared to younger consumers the

elderly are more likely to patronize department stores and

downtown shopping areas. Other common patronage motives of

the elderly include desires for readable labels, assistance

in finding merchandise, and rest areas (chairs and benches)

throughout the store. They also wanted store salespeople to

treat them with more courtesy, dignity and patience. The

elderly shopped at fewer stores than did their younger

counterparts. Therefore, it has been established that these

patronage motives differentiate the elderly shopper from

their younger counterparts.

More specific information needs to be known about the

common patronage motives that exist among the elderly. The

self-concept and store image congruency theory was used to

examine the store patronage behavior of an elderly population
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in closer detail. An explanation of the store image

components investigated in the present study is presented in

the following section.

Merchandise Assortment

Merchandise assortment is defined as a related group of

items intended for the same general end use and usually

placed together for the customer's convenience (Rogers &

Grassi, 1988, p.316). As Lindquist (1974-75) has stated,

merchandise assortment is a store attribute which influences

a consumer's store image. Troxell and Stone (1981) have

stated that store image is greatly influenced by the store's

merchandise assortment.

Merchandise assortment consisting of sizes that fit and

styles that accommodate fitting problems have been found to

be very important to the elderly apparel consumer. Several

researchers (Hoffman, 1979; Hogg & Baer, 1986; Richards,

1981; Rogers, 1988; Schuster & Kelly, 1974; Smathers &

Horridge, 1978-79; Watkins, 1984) have found that the elderly

have several clothing fit problems due to age related

physiological changes. These researchers have also found

that the elderly feel as though these clothing needs are not

being met by apparel retailers. Therefore, merchandise

assortment is an important store attribute to examine for

elderly apparel consumers.

Elderly women experience many physiological changes and

therefore encounter several clothing fit problems. Richards
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(1981) and Smathers and Horridge (1978-79) reported that the

physiological changes of the elderly include fat deposits in

the trunk of the body, stiff joints resulting in reduced

flexibility and physical mobility, decreased strength,

intolerance to extreme temperatures, shoulder droop, legs and

face become thinner, decrease in height and a lower bustline.

Richards (1981) studied 83 women between the ages of 55 and

84. Seventy percent of the elderly women in this study were

between 65 and 74 years of age. Very few, however, indicated

any physical disability. The sample of elderly women in

Smathers and Horridge's (1978-79) study was between 65 and 88

years of age with an average age being 74 years old. Thus,

the studies conducted by Richards (1981) and Smathers and

Horridge (1978-79) indicated that elderly women aged 55 and

older experience various physiological changes.

Hogg and Baer (1986) stated that elderly women want

apparel retailers to offer them clothing styles that fit and

are fashionable. Many elderly feel that retailers are not

catering to their special clothing needs. The largest

clothing need these women have is the availability of sizes

and/or styles which accommodate their fit problems.

Smathers and Horridge (1978-79) interviewed 38 women whose

average age was 74. The major fit problems included the

waist to hem-length of the garment being too long, the hip,

bust, waist and stomach area being too tight and the back

shoulder width being too loose. Due to their various

physical changes, the design features they preferred included

gored skirts, round/jewel necklines, and waistlines with no

seams. These design features facilitated easier movement and
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fit. Favored closures included zippers and buttons, zippers

being preferred more than buttons. When asked to chose

between style and fit, 74% of the elderly women chose fit.

As reported by Smathers and Horridge (1978-79), due to the

effects of aging, elderly women encountered fitting problems

and thus preferred specific clothing styles.

Richards (1981), and Schuster and Kelly (1974) both noted

that there was definitely a need for special sizing for

elderly women. However, in Schuster and Kelly's (1974)

study, it was stated that manufacturers are not willing to

produce ready-to-wear for the handicapped and elderly because

although the demand is there, the fit and sizes needed are

too diverse. Economical mass production of apparel to

fulfill these needs is not feasible.

A need by the elderly for properly fitting clothing has

been identified in the previously cited research. Therefore,

offering the appropriate clothing size range and styles which

accommodate the fitting problems encountered by the elderly

should be a major concern for retailers who want to attract

the elderly. In this study, the elderly apparel consumer's

perception of merchandise assortment in regard to clothing

sizes and styles offered that fulfill their needs was

investigated. This research project attempted to determine

whether congruency between self-concept regarding the sizes

and styles needed and the store image regarding the sizes and

styles offered influenced the elderly consumer's store

patronage behavior.
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Fashion Image

The fashion image of a store can be influenced by many

different factors including the physical structure of the

store, the atmosphere created by the store, the advertising

and promotional techniques used and the type of merchandise

offered. This research project examined the fashion image of

a store created by the apparel assortment offered by the

store. Fashion image was defined as the degree of

fashionability of the clothing offered by the store, as

determined by the elderly respondent.

Bader (1968) reported that clothing consumption is reduced

with increasing age. Nevertheless, both Hoffman (1979) and

Lazer (1985) both found that clothing plays an important role

in maintaining and boosting the elderly's ego and self-

concept. Elderly people often move from their long term

place of residence to a retirement home. Clothing then plays

an important role in making an impression in the new

community, church and living environment. Often, retired

people lose the status they had while participating in the

work force. To many of these elderly, attractive clothing

provides a way for them to boost their egos and increase

their positive self-esteem. According to Lazer (1985),

clothing plays an important role for the elderly who are

within the 55-64 year old range. These individuals want to

maintain a youthful appearance. They are a potential market

for nutrition and health programs, exercise and fitness clubs

and cosmetics. Therefore, clothing would be expected to be a
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potential and powerful tool some of the elderly may use in

creating a youthful physical appearance.

Hogg and Baer (1986) stated that elderly women want to

conform to fashion so as not to "stand out". Elderly women

do not want to wear out-dated fashions. Many elderly feel

that retailers are not catering to their clothing needs

regarding fashionable clothing.

Few studies have been conducted in the area of clothing

interest in relation to the elderly clothing consumer.

Therefore, this research project attempted to determine

whether congruency existed between elderly consumers' self

fashion image and the fashion image of the store he/she

patronized for apparel purchases.

Sales Service

The third component of store image investigated was sales

service. In the present study, sales service was defined as

the service or type of attention given to the customer by

store salespeople. Several researchers have shown that

helpful and courteous salespeople is a store attribute that

elderly patrons look for and desire from a store. The

following studies illustrate the fact that sales service is

an important store attribute to elderly clothing consumers.

Gelb (1978) and Lumpkin, Greenberg, Goldstucker (1985)

found that the elderly preferred special attention from

salespeople. Gelb (1978) surveyed 403 Houston area senior

citizens, all members of either the American Association of

Retired Persons, International Brotherhood of Electrical
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Workers Retired Members, Service Corps of Retired Executives

or the Retired Senior Volunteer Program. Fifty-six percent

of the elderly surveyed welcomed special attention and

treatment from salespeople.

Lumpkin, Greenberg, and Goldstucker (1985) utilized a

nationwide sample of 4720 people, resulting in 3009 usable

questionnaires. The sample was broken into the four

following groups: 59 and younger, 60-64, 65-74 and 75 and

older. Differences were found primarily between the 59 and

younger age group and those 65 and older. The 60-64 year old

group seemed to be a transition group. Their responses were

not much different than the age group below and above them.

The younger consumers placed a higher value on price, sales

(marked-down prices) and variety of merchandise within the

store. The older group (65 and older) valued knowledgeable

salespeople who could help them locate merchandise. They had

a strong desire for personal interaction and courtesy from

salespeople.

Lambert (1979) interviewed 510 consumers in the

Jacksonville, Orlando, Miami and Tampa-St. Petersburgh, SMSA.

In regard to courteous salespeople, many respondents reported

dissatisfaction with the treatment they received. They

perceived a disinterest on the part of the salesperson to

help an elderly patron. They also perceived impatience and

rudeness while interacting with salespeople. The elderly

respondents wanted salespeople to treat them with more

courtesy, dignity and patience. This research also supported

the finding that elderly want assistance in locating

merchandise. Research conducted by Lumpkin, Greenberg and
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Goldstucker (1985) also supports Lambert's finding that

compared to younger consumers, elderly want to be treated

with more respect by salespeople.

Previous research has found that the elderly want

courteous sales service, intelligent sales service

(salespeople who know their merchandise) and efficient

salespeople (salespeople who show an interest in helping an

elderly consumer). However, research to determine whether

there is congruency between the elderly consumer's self-

concept and store image regarding friendliness, intelligence

and efficiency of salespeople has not been conducted.

Therefore, this research project investigated whether there

is congruency between an individual's self-concept (courtesy,

efficiency and knowledge of clothing) and the image of store

sales service (regarding salesperson courtesy, efficiency and

knowledge of clothing).

The elderly population was reported to be a very

heterogeneous population (Petre, 1986; Schulz, 1980).

Therefore, to further investigate the present elderly sample,

this study analyzed their self-concept and store image

responses by the demographic variables of age, gender and

income.

Summary

This review of literature has provided evidence that the

elderly population, because of its rapidly growing size and

possible increase in economic status may be a potentially

viable target market for many types of retailers. Although
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the elderly population is a heterogeneous population,

researchers have shown that the elderly's store patronage

motives can be differentiated from the patronage motives of

their younger counterparts. Apparel retailers need more

information about the needs and preferences of this

population segment in order to better serve them.

The self-concept and store image congruency theory has

been used to explain store patronage behavior. However, this

theory has not been tested in terms of the elderly

population's store patronage behavior. Therefore, the

congruency theory was used as a framework to investigate the

store patronage behavior of the elderly. This present

research project examined the congruency between self-concept

and store image regarding merchandise assortment, fashion

image and sales service for elderly apparel consumers. The

three components of store image, merchandise assortment,

fashion image and sales service, were selected for study

because these were store attributes shown by previous

research to be important to the elderly apparel consumer. To

further investigate the present elderly sample, their self-

concepts and store images were analyzed for differences by

age, gender and income.
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CHAPTER III

METHOD

The purpose of this chapter is to describe the procedure

used in completing the present study. This study was

designed to test the self-concept and store image congruency

theory with an elderly apparel consumer population. In this

chapter the sample is discussed and the scales used to

measure each of the variables is described. The pretesting

of the questionnaire and data collection procedures are also

described. In the closing section of the chapter, data

analysis procedures are discussed.

Sample

The data for the present study were obtained from a non-

probability sample of 74 elderly participants of the Salem

Senior Center located in Salem, Oregon. Participants of the

center must be 55 years of age and/or older. Salem is the

capitol city of Oregon and many of the center's participants

were retired government workers. A supervisor of the center

described the elderly participants as tending to be

conservative in both political and personal values. They

were also described as being the more active members of the

elderly population in Salem. The sample consisted of all

participants who agreed to complete the questionnaire.
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Instrument

The instrument used to collect the data was a self-

administered questionnaire. A copy of the questionnaire is

located in Appendix A. The self-concept and store image

scales used in the present study, consisted of specific items

selected from scales used in previous studies. These items

were slightly reworded to accommodate the needs of the

present study. The articles from which these items were

adapted are discussed in the following sections.

Measurement of the Components of Store Image

The three components of store image that were measured

included merchandise assortment, fashion image and sales

service. Each component was measured using 5-point Likert

scales. The scales ranged from (1) strongly disagree to (5)

strongly agree. The items, which measured merchandise

assortment, were adapted from a study by Gurel and Gurel

(1979). These five items were concerned with the

availability of needed sizes and styles that accommodate or

conceal fitting problems and the availability of styles that

psychologically fit the respondent's taste in clothing.

The store's fashion image was measured by a three-item

scale adapted from a study by Marks (1976). One of the three

items within the store fashion image scale was reverse

scored, question number 6 (see Appendix A).

Sales service was measured using three items which were

adapted from studies conducted by Towle and Martin (1975) and
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Marks (1976). The scales measured the sales service

characteristics of courtesy, efficiency and knowledge of

clothing.

Measurement of Self-Concept Related to the Components of
Store Image

Self-concept regarding merchandise assortment was measured

using 5-point Likert scales. The three items determined the

respondent's perception of the availability of the sizes and

styles needed to accommodate his/her clothing fit problems.

These scales ranged from (1) strongly disagree to (5)

strongly agree. All three items within this scale were

reverse scored for the data analysis procedure.

Self-concept related to fashion image or self-

fashionability was also measured using three items. This

scale was adapted from a clothing interest instrument

developed by Gurel and Gurel (1979). Five-point Likert

scales were used to measure self-fashionability. The scales

ranged from (1) strongly disagree to (5) strongly agree. One

of the three self-fashionability items, question number 16 on

the questionnaire, was reverse scored.

Self-concept related to sales service was measured using

three 5-point Likert scales. These scales ranged from (1)

strongly disagree to (5) strongly agree. The items measured

the respondent's self-perception of his/her degree of

courtesy, efficiency and knowledge of clothing. These scales

were adapted from studies conducted by Towle and Martin

(1975) and Marks (1976).
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Measurement of Store Type Patronized

The store type patronized by the respondent was determined

using an open-ended question. The respondent was asked to

write the name of the store at which he/she shopped most

often to purchase apparel. The responses were then

categorized by the researcher into the following groups,

department store, specialty store, and discount store.

Stone's (1990) definitions of department store, specialty

store and discount store were used in categorizing these

store types. Stone's (1990) definition of the department

store is consistent with that used by the Bureau of the

Census. A department store was defined as employing 25 or

more people, and sells general lines of merchandise in each

of the three categories: (1) home furnishings, (2) household

linens and/or dry goods (fabric) and (3) apparel and

accessories for the entire family. A specialty store was

defined as a store that carries limited lines of apparel,

accessories or home furnishings. Retailers use the term to

describe any apparel and/or accessories store that exhibits a

degree of fashion awareness and carries goods for men, women,

and/or children. A discount store is a departmentalized

retail store using many self-service techniques to sell its

goods. It operates at low profit margins, has a minimum

annual volume of $500,000 and is at least 10,000 square feet.

The three store types were delineated because it was found

that the respondents shopped at either a department,

specialty or discount store. These were also the most

prevalent store types in Salem, Oregon.
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Measurement of Overall Satisfaction With Patronized Store

The respondent's overall satisfaction with his/her

patronized store was measured using a 5-point Likert scale.

The scale ranged from (1) very dissatisfied to (5) very

satisfied.

Measurement of Demographic Characteristics

The demographic variables, gender, age, highest level of

education completed, employment status, present/previous

employer, marital status, spouse's employment status, health

status and household income were measured by single-item,

self-reported responses (Appendix A, questions 18-25).

Health status is often requested when surveying the elderly

population because an individual's health status may

deteriorate with age. Therefore, an individual's health

status may influence their store patronage motives. The

demographic information obtained was used to describe the

sample and compare the respondents to state and national

averages using U.S. Census Data. The respondents'

demographic characteristics were compared to state and

national averages to determine whether the present sample of

elderly was representative of Oregon's and/or the United

State's elderly population.
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Pretesting and Pilot Testing of the Questionnaire

Fellow graduate students and faculty within the Department

of Apparel, Interiors, Housing and Merchandising at Oregon

State University were asked to pretest the questionnaire and

review it for face validity. Face validity refers to the

visual appearance of the questionnaire. A visually appealing

questionnaire may increase the probability of a higher

response rate. Another reason for testing the questionnaire

for face validity was to remove or clarify any ambiguous

scale items or instructions.

As a result of the pretest, an item concerning the

psychological fit of clothing was added to the scale

regarding perceived clothing needs and the scale regarding

merchandise assortment of the patronized store. Several

items on the questionnaire were also rephrased for clarity.

Subsequently, the questionnaire was pilot tested for

reliability and face validity on a group of 10 elderly

residents of Corvallis, Oregon. The elderly were observed

during the pilot test to determine whether they encountered

any problems while completing the questionnaire. The pilot

test revealed that the respondents did not complete the

question regarding overall satisfaction with their patronized

store. It was thought that the reason for failing to answer

this question, was related to the location of this item on

the page. This item visually appeared to be isolated at the

top of the page and may have been mistaken as an example

or a sample question. Therefore, the question regarding

overall satisfaction with their patronized store
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was moved to the bottom of the previous page. During this

pilot test, it was also noted that the respondents took

approximately 15 to 20 minutes to complete the questionnaire.

Cronbach's alpha was used to test the reliability of the

self-concept and store image variables regarding merchandise

assortment and fashion image. As shown in Table 1, the alpha

for self-concept regarding merchandise assortment (styles and

sizes that fit) was .6063, self-concept regarding fashion

image was .3363. Cronbach's alpha for store image regarding

merchandise assortment was .8966 and the alpha for store

fashion image was .3166. According to Nunnally (1967)

reliabilities of .50 or .60 for predictor tests are

sufficient. Therefore, the pilot study's reliability

estimates for self-concept regarding fashion image were

considered to be low. A statistical consultant at Oregon

State University indicated that the low reliability estimates

may have been due to the small number of respondents or to

the small number of items per scale. She indicated that with

a larger sample, these estimates may increase. Therefore, no

revisions in the questionnaire were made.

Procedure

The questionnaire was distributed by the researcher to the

elderly participants of the Salem Senior Center. The senior

center is located in Salem, Oregon. Permission to survey the

elderly of the Salem Senior Center was obtained from the

director of the center. Two days were spent at the center

collecting data. Both male and female elderly individuals
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Table 1

Reliability Coefficients. Based on Pilot Study Data

Variable n alpha

Self-Concept

Merchandise Assortment 10 .6036

Fashion Image 10 .3363

Store Image

Merchandise Assortment 10 .8966

Fashion Image 10 .3166
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were approached by the researcher and asked to complete the

questionnaire. After the individual had completed the

questionnaire, it was either collected by the researcher, or

the respondent returned it to a box which had been placed on

a table located at the entrance/exit to the building.

Data Analysis

Descriptive statistics (frequencies, percentages, means

and standard deviations) were computed to determine the

characteristics of the sample. Reliability tests, using

Cronbach's alpha, were conducted on the sample data. The

statistical analysis used in analyzing the data was

determined upon consultation with a statistical consultant at

Oregon State University.

The statistical package SPSS/PC+ was used in analyzing the

data. Regarding missing data, if at least half the number of

items within a scale were completed, the subject's responses

were included in the data analysis. If more than half the

number of items within a scale were incomplete, the subject's

responses for that particular scale, were not included in the

analysis.

Hypotheses 1, 2, and 3 were tested using Pearson-Product

Moment Correlation analyses. These three hypotheses

predicted that a positive relationship would exist between

the self-concept and store image variables. Therefore,

correlation analyses were conducted to test these hypotheses.

Hypotheses 4 through 9 investigated differences within the

sample's self-concept and store image by demographic
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variables. Therefore, one-way analyses of variance were

conducted to test these six hypotheses. In testing

Hypotheses 1 through 9, if 12 < .05, the hypothesis was

accepted.
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CHAPTER IV

PRESENTATION AND INTERPRETATION OF RESULTS

The purpose of the present study was to test the self-

concept and store image congruency theory within an elderly

population. The objectives of this study were: to determine

congruency between self-concept and the store image

components of merchandise assortment, fashion image and sales

service, and to identify significant differences in the self-

concept and store image variables by demographic

characteristics.

This chapter includes a description of the sample, the

results of the reliability tests of the instrument,

descriptive statistics for self-concept and store image

variables, respondents' overall satisfaction with his/her

patronized store, results of the hypothesis tests and

analyses conducted in addition to hypothesis testing.

Description of Sample

The data for the study were obtained from a sample of

elderly individuals, all participants of the Salem Senior

Center located in Salem, Oregon. Although approximately 60

elderly individuals declined to complete the questionnaire,

74 elderly individuals agreed to complete it. Four

questionnaires, however, were incomplete. An incomplete

questionnaire was defined as one in which a third of the

self-concept and/or store image items were not answered.
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Thus, the findings are based on the analysis of data obtained

from 70 participants (52% of the 134 who were asked).

As shown in Table 2, the sample consisted largely of

females compared to males. There were 63 (90%) females and 6

(8.6%) males in the sample.

Respondents were asked to indicate their age by selecting

one of five age group categories. As shown in Table 2, the

two largest groups were the 65-69 age group (27.1%) and the

70-74 age group (27.1%). The 75-79 age group represented

24.3% of the sample. The 60-64 year old category contained

8.6% of the sample while the 80 and older age group comprised

only 1.4% of the sample (one respondent). The age group of

55 to 59 had no respondents. Thus, the present sample

included only individuals aged 60 and older.

Compared to the population statistics of Oregon's elderly,

the sample in the present study was slightly older. The

largest age groups within the sample were the 65 to 69 and

the 70 to 74 year old age groups, each with 27.1% of the

sample. Whereas, in Oregon, the largest elderly age

category, concerning individuals aged 60 and older is the 60-

64 age category. This age group constitutes 28.0% of

Oregon's elderly population (U.S. Bureau of the Census,

1980). Nationally, the 60-64 age category is also the

largest elderly age category, comprising 28.3% of the U.S.

population (U.S. Bureau of the Census, 1980).

Concerning the highest educational level attained, 10.0%

of the respondents indicated grade 11 or less. The largest

group of respondents, 25.7%, had completed high school or

received an equivalent degree, 10.0% had attended a technical
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or trade school beyond high school, 18.6% had completed some

college work, 8.6% had a two-year college degree, 4.3% had a

bachelors degree, 10.0% of the sample had completed some

graduate work and 11.4% had earned a graduate degree (see

Table 2). Approximately 63% of the sample had completed some

academic work beyond high school. In Oregon, the highest

level of education obtained by 54.0% of the elderly aged 60

and over was a high school degree (U.S. Bureau of the Census,

1980). Approximately 9.8% of Oregon's elderly aged 60 and

older completed four or more years of college (U.S. Bureau of

the Census, 1980). Nationally, 42.9% of elderly aged 60 and

older attained a high school diploma as his/her highest level

of education completed and 8.8% of the elderly population

completed four of more years of college. In general, the

present sample is more highly educated with 25.7% having

completed four or more years of college compared to Oregon's

elderly population (9.8% having completed four or more years

of college) and the national elderly population (8.8% having

completed four of more years of college).

A large majority of the sample, 62 respondents (88.6%)

were retired, 6 respondents (8.6%) were partially retired

(working part-time for pay), one individual (1.4%) was

employed full-time and another individual (1.4%) responded to

the other category (see Table 2). This respondent reported

that he was a farmer. Whether he considered himself employed

full time or part-time was not known.

As described by a supervisor of the Salem Senior Center,

many of the participants in this study are/were state

government workers, as Salem is the capitol of Oregon.
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Participants who are/were employed by the state government

comprised 45.7% of the sample. While 22.9% of the sample

work/worked for private businesses (see Table 2). Table 3

lists the respondents by their reported occupation. The

categories used are the standard occupational classifications

used by the U.S. Department of Commerce (1980). Examples of

state government occupations reported by the sample included

teacher, registered nurse, secretary, and engineer. Examples

of private business occupations include insurance sales

manager, apartment owner, plumber and religious worker.

Concerning marital status, 47.1% of the respondents were

married. Respondents who were widowed comprised the second

largest group, 35.7% of the sample (see Table 2). Ten

percent of the respondents were divorced/separated and 2.9%

were living with a partner. The sample consisted primarily

of females therefore, the Oregon and national population

statistics were referenced regarding marital status of women.

Approximately 77.2% of Oregon's female elderly population is

married; nationally, 42.3% of elderly American females aged

60 and older are married. In all three sets of data

concerning marital status (sample, Oregon and national),

married individuals formed the largest category.

The percent of widowed women (35.7%) in the present sample

was higher than the Oregon percentage (U.S. Bureau of the

Census, 1980) of widowed women (10.6%) but lower than the

national percentage (U.S. Bureau of the Census, 1980) of

widowed women (44.1%). Approximately 6% of Oregon women aged

60 and older and U.S. elderly females aged 60 and over were
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divorced or separated (U.S. Bureau of the Census, 1980),

compared to 10.0% of the sample being divorced or separated.

Regarding marital status the sample was not representative of

either Oregon or national statistics.

Information regarding the employment status of the

respondent's spouse was also obtained. A large percentage

(45.7%) of the respondents indicated that his/her spouse was

retired. Only 2.9% of the respondents' spouses were

partially retired, working part-time (see Table 2).

The respondents also reported on their health status.

Only one respondent (1.4%) in the sample perceived

himself/herself as being in poor health, while 10.0% claimed

to be in fair health. The majority of respondents, 54.3% saw

themselves as being in good health and approximately a third

of the sample, 31.4% considered themselves to be in excellent

health (see Table 2).

The sample represented a wide range of household income

levels (see Table 2). The income group with the highest

percentage of respondents (22.9%) was the $5,001 to $10,000

category. The category with the lowest percentage of

respondents (2.9%) was the $45,000+ income category.

According to the U.S. Bureau of the Census (1980), the

average income for an Oregon household headed by someone 60

and older was $16,338. The U.S. Bureau of the Census (1980)

reported the U.S. mean household income (with householder

aged 60 and older) to be $16,585. The U.S. Bureau of the

Census groups income levels differently, therefore, specific

comparisons are difficult to make. Within the sample, the

largest number of respondents (22.9%) were within the income
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level of $5001 to $10,000 which is well below the Oregon mean

of $16,338 and the national household income mean of $16,585.

Therefore, regarding household income, the present sample was

not representative of either Oregon or national statistics.

The majority of the sample, 57.1% most often patronized

department stores for apparel purchases. Only 15.7% of the

sample reported most often patronizing specialty stores while

20.0% reported most often patronizing discount stores (see

Table 2) .

Reliability of Instrument

After collecting the data for the study, the self-concept

and store image scales were tested for reliability. The

self-concept scales of the merchandise assortment needed and

fashion image were tested for reliability. The store image

scales of merchandise assortment and fashion image were also

tested. Cronbach's alpha was used to estimate scale

reliability. The reliability coefficients for the scales

ranged from .57 to .91 (see Table 4). Previous research from

which these scales were adapted did not report reliability

estimates. Therefore, a comparison of the present study's

reliability coefficients to those obtained by previous

researchers was not possible. According to Nunnally (1967)

reliability coefficients at .50 or .60 are sufficient for

predictor tests or hypothesized measures of a construct.
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Table 2.

Demographic Characteristics of Respondent.

Characteristic Frequency Percent

Gender
6

63
1

====
n=70

8.6
90.0
1.4

====
100.0

Male
Female
No Response

Age
55 - 59 0 0

60 64 6 8.6
65 - 69 19 27.1
70 74 19 27.1
75 79 17 24.3
80+ 8 11.4

No Response 1 1.4
==== ====
n=70 99.9

Educational Level
Grade 11 or less 7 10.0

High school or equivalent 18 25.7
Technical or trade school
beyond high school 7 10.0

Some college work 13 18.6

2-year college degree 6 8.6

Bachelors degree 3 4.3
Some graduate work 7 10.0
Graduate degree 8 11.4

No Response 1 1.4
==== ====
n=70 100.0
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Table 2 (continued)

Characteristic Frequency Percent

Employment Status
Retired 62 88.6
Partially retired 6 8.6
Employed full-time 1 1.4

Unemployed 0 0

Other 1 1.4

No Response 0 0
==== ====
n=70 100.0

Present/Previous Employer
Employed by private firms 16 22.9
Employed by the government 32 45.7

No Response 22 31.4
==== ====
n=70 100.0

Marital Status
0 0single, never married

Widowed 25 35.7
Divorced/separated 7 10.0
Living with a partner 2 2.9

Married 33 47.1

No Response 3 4.3
= = = = = = =

n=70 100.0

Spouse Employment Status
Retired 32 45.7
Partially retired 2 2.9
Employed full-time 0 0

Unemployed 0 0

Other 0 0

No Response 36 51.4
= = = = = = =

n=70 100.0



Table 2 (continued)

Characteristic Frequency Percent

Health Status
Poor 1 1.4

Fair 7 10.0

Good 38 54.3

Excellent 22 31.4

No Response 2 2.9
= = = = = = = =

n=70 100.0

Income Level
Under $5,000 4 5.7

$5,001 10,000 16 22.9

$10,001 15,000 6 8.6
$15,001 - 20,000 11 15.7

$20,001 25,000 9 12.9

$25,001 30,000 5 7.1

$30,001 35,000 3 4.3

$35,001 40,000 3 4.3

$40,001 45,000 3 4.3

$45,000+ 2 2.9

No Response 8 11.4
==== ====
n=70 100.1

Store Patronage
Department store 40 57.1
Specialty store 11 15.7

Discount store 14 20.0

No Response 5 7.1
==== ====
n=70 99.9

59

Note. Percent totals may not equal 100.0% due to rounding.



Table 3.

Description of Respondents' Occupation

Occupation Frequency Percent

Private Business Occupations
Marketing and Sales 4 5.7

Service 3 4.3
Administrative Support 1 1.4

Construction and Extractive 2 2.9
Social Recreation and Religious Worker 1 1.4

Precision Production Occupation 1 1.4
Agricultural, Forestry and Fishing 1 1.4

Health Technologists and Technicians 1 1.4

Production Working 2 2.9

State Government Occupations
Teachers, Librarians and Counselors 14 20.0
Registered Nurses, Pharmacists,

Dieticians, Therapists, and
Physicians Assistant 4 5.7

Service 6 8.6
Marketing and Sales 1 1.4

Administrative support 4 5.7

Military 2 2.9
Engineers, Surveyors and Architects 1 1.4

No Response 22 31.4
==== ====
n=70 99.9
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Note. Percent totals may not equal 100.0% due to rounding.
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Table 4.

Reliability Coefficients for Self-Concept and Store Image
Scales. Based on Principle Study Data

Variable alpha

Self-Concept
Merchandise Assortment
Fashion Image

Store Image
Merchandise Assortment
Fashion Image

.9139

.5693

.8991

.5277
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Descriptive Statistics for Self-Concept, Store Image and
Satisfaction Variables

Global mean scores and standard deviations were computed

for each of the self-concept and store image variables. All

scales ranged from (1) strongly disagree to (5) strongly

agree. The global mean score for self-concept regarding the

perception of clothing needs in regard to fit (average of

questionnaire items 11, 12, and 13) was 2.89. This global

mean of 2.89 indicated that the respondents did not perceive

themselves as having difficulty in finding clothes which fit.

All three items in the self-concept scale regarding

perception of clothing needs were reverse scored. The global

mean for self-concept regarding fashion image (average of

questionnaire items 14, 15 and 16) was 2.61, signifying that

the sample had little interest in being fashionable. One

item in this self-concept regarding fashion image scale was

reverse scored. Self-concept regarding the personal

characteristics of courtesy, efficiency and knowledge of

clothing produced a global mean score of 3.98 (average of

questionnaire items 17a, 17b, and 17c). The respondents had

a relatively positive self-concept regarding these three

personal characteristics.

Store image regarding merchandise assortment (styles and

size range offered) had a global mean of 3.74 (average of

questionnaire items 1 through 5). The respondents of the
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Table 5

I

Satisfaction Variables

Variable Mean aa

Self-Concept
Merchandise Assortment 69 2.89 1.17
Fashion Image 67 2.61 .91
Personal Characteristics 64 3.98 .95

Store Image
Merchandise Assortment 70 3.74 .93
Fashion Image 70 3.46 .69
Sales Service 69 3.95 1.21

Satisfaction With
Patronized Store 70 4.10 .96

Note. Mean range = 1 (low/disagree) to 5 (high/agree)
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sample perceived the store as offering the styles and size

ranges they needed. Fashion image of store had a global mean

of 3.46 (average of questionnaire items 6, 7 and 8). This

global mean score indicated that the respondents viewed the

store they patronized for apparel purchases as fashionable.

Sales service had a global mean of 3.95 (average of

questionnaire items 9a, 9b and 9c). The sales service global

mean indicated that the respondents had a relatively positive

view of the sales service at their patronized store.

The sample's mean for overall satisfaction with their

patronized store was 4.1. On a scale from (1) strongly

disagree to (5) strongly agree, this mean score indicated

that the elderly in the sample were very satisfied with the

stores they patronized (see Table 5).

Hypotheses Tests

Hypothesis 1: A positive relationship will exist between

perception of clothing needs in regard to fit and the

merchandise assortment in regard to styles and size range

offered at the patronized store.

The self-concept scale regarding an individual's

perception of clothing in relation to fit consisted of three

items. Two of the items in this self-concept scale referred

to the physical fit of clothing. The third item referred to

the psychological fit of clothing, or whether clothing suited

the individual's taste.

The store image scale regarding the merchandise assortment
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offered at the patronized store consisted of five items.

Four of which referred to the physical fit of clothing. The

fifth item referred to the psychological fit of the

merchandise assortment, or whether the merchandise assortment

suited the respondent's taste in clothing.

Two Pearson-Product Moment correlations were conducted to

test Hypothesis 1. The first Pearson-Product Moment

correlation was calculated to test whether a relationship

existed between an individual's perception of clothing needs

in regard to the physical and psychological fit of clothing

and the merchandise assortment in regard to the styles and

size range offered at the patronized store. The results

indicated that no relationship existed between the two

variables Cr = .2012, 12. = .058, n = 62). Hypothesis 1 was

not supported by the data analysis. This finding is contrary

to results reported by Bellenger, Steinberg and Stanton

(1976), Dornoff and Tatham (1972), Grubb and Grathwohl

(1967), Mason and Mayers (1970) and Stern, Bush and Hair

(1977). These researchers have all found support for a

positive relationship between an individual's self-concept

and store image.

The second Pearson-Product-Moment correlation conducted to

test Hypothesis 1, excluded the item referring to clothing

taste or the psychological fit of clothing in both the self-

concept and store image scales. The result of this

correlation indicated a positive significant relationship

between an individual's perception of clothing needs in

regard to fit and the merchandise assortment in regard to the

styles and size range offered at the patronized store
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ft = .7241, p. < .001, n = 73). Hypothesis 1 was supported

after the item referring to the psychological fit of clothing

was excluded from the analysis. The results of this

correlation support the findings of researchers Bellenger,

Steinberg and Stanton (1976), Dornoff and Tatham (1972),

Grubb and Grathwohl (1967), Mason and Mayer (1970) and Stern,

Bush and Hair (1977), who found evidence to support the self-

concept and store image congruency theory. Therefore, in

regard to merchandise assortment, the self-concept and store

image congruency theory was supported within this elderly

apparel consumer population. The elderly of this sample

patronized stores which they felt had the sizes and styles

which fit them physically. To this elderly population, the

physical fit of clothing may be a more important clothing

attribute than the psychological fit of clothing. Thus,

Hypothesis 1 was supported only after the item concerning the

psychological fit of clothing was excluded from the

correlation analysis.

Hypothesis 2: A positive relationship will exist between the

Of 11.0- S. 1 fi3O- 0 0- S. Of -0

store.

A Pearson-Product-Moment correlation was conducted to test

whether a relationship existed between fashion image of self

and fashion image of the patronized store. The results

indicated that no relationship existed between the variables

of fashion image of self and fashion image of the patronized

store (r = .1344, g = .149, n = 62). Hypothesis 2 was not
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supported. The results conflict with the findings of

Bellenger, Steinberg and Stanton (1976), Dornoff and Tatham

(1972), Grubb and Grathwohl (1967), Mason and Mayer (1970)

and Stern, Bush and Hair (1977), all of whom found support

for the self-concept and store image congruency theory. A

possible reason for the finding of the present study may be

related to the low reliability coefficients for the fashion

image of self (.5693) and fashion image of store (.5277)

scales. These scale items may not have been accurately

measuring the variable of self fashion image and store

fashion image. Also, the majority of respondents in the

sample were retired. Therefore, they may not interact with

society in formal settings as often as those who are

employed. Thus, the elderly may not see themselves as

needing fashionable clothing at this stage of their lives.

Many of the respondents mentioned wearing garments that they

had owned for several years.

It is interesting to note that fashion image of self had

the lowest mean score of the six self-concept and store image

variables (see Table 5). A low mean score for fashion image

of self conflicts with Hogg and Baer's (1986) reports that

elderly women wanted fashionable clothing. The present

sample of men and women did not support Hogg and Baer's

previous finding of elderly women wanting or wearing

fashionable clothing.

Hypothesis 3: A positive relationship will exist between

self-concept regarding three personal characteristics and the
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image of sales service provided by the salespeople at the

patronized store.

A Pearson-Product-Moment correlation was conducted to test

Hypothesis 3. The results indicated that a significant

positive relationship does exist between the elderly's self-

concept and image of sales service regarding courtesy,

efficiency and knowledge of clothing (s. = .4835, a < .001, n

= 62). Hypothesis 3 was supported. The results support the

findings of previous research (Bellenger, Steinberg &

Stanton, 1976; Dornoff & Tatham, 1972; Grubb & Grathwohl,

1967; Mason & Mayer, 1970; Stern, Bush & Hair, 1977) and

provide additional support for the self-concept and store

image congruency theory.

Further analyses of the sales service variables were

conducted. A Pearson-Product-Moment correlation coefficient

was calculated for each of the corresponding self-concept and

store image items. A correlation coefficient was calculated

for each of the following pairs: the self-concept

characteristic of courtesy and the store sales service item

regarding courtesy; self-concept characteristic of efficiency

and the store sales service item regarding efficiency; and,

the self-concept characteristic of clothing knowledge and the

store sales service item regarding knowledge of clothing.

The correlation coefficient for self-concept and store image

regarding the adjective courteous indicated a significant

positive relationship existed (. = .3767, a = .001, n = 73).

The correlation coefficient for self-concept and store image

regarding the adjective efficient also indicated a
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significant positive relationship (r = .4279, ,a < .001, n =

73). The correlation coefficient for self-concept and store

image regarding the adjective knowledgeable also supported a

significant positive relationship (L = .3862, p. < .001, n =

73). All three individual correlations indicated a

significant positive relationship. Thus, these results

provide additional support for the self-concept and store

image congruency theory.

Elderly apparel consumers within this sample who saw

themselves as courteous, efficient and knowledgeable about

clothing shopped at stores with salespeople who were also

seen as courteous, efficient and knowledgeable. The global

mean score for store image regarding sales service was 3.95.

The global mean score for self-concept regarding the three

personal characteristics (courtesy, efficiency, knowledge)

was 3.98. Both global mean scores, obtained from a 5-point

scale, were relatively high, indicating a favorable image of

self and store regarding sales service. This finding may

indicate that courteous, efficient and knowledgeable sales

service is an important characteristic of a store which the

elderly choose to patronize for apparel purchases.

Hypothesis 4: Significant differences will exist in the

self-concept variables of clothing needs in regard to fit,

fashion image and personal characteristics (courteous,

efficient and knowledge of clothing) by age group.

Three one-way analyses of variance (ANOVAs) were conducted

to test Hypothesis 4. The analyses indicated no significant
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difference existed among the age groups (60-64, 65-69, 70-74,

75-79, 80+) regarding the self-concept variables of clothing

needs in regard to fit, fashion image or the personal

characteristics of courtesy, efficiency and knowledge. In

each ANOVA, age was used as the independent variable and

self-concept regarding clothing fit, fashion image and

personal characteristics were designated as the dependent

variables. As shown in Table 6, the first ANOVA, self-

concept regarding clothing fit indicated no significant

difference by age OE = 2.3885, dt = 67, 12 = .0603). The

respondents' mean score for self-concept of clothing needs in

regard to fit was 2.89 (see Table 5). All items in the self-

concept scale regarding clothing needs were reverse scored.

Therefore on the scale a response of "1" would indicate no

difficulty in finding clothing that fit and a "5" would

indicate extreme difficulty in finding clothing to fit. The

mean score of 2.89 indicates the elderly of the sample did

not encounter much difficulty in finding merchandise which

fit them.

This finding does not support findings by previous

researchers (Richards, 1981; Schuster & Kelly, 1974; Smathers

& Horridge 1978-79) which indicate that the elderly have a

great need for special sizing due to physiological changes.

Although information regarding physiological change was not

requested in the questionnaire, the elderly in this sample

may have experienced physiological changes due to aging.

However, the results indicate that they did not experience

much difficulty in finding clothes which fit. A reason for

this may be that the elderly in this sample are the more
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active elderly within Salem's elderly population, indicated

by their voluntary participation in the Salem Senior Center's

activities. These elderly are physically mobile and may be

in better physical condition than the elderly population in

general. Also, more than one-half of the sample reported

themselves to be in good health and approximately a third

considered themselves to be in excellent health. Therefore,

they may have less difficulty in finding clothing that fit

compared to samples of elderly used by previous researchers.

Thus the elderly aged 60 and older in this sample, all had

similar clothing needs and no significant differences were

found regarding fit by age. The group means of self-concept

concerning their perceived clothing needs of fit by age are

shown in Table 7.

The second ANOVA, self fashion image by age also indicated

no significant differences existed among the age groups (E =

.7356, 1 = 65, 12 = .5713). These results are reported in

Table 8. Very few studies have been conducted on an older

population's fashion image of self. Researchers Hoffman

(1979) and Lazer (1985) have both reported that fashionable

clothing is important to the elderly in boosting their self-

esteem and in making a good impression in their new

community, church or living environment. The present study

did not find support for the conclusions made by Hoffman and

Lazer. As shown in Table 5, the mean score for fashion image

of self was 2.61. The scale ranged from (1) strongly

disagree, no interest in keeping up with the latest fashion

to (5) strongly agree, strong interest in keeping up with the
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latest fashions. The mean response of 2.61 indicated the

sample had little interest in owning the most current

fashions. In the testing of Hypothesis 4, it was found that

the elderly in this sample all had a low interest in

obtaining clothing that reflected the most current fashion

trends. No differences among age groups were found regarding

fashion image of self. The means for fashion image of self

by age group are shown in Table 9.

The third ANOVA utilized to test Hypothesis 4 used the

global self-concept score regarding the personal

characteristics of courteous, efficient and knowledgeable as

the dependent variable and age was the independent variable

(see Table 10). The analysis of variance indicated that no

significant difference existed between age groups regarding

the self-concept personal characteristics of courtesy,

efficiency and knowledge of clothing (E = 1.2147, Lif = 62, 12

= .3144). As reported in Table 5, the sample's overall mean

for the self-concept personal characteristics of courtesy,

efficiency and knowledge of clothing was 3.98. On a scale of

(1) strongly disagree to (5) strongly agree, the mean score

of 3.98 indicated the respondents had a relatively positive

view of themselves regarding the self-concept characteristics

of courtesy, efficiency and knowledge of clothing. The data

analysis did not support Hypothesis 4 in that no significant

differences existed in the self-concept variable regarding

personal characteristics by age. Table 11 lists the age

group means for self-concept regarding the personal

characteristics.
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Table 6

4-- 41. .4 000. 04 0 0 110'.4

Concept of Clothing Needs in Regard to Fit by Age

Source of
Variation

sif Sum of
Squares

Mean of E
Squares

b2

Between
Groups

Within
Groups

Total

4

63

67

12.0841

79.6851

91.7692

3.0210

1.2648

2.3885 .0603

Table 7

Age Group Means of Self-Concert Concerning Perceived Clothing
Needs In Regards to Fit

Age Group n Mean aa

60 64 6 2.78 .86

65 69 19 2.32 1.17
70 74 19 2.82 1.01
75 79 16 3.40 1.24
80+ 8 3.33 1.21

Total 68 2.87 1.17
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Table 8

One-way Analysis of Variance Comparison of Group Means, Self
Fashion Image by Age

Source of
Variation

Sum of
Squares

Mean of
Squares

F. a

Between
Groups

Within
Groups

Total

4

61

65

2.5010

51.8509

54.3519

.6252

.8500

.7356 .5713

Table 9

Age Group Means Regarding Self Fashion Image

Age Group a Mean SD

60 64 6 2.50 .66

65 69 19 2.56 .67

70 74 18 2.52 1.11

75 79 15 2.96 .92

80+ 8 2.38 1.12

Total 66 2.61 .91



Table 10

e -. to. Of OS 44.9

75

CsaiceatIleaarsiing22rasmaLCharactsalatiazb_yAaa

Source of
Variation

sit Sum of
Squares

Mean of
Squares

E a

Between
Groups 4 4.4220 1.1055 1.2147 .3144

Within
Groups 58 52.7843 .9101

Total 62 57.2063

Table 11

Age Group Means of Self-Concept Regarding the Personal
$ o I

Clothing

Age Group Mean 312

60 64 5 3.67 1.41

65 69 18 3.67 1.04

70 74 17 4.08 1.10
75 79 16 4.33 .75

80+ 7 4.00 1.00

Total 63 3.98 .96
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In this sample of elderly apparel consumers, differences

in age groups were not found in regard to the self-concept

variables. The individuals aged 60 and older within this

sample had similar self-concepts regarding clothing fit, self

fashion image and personal characteristics.

Hypothesis 5: Significant differences will exist in the

self-concept variables of clothing needs in regard to fit,

I 0 0. 0-00-

Due to the overwhelming number of females compared to

males, it was thought that in testing Hypothesis 5,

significant differences would not be representative of

differences by gender. Therefore, Hypothesis 5 was not

tested using an ANOVA.

However, the male respondents' global means for their

self-concept variables were calculated. The responses of the

male participants were very similar to the sample's global

means regarding the self-concept variables. The male

respondents' global mean for perceived clothing needs was

2.77, self fashion image also had a global mean of 2.77.

Self-concept regarding the three personal characteristics had

a global mean of 4.20.

The responses of the male participants were evenly

distributed and not clustered at any particular point on the

5-point Likert scales. Therefore, data provided by male

respondents were included in the sample data.
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Hypothesis 6: Significant differences will exist in the

self-concept variables of clothing needs in regard to fit,

fashion image and sales service by income level.

Three one-way analyses of variance (ANOVAs) were used to

test Hypothesis 6. In computing the ANOVAs, the 10 original

income categories were collapsed to form four income

categories ($10,000 and under, $10,001 to $20,000, $20,001 to

$30,000, $30,000+). This was done for statistical purposes,

to increase and equalize the number of respondents in an

income category. The first one-way ANOVA used income as the

independent variable and self-concept regarding the

respondents' perception of clothing needs in relation to fit

as the dependent variable. As shown in Table 12, the results

of the one-way ANOVA did not indicate support for Hypothesis

6 CE = 2.0683, gif = 60, a = .1145). Table 13 lists the group

means of self-concept regarding the sample's perception of

clothing needs in relation to fit by income.

The second one-way ANOVA used to test Hypothesis 6

compared fashion image of self and income. The results (see

Table 14) of the ANOVA did not indicate support for

Hypothesis 6, (f = 1.0696, - 58, a = .3695). The group

means for self-concept regarding the personal characteristics

of courtesy, efficiency and knowledge of clothing by income

are listed in Table 15. The third one-way ANOVA performed

investigated self-concept regarding courtesy, efficiency and

knowledge of clothing by income. This ANOVA also indicated

no support for Hypothesis 6 (F = .7380, j = 56, a = .5341).

See Table 16. Table 17 lists the group means for self
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concept regarding the personal characteristics of courtesy,

efficiency and knowledge of clothing by income groups.

All three ANOVAs indicated no significant differences

existed among the independent variable of income level and

the dependent self-concept variables of clothing needs in

regard to fit, fashion image and the personal characteristics

of courtesy, efficiency and knowledge of clothing.

Hypothesis 6 was not supported. The results indicated that

the elderly of all income levels are similar in regard to the

self-concept variables measured.

Hypothesis 7: Significant differences will exist in the

store image variables of merchandise assortment, fashion

image and sales service by age group.

In testing Hypothesis 7, three one-way analyses of

variance (ANOVAs) were conducted. All three ANOVAs did not

indicate support for Hypothesis .7 in that no significant

differences were found when the store image variables of

merchandise assortment, fashion image and sales service were

investigated by age groups. The elderly of all age groups

seemed to view the store image variables similarly. The

results of the three one-way ANOVAs are as follows. The

first ANOVA compared merchandise assortment by age groups.

The results reported in Table 18, indicated no significant

differences existed between age groups regarding merchandise

assortment (17. = 1.9970, dt = 68, la = .1056). All age groups

appeared to have a similar store image regarding the
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Table 12

One-way Analysis of Variance Comparison of Group Means, Self-

O -0 4* \--41 Z-0. 00-

Source of Sum of
Variation Squares

Mean of
Squares

Between
Groups 3 7.7258

Within
Groups 57 70.9700

Total 60 78.6958

2.5753

1.2451

2.0683 .1145

Table 13

1110 W-.0 .7.
41141 0* 1.--0

Relation to Fit By Income Level

Income Level Mean

$0 $10,000 20

$10,001 $20,000 17

$20,001 $30,000 13

$30,000+ 11

Total 61

2.40
3.20
3.15
3.09

2.91

.93
1.12
1.38
1.07

1.15
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Table 14

One-way Analysis of Variance Comparison of Group Means.
Fashion Image of Self by Income Level

Source of
Variation

sit Sum of
Squares

Mean of
Squares

E a

Between
Groups

Within
Groups

Total

3

55

58

2.5944

44.4677

47.0621

.8648

.8085

1.0696 .3695

Table 15

Group Means Regarding Fashion Image of Self By Income Level

Income Level n Mean aa

$0 $10,000 19 2.51 .97

$10,001 $20,000 16 2.94 .86

$20,001 $30,000 13 2.41 .91

$30,000+ 11 2.48 .79

Total 59 2.60 .90
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Table 16

One-way Analysis of Variance Comparison of Group Means, Self-
Concept of Personal Characteristics by Income Level

Source of
Variation

Sum of
Squares

Mean of
Squares

a

Between
Groups 3 1.7505 .5835 .7380 .5341

Within
Groups 53 41.9025 .7906

Total 56 43.6530

Table 17

Group Means For Self-Concept Regarding the Personal
Characteristics by Income Level

Income Level n Mean aa

$0 $10,000 18 4.20 1.03

$10,001 $20,000 17 3.86 1.04

$20,001 $30,000 11 4.24 .65

$30,000+ 11 3.88 .48

Total 57 4.05 .88
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merchandise assortment offered at their patronized store.

The means of merchandise assortment by age group are shown in

Table 19.

In Table 5, it was reported that the sample's mean

response to store image regarding the merchandise assortment

offered at the patronized store was 3.74. This mean response

indicated that on a scale from (1) strongly disagree to (5)

strongly agree, the respondents perceived the patronized

store as offering clothing which fit them.

The second ANOVA compared store fashion image by age

groups (E. = .6069, d. = 68, "2 =.6591) . The results (see

Table 20) of this one-way ANOVA did not indicate support for

Hypothesis 7. No significant differences were found among

the age groups regarding the fashion image of their

patronized store. The mean response of the sample for the

perceived fashion image of the patronized store was 3.46;

indicating that the sample had a relatively fashionable image

of their patronized store (see Table 5). The store fashion

image means by age group are listed in Table 21.

The last ANOVA used to test Hypothesis 7 compared store

image regarding sales service by age groups (see Table 22).

No significant differences were found among the age groups in

relation to sales service (E = .9060, df = 67, 12 = .4660).

Elderly sampled for this study perceived the sales service of

the patronized store similarly regardless of their age. The

mean response reported in Table 5, for store image regarding

sales service was 3.96, indicating a relatively favorable

image of the sales service regarding sales associate's
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Table 18

One-way Analysis of Variance Comparison of Group Means. Store
Merchandise Assortment by Age Group

Source of
Variation

sit Sum of
Squares

Mean of
Squares

Between
Groups

Within
Groups

Total

4

64

68

6.5972

52.8561

59.4533

1.6493

.8259

1.9970 .1056

Table 19

ko,4; " to 4*

Income Level Il Mean .2.12

60 64 6 3.27 .56

65 69 19 3.90 .67

70 74 19 3.36 1.16

75 - 79 17 4.07 .93

80+ 8 3.89 .85

Total 69 3.74 .94
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Table 20

One-way Analysis of Variance Comparison of Group Means, Store
Fashion Image by Age Group

Source of
Variation

sit Sum of
Squares

Mean of
Squares

Between
Groups 4 1.2099 .3025 .6069 .6591

Within
Groups 64 31.8988 .4984

Total 68 33.1087

Table 21

Group Means of Store Fashion Image By Age Group

Income Level a Mean aa

60 64 6 3.44 .66
65 69 19 3.28 .58
70 74 19 3.49 .92
75 79 17 3.64 .57
80+ 8 3.54 .67

Total 69 3.47 .70
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Table 22'

One-way Analysis of Variance Comparison of Group Means, Store
Sales Service by Age Group

Source of
Variation

sit Sum of
Squares

Mean of
Squares

E a

Between
Groups 4 5.3899 1.3475 .9060 .4660

Within
Groups 63 93.6999 1.4873

Total 67 99.0899

Table 23

V 4 .

Income Level 11 Mean 312

60 64 6 3.44 1.03

65 69 19 4.06 1.07

70 74 19 3.66 1.44

75 79 17 4.19 1.21

80+ 8 4.31 1.11

Total 68 3.96 1.22
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courtesy, efficiency and knowledge of clothing. Results

indicated no significant differences thus, Hypothesis 7 was

not supported. The respondent's group means of perceived

sales service by age are presented in Table 23.

Hypothesis 8: Significant differences will exist in the

store image variables of merchandise assortment. fashion

image and sales service by gender.

Due to the greatly uneven number of males versus females

obtained in the sample, Hypothesis 8 was not tested using an

ANOVA. It was thought that the results obtained would not be

statistically meaningful and would not be representative of

the elderly population.

However, male respondents' store image global means were

calculated. Their glObal mean regarding merchandise

assortment was 3.96, fashion image had a global mean of 3.27

and sales service had a global mean of 4.36. These global

means were similar to the sample's store image global means.

Hypothesis 9: Significant differences will exist in the

- 111,o- n- 1.11 I

image and sales service by income level.

Three one-way analyses of variance were conducted to test

Hypothesis 9. The first ANOVA used income as the independent

variable and store image regarding merchandise assortment as

the dependent variable (see Table 24). No significant

differences were found (1 = 1.0081, E = 61, g = .3958). The
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group means for store image regarding merchandise assortment

by income levels are presented in Table 25. The results of

the second ANOVA, shown in Table 26, compared fashion image

of store by income groups. These results did not indicate

support for Hypothesis 9 in that no significant differences

were found (E = .5557, gif = 61, P = .6464). The sample's

mean scores for store fashion image are presented by income

level in Table 27. The third ANOVA calculated compared store

sales service by income groups (see Table 28). Again, no

significant differences were found (E = .6328, df = 60, 12 =

.5969). Mean scores for sales service are listed by income

levels in Table 29.

In all three ANOVAs no significant differences were found

among the store image variables by income level. Therefore,

all elderly in this sample, regardless of household income

level have similar images of their patronized store regarding

merchandise assortment, fashion image and sales service.

Hypothesis 9 was not supported.

Additional Analysis

Previous researchers (Bernhardt & Kinnear; 1975, Mason &

Smith, 1974) have found that elderly apparel consumers tended

to patronize department stores more often than any other

store type. Additional analysis was performed to investigate

this factor for this elderly sample and to determine whether

they too patronized department stores more often than any

other store type. Possible reasons for department store

patronage were of interest therefore, the self-concept and
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Table 24

One-way Analysis of Variance Comparison of Group Means, Store
Merchandise Assortment by Income Level

Source of
Variation

Lif Sum of
Squares

Mean of
Squares

1 P.

Between
Groups 3 2.8169 .9390 1.0081 .3958

Within
Groups 58 54.0206 .9314

Total 61 56.8375

Table 25

Group Means For Store Merchandise Assortment by Income Level

Income Level n Mean aa

$0 $10,000 20 3.44 1.03
$10,001 $20,000 17 3.92 1.12
$20,001 $30,000 14 3.89 .91
$30,000+ 11 3.60 .58

Total 62 3.70 .97
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Table 26

One-way Analysis of Variance Comparison of Group Means Store
Fashion Image by Income Level

Source of
Variation

Sum of
Squares

Mean of
Squares

Between
Groups

Within
Groups

Total

3

58

61

.8570

29.8172

30.6743

.2857

.5141

.5557 .6464

Table 27

Group Means For Store Fashion Image by Income Level

Income Level Mean aa

$0 $10,000 20 3.33 .62

$10,001 $20,000 17 3.47 .69

$20,001 $30,000 14 3.50 .94

$30,000+ 11 3.67 .60

Total 62 3.47 .71
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Table 28

One-way Analysis of Variance Comparison of Group Means, Store
Sales Service by Income Level

Source of
Variation

Sum of
Squares

Mean of
Squares

a

Between
Groups 3 3.0308 1.0103 .6328 .5969

Within
Groups 57 91.0029 1.5965

Total 60 94.0337

Table 29

Group Means For Store Sales_ Service by Income Level

Income Level Mean SD

$0 $10,000 20 3.62 1.49
$10,001 - $20,000 17 3.98 1.37
$20,001 $30,000 13 4.09 1.09
$30,000+ 11 4.18 .69

Total 61 3.92 1.25
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store image variables were analyzed by the store type

patronized.

Descriptive statistics of frequencies and percentages

indicated that the majority of respondents in the present

sample were patrons of department stores (see Table 2). More

than one-half of the present sample, 54.8% reported that

he/she most often patronized department stores for apparel

purchases, 15.1% indicted most often patronizing specialty

stores and 19.2% most often patronized discount stores for

apparel purchases. The present study therefore supports the

findings of Bernhardt and Kinnear (1975) and Mason and Smith

(1974) that elderly apparel consumers tend to be patrons of

department stores.

One-way analyses of variance were conducted on the self-

concept variables of clothing needs in regard to fit, fashion

image of self and personal characteristics (courtesy,

efficiency, and knowledge of clothing) by store type. The

first ANOVA compared the sample's perceived clothing needs in

regard to fit by store type. The results indicated that no

significant differences existed (. = 1.3856, sLt = 63, p. =

.2577). No differences were seen between department store

shoppers, specialty store shoppers and discount store

shoppers in regard to the sample's perceived clothing needs

in relation to fit (see Table 30). The sample's group means

for their perceived clothing needs in regards to fit by store

type patronized are presented in Table 31.

The second ANOVA compared fashion image of self by store

type. The results indicated no significant differences exist
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between the department store shopper, the specialty store

shopper and the discount store shopper in relation to the

respondents' fashion image of self (E = 1.1542, df = 61, 12 =

.3223). All respondents had a similar self fashion image,

regardless of the store type he/she patronized (see Table

32). Table 33 lists the group means for fashion image of

self by the store type patronized.

The third ANOVA analyzed the personal characteristics of

courtesy, efficiency and knowledge of clothing by store type.

No significant differences were found between the

respondents' personal characteristics and the store type they

patronized (E = .0094, sit = 58, 12 = .9906). The respondents

had similar self-concepts regarding the characteristics of

courtesy, efficiency and knowledge of clothing regardless of

the store type patronized (see Table 34). The means for the

sample's personal characteristics by store type are shown in

Table 35.

Three one-way analyses of variance (ANOVAs) were conducted

on the store image variables of merchandise assortment,

fashion image, and sales service by store type patronized.

All ANOVAs of the store image variables by store type

patronized indicated that no significant differences existed.

The first ANOVA compared department store shoppers, specialty

store shoppers and discount store shoppers with the

respondent's perceived merchandise assortment of his/her

patronized store (F = .8274, df = 64, = .4419). See Table

36. The group means of store merchandise assortment by store

type patronized are shown in Table 37. The second ANOVA

compared the three different store type shoppers with his/her
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perceived fashion image of the patronized store CE = .4017,

df = 64, 1;1 = .6709). See Table 38. The group means of store

fashion image by store type patronized are listed in Table

39. The third ANOVA compared the three store type shoppers

with the sales service received at the patronized store (E =

1.6680, df = 63, = .1971). See Table 40. The group means

of sales service by store type patronized are shown in Table

41. All ANOVAs indicated that no significant differences

existed between the store type patronized and the store image

variables. Therefore, regardless of the store type

patronized, respondents had similar perceptions of

merchandise assortment, fashion image and sales service.

The present study does support the findings of previous

researchers that the elderly tend to patronize department

stores for apparel purchases. More than one-half of the

sample patronized department stores (54.89%), while only

15.1% patronized specialty stores and 19.2% patronized

discount stores. However, no significant differences were

found among the department store shoppers, specialty store

shoppers and discount store shoppers and their perceived

self-concept and store images. The self-concept and store

images of the sample were similar regardless of the store

type he/she patronized.

Summary

After testing Hypothesis 1 and Hypothesis 3, it was found

that a positive relationship does exist between self-concept

and store image among this sample of elderly apparel
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Table 30

One-way Analysis of Variance Comparison of Group Means. Self-
Concept regarding Clothing Fit by Store Type

Source of
Variation

Sum of
Squares

Mean of
Squares

Between
Groups 2 3.8801 1.9401 1.3865 .2577

Within
Groups 61 85.3521 1.3992

Total 63 89.2322

Table 31

10.0 110-.4 f '4'0.

Store Type Patronized

Store Type Il Mean SD

Department 39 2.61 1.21
Specialty 11 2.24 1.31
Discount 14 2.46 .98

Total 64 2.87 1.17
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Table 32

One-way Analysis of Variance Comparison of Group Means, Self
Fashion Image by Store Type

Source of
Variation

Sum of
Squares

Mean of
Squares

12

Between
Groups

Within
Groups

Total

2

59

61

1.7966

45.9167

47.7133

.8983

.7782

1.1542 .3223

Table 33

4-.0 100 111.41- 0- 0 -

Store Type Mean .22

Department
Specialty
Discount

Total

37
11
14

62

2.69
2.27
2.76

2.63

.82
1.00
.95

.88
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Table 34

One-way Analysis of Variance Comparison of Group Means, Self-
Concept Regarding Courtesy, Efficiency and Knowledge by Store
Type

Source of
Variation

df Sum of
Squares

Mean of
Squares

Between
Groups 2 .0181 .0090 .0094 .9906

Within
Groups 56 53.4961 .9553

Total 58 53.5141

Table 35

V -.1111 0, -o Z-o. s ' 00.
Characteristics by Store Type Patronized

Store Type Mean .22

Department 36 3.95 .99

Specialty 11 3.97 .91

Discount 12 3.92 1.01

Total 59 3.95 .96
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Table 36

One-way Analysis of Variance Comparison of Group Means, Store
Merchandise Assortment by Store Type

Source of
Variation

dl Sum of
Squares

Mean of
Squares

Between
Groups 2 1.5316 .7658 .8274 .4419

Within
Groups 62 57.3790 .9255

Total 64 58.9105

Table 37

-.4 4- 5.5S
Patronized

Store Type Mean

Department 40 3.72 1.03
Specialty 11 4.01 .51

Discount 14 3.51 1.02

Total 65 3.72 .96
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Table 38

One-way Analysis of Variance Comparison of Group Means. Store
Fashion Image by Store Type

Source of
Variation

sit Sum of
Squares

Mean of
Squares

1 12

Between
Groups

Within
Groups

Total

2

62

64

.3819

29.4787

29.8607

.1910

.4755

.4017 .6709

Table 39

Group Means For Store Fashion Image by Store Type Patronized

Store Type n Mean Ea

Department 40 3.46 .58
Specialty 11 3.61 1.10
Discount 14 3.36 .58

Total 65 3.46 .68



99

Table 40

One-way Analysis of Variance Comparison of Group Means, Store
Sales Service by Store Type

Source of
Variation

dt Sum of
Squares

Mean of
Squares

Between
Groups 2 4.8998 2.4499 1.6680 .1971

Within
Groups 61 89.5932 1.4687

Total 63 94.4931

Table 41

Group Means For Store Sales Service by Store Type Patronized

Store Type Mean aa

Department 39 3.98 1.20
Specialty 11 4.18 1.22
Discount 14 3.38 1.24

Total 64 3.89 1.22
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consumers. The testing of Hypothesis 1 resulted in a

significant positive relationship between the sample's

perceived needs regarding the physical fit of clothing and

the merchandise assortment available at the patronized store.

The results of testing Hypothesis 3 resulted in a significant

positive relationship between the sample's personal

characteristics regarding courtesy, efficiency and knowledge

of clothing and the image of sales service at the patronized

store regarding the sales associate's courtesy, efficiency

and knowledge of clothing. The results of testing Hypothesis

2, however, did not support a relationship between self-

fashion image and the fashion image of the patronized store.

Testing of Hypothesis 4 and Hypothesis 6 resulted in no

significant differences between the dependent self-concept

variables (clothing needs in regard to fit, fashion image and

personal characteristics of courtesy, efficiency and clothing

knowledge) and the independent demographic variables of age

and income. The results of Hypothesis 7 and Hypothesis 9

also indicated no significant differences for age or income

in regard to the store image components of merchandise

assortment, fashion image and sales service. The present

sample of elderly participants seemed to be a very

homogeneous group in regard to the self-concept and store

image variables measured in this study. Hypothesis 5 and 8

utilized the independent variable of gender. These two

hypotheses were not tested because of the small number of

male respondents in the present sample.
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CHAPTER V

SUMMARY, CONCLUSIONS AND RECOMMENDATIONS

Summary

The purpose of the present study was to test the self-

concept and store image congruency theory within an elderly

apparel consumer population. Self-concept regarding

perception of clothing needs in relation to fit, fashion

image and the personal characteristics of courtesy,

efficiency and knowledge of clothing were investigated. The

store image components investigated included merchandise

assortment, fashion image and sales service. The objectives

of the present study were to determine whether congruency

existed between the components of self-concept and store

image and also to determine whether significant differences

existed within the present elderly sample's self-concept and

store image by the demographic variables of age, gender and

income.

The self-concept and store image congruency theory states

that individuals patronize stores which are very similar to

their own self-concept. Self-concept is the awareness of

one's attitudes, feelings, perceptions and evaluations of

oneself as an object (Hall & Lindsay, 1957). Store image is

(are) any tangible or intangible factor(s) an individual

associates with a store (Lindquist, 1974-75).

Researchers (King & Ring, 1980; Schiffman, Dash & Dillon,

1977; Singson, 1975) have found that consumers patronized a
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particular store because of its store image. King and Ring

(1980) found that male consumers patronized department stores

because of its image of convenient location and wide

merchandise assortment. Midrange fashion specialty stores

were patronized due to their image of best value for money,

knowledgeable salespeople and fashionable clothing. Thus,

because store image influences patronage behavior, this study

attempted to explain store patronage behavior of an elderly

population using the self-concept and store image congruency

theory.

Previous research testing the self-concept and store image

congruency theory used samples of adults of mixed ages

(Bellenger, Steinberg & Stanton, 1976; Dornoff & Tatham,

1972; Grubb & Grathwohl, 1967; Mason & Mayer, 1970; Stern,

Bush & Hair, 1977). None of the previously cited researchers

specifically tested the self-concept and store image

congruency theory with an elderly population. Therefore,

this study attempted to determine the usefulness of the self-

concept and store image congruency theory in explaining store

patronage behavior of an elderly population.

An elderly population was chosen for investigation because

of the recent interest in this age group by retailers who

perceive the elderly as being a target market. There are

three major reasons for this perception. The first reason is

the rapid growth of the elderly population. The second

reason is the elderly population's potential increase in

economic status. And the third reason is because this group

has become a distinct market segment separate from their

younger counterparts.
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Patronage motives common among the elderly differentiate

them from their younger counterparts, forming a distinct

target market (Bernhardt & Kinnear, 1975; Lambert, 1979;

Lumpkin & Greenberg, 1982; Lumpkin, Greenberg & Goldstucker,

1985; Martin, 1975; Mason & Smith, 1974). Lumpkin, Greenberg

and Goldstucker (1985) found the following store patronage

motives to be important to the elderly and unimportant to

their younger counterparts: readable tags and labels; ease of

finding merchandise; convenient parking; and assistance in

finding merchandise. Bernhardt and Kinnear (1975) found that

compared to younger apparel consumers, the elderly tended to

primarily patronize department stores. Therefore, the

patronage motives which elderly individuals have in common

distinguish them as a target market separate from their

younger counterparts.

As previously reported, store image was found to influence

consumers' store patronage behavior. The three store image

components investigated in this present study included

merchandise assortment, fashion image and sales service.

These store image components were selected for investigation

because they were found by previous researchers to be

important patronage motives of elderly apparel consumers

(Bader, 1968; Gelb, 1978; Hoffman, 1979; Hogg & Baer, 1986;

Lambert, 1979; Lazer, 1985; Lumpkin, Greenberg & Goldstucker,

1985; Richards, 1981; Rogers, 1988; Schuster & Kelly, 1974;

Watkins, 1984).

Previous researchers Petre (1986) and Schulz (1980)

reported that the elderly population is a heterogeneous
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population with various lifestyles and demographic

characteristics. Therefore, the present study analyzed the

present sample's self-concept and store image by their

demographic characteristics of age and income level.

Summary of Procedures

The instrument used in collecting the data for the present

study was a self-administered questionnaire which was

completed by 70 elderly participants of the Salem Senior

Center. Before the instrument was used in data collection,

the questionnaire was pre-tested by the faculty and graduate

students of the Department of Apparel, Interiors, Housing and

Merchandising at Oregon State University. The questionnaire

was also pilot tested for reliability with a group of 10

elderly women, who were residents of a retirement home in

Corvallis, Oregon.

The statistical analyses conducted in this study included

descriptive statistics (frequencies, percentages, standard

deviations and means) Pearson-Product Moment correlations and

one-way analyses of variance (ANOVAs). The number of female

respondents (63) greatly outnumbered the number of male

respondents (6). Therefore, statistical analyses involving

gender were not conducted. Also, for statistical reasons,

the number of income categories was collapsed from the 10

original categories to four categories. Collapsing the

income groups was performed to increase and equalize the

number of respondents in each cell.
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Summary of Findings

Nine research hypotheses were tested to accomplish the

objectives for the present study. The first hypothesis

predicted that a positive relationship would exist between

perception of clothing needs in regard to fit and the

merchandise assortment in regard to styles and size range

offered at the patronized store. A Pearson-Product Moment

correlation indicated that no relationship existed between an

individual's perception of clothing needs in regard to the

physical and psychological fit of clothing and the

merchandise assortment in regard to styles and size range

offered at the patronized store. However, when the item

concerning the psychological fit of clothing was removed from

both the self-concept scale and the store image scale, a

significant positive correlation resulted. The correlation

analysis indicated that a significant positive relationship

did exist between the elderly sample's perception of clothing

needs in regard to the physical fit of clothing and the

merchandise assortment in regard to styles and size range

offered at the patronized store.

The second hypothesis predicted that a positive

relationship would exist between fashion image of self and

fashion image of the patronized store. The results of a

correlation analysis indicated that no relationship existed

between the two variables. Hypothesis two was not supported

by the results of the present study.

Hypothesis 3 stated that a positive relationship would

exist between self-concept regarding three personal
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characteristics (courtesy, efficiency and knowledge of

clothing) and the image of sales service provided by the

salespeople at the patronized store. A Pearson-Product

Moment correlation indicated that a significant positive

correlation did exist between the elderly's self-concept

regarding the three personal characteristics (courtesy,

efficiency and knowledge of clothing) and the image of sales

service provided by the salespeople at the patronized store.

Hypothesis 3 was supported by the results of the present

study.

Hypothesis 4 predicted that significant differences would

exist in the self-concept variables of clothing needs in

regard to fit, fashion image and personal characteristics

(courtesy, efficiency and knowledge of clothing) by age.

Three analyses of variance (ANOVAs) were conducted to test

Hypothesis 4. In each ANOVA, age was used as the independent

variable and self-concept regarding clothing needs in regard

to fit, fashion image and personal characteristics of

courtesy, efficiency and knowledge of clothing were

designated as the dependent variable. All three ANOVAs

indicated that no significant difference existed within the

self-concept variables of clothing needs in regard to fit,

fashion image and personal characteristics by age. These

results did not indicate support for Hypothesis 4.

Hypothesis 5 predicted that significant differences would

exist in the self-concept variables of clothing needs in

regard to fit, fashion image and personal characteristics by

gender. Hypothesis 5 could not be tested due to the

overwhelming number of females compared to males. It was
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thought that the results of an analysis of variance would not

be accurate or representative of differences by gender.

Hypothesis 6 predicted that significant differences would

exist in the self-concept variables of clothing needs in

regard to fit, fashion image and personal characteristics by

income. Three one-way analyses of variance (ANOVAs) were

conducted. As previously reported, the number of income

categories were collapsed from 10 groups to form four

categories. This was performed for statistical reasons. In

all three ANOVAs, income was used as the independent variable

and each self-concept variable regarding clothing needs in

regard to fit, fashion image and personal characteristics

were dependent variables. All three ANOVAs indicated no

significant differences existed in the self-concept variables

by income. Hypothesis 6 was not supported by the results of

the study.

Hypothesis 7 predicted that significant differences would

exist in the store image variables of merchandise assortment,

fashion image and sales service by age. Three one-way

analyses of variance were conducted to test Hypothesis 7.

All ANOVAs indicated that no significant differences existed

in the store image variables by age. The results of the

present study did not indicate support for Hypothesis 7.

Hypothesis 8 predicted that significant differences would

exist in the store image variables of merchandise assortment,

fashion image and sales service by gender. Due to the

overwhelming number of females compared to males, Hypothesis

8 was not tested. It was thought that the results would not
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be statistically meaningful.

Hypothesis 9 predicted that significant differences would

exist in the store image variables of merchandise assortment,

fashion image and sales service by income. Once again, for

statistical reasons, the number of income groups were

collapsed to form four groups. Three one-way analyses of

variance (ANOVAs) were conducted. All three ANOVAs did not

indicate support for Hypothesis 9. No significant

differences were found in the store image variables of

merchandise assortment, fashion image and sales service by

income.

Additional analyses of the data involved investigating the

self-concept variables and store image variables by the store

type patronized. All one-way analyses of variance conducted

indicated no significant differences existed within the self-

concept and store image variables by store type patronized.

Regardless of the type of store patronized, all respondents

had similar self-concepts and store images.

Conclusions

The present study tested the self-concept and store image

congruency theory to explain the store patronage behavior of

a sample of elderly apparel consumers. The results of the

study indicated that the theory can be used with this elderly

population to predict and explain their store patronage

behavior related to the store image components of merchandise

assortment and sales service. Elderly respondents with

perceived clothing needs regarding the physical fit of
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clothing patronized stores which he/she perceived as offering

clothing which physically fit him/her. Respondents also

patronized stores with sales associates who were perceived to

have similar degrees of courtesy, efficiency and clothing

knowledge as the respondents. No relationship existed

between fashion image of self and fashion image of the

patronized store. The elderly in the present study did not

patronize stores that had a similar degree of fashionability

as the perceived fashion image the respondent had of

him/herself. Therefore, in the present sample, the self-

concept and store image congruency theory predicted store

patronage behavior regarding the two store image components

of merchandise assortment (physical fit of clothing) and

sales service (courtesy, efficiency and knowledge of

clothing).

Differences within this elderly sample's responses

regarding their self-concept and store images were

investigated by the demographic variables of age and income.

Regardless of age or income, the elderly respondents in this

sample had similar self-concepts and store images. Contrary

to the findings of previous researchers (Schultz, 1980;

Petre, 1986) who reported that the elderly population was

heterogeneous with diverse demographic and psychographic

characteristics, the findings of this present study indicated

that the elderly in this sample were homogeneous regarding

the self-concept and store image variables measured. The

homogeneity of this sample regarding their self-concepts and

store images may be related to the fact that the sample had

similar demographic characteristics. A large majority of the
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sample were retired, in good health, state government

employees, female and married. This homogeneity may also

have resulted from the fact that all respondents were

associated with the same senior center. A random sampling of

the elderly in Oregon was not conducted. No significant

differences were found in any of the self-concept or store

image variables by age or income. Therefore, the present

sample was perceived as being a homogeneous group of

individuals.

The additional analyses conducted supported previous

findings of Bernhardt and Kinnear (1975) and Mason and Smith

(1975) that elderly patronize department stores more than any

other store type. The findings of the additional analyses

however, indicated that no differences existed within the

store image components by store type patronized. This

finding is contrary to previous studies which have indicated

that different store types (department, specialty and

discount) were patronized because of their specific store

images (King & Ring; 1980, Singson, 1975). Additional

analyses also indicated that no significant differences

existed in the sample's self-concept by store type

patronized. Elderly respondents regardless of the store type

patronized, had similar self-concepts and store images.

Implications

The results of the present research project provided

support for the self-concept and store image congruency

theory (regarding the store image components of merchandise
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assortment, fashion image and sales service) in predicting

and explaining the store patronage behavior of an elderly

population. These findings make a contribution to the

academic body of knowledge. Previous studies have found

support for the self-concept and store image congruency

theory (Dornoff & Tatham, 1972; Grubb & Grathwohl, 1967;

Mason & Mayer, 1970; Stern, Bush & Hair; 1977). Several of

these previously mentioned researchers used a semantic

differential scale of opposing adjectives (i.e. rude-

courteous, fashionable-unfashionable) to measure self-concept

and store image. Therefore the information these researchers

obtained was very general, not related to a specific store

image. The present study, however, investigated three

specific components of store image: merchandise assortment,

fashion image and sales service. The present study also

tested this theory within an elderly population. No previous

research could be found that investigated the elderly

population utilizing the self-concept and store image

congruency theory. Therefore, the findings of the present

study have added knowledge to the academic body of literature

regarding congruency between self-concept and store image

(merchandise assortment and sales service) within an elderly

population.

According to previous researchers (Hoffman, 1979; Hogg &

Baer, 1986; Richards, 1981; Rogers, 1988; Schuster & Kelly,

1974; Smathers & Horridge; 1978-79; Watkins, 1984) elderly

individuals experience physiological changes and therefore

encounter various fit problems with mass produced garments.

The present study indicated that elderly apparel consumers
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patronized stores that had styles and sizes which they

perceived fit them physically. If this aspect was further

investigated and specific styles and sizes were delineated,

this type of information may be useful to apparel retailers.

Therefore, additional research is needed that delineates the

specific needs of the elderly and provides direction or

guidance for retailers in developing strategies to fulfill

the needs of the elderly apparel consumer.

Although support was found for the self-concept and store

image congruency theory in explaining and predicting store

patronage behavior of elderly individuals, realistically most

apparel retailers cannot cater to the many diverse self-

concepts consumers may have of themselves. It is not

feasible or possible for stores to match their image to each

individual's self-concept. Therein lies the second

implication of the present study. Rather than cater to

individual self-concepts, retailers need to utilize the self-

concept and store image congruency theory to cater to target

markets, groups of individuals with similar wants and needs.

Among the three store types patronized by respondents of

the present study (department store, specialty store,

discount store), the specialty store may best be able to

utilize the self-concept and store image congruency theory.

Specialty stores compared to department and discount stores

cater to a more specifically defined target market.

Specialty stores, however, must attempt to match their target

market's general and overall self-concept rather than each

individual customer's specific self-concept. Although the
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specialty store has the most narrowly defined target market,

due to the diversity of self-concepts, it would be possible

but still very difficult for this type of retailer to

implement the principles of the self-concept and store image

congruency theory.

Limitations

There are several limitations which may have affected the

results of the present research. project. The greatest

limitation being the sample selection and data collection

procedure. Rather than accessing a larger and randomly

selected sample of elderly from all regions of Oregon, the

data were obtained from elderly participants of a single

senior center. Also, since data were collected during a week

day, elderly who were employed could not be present at the

senior center. Thus, employed elderly were not fairly

represented in this sample. The majority of the present

elderly sample was retired. Participation at the center is

voluntary, thus this sample may have represented only the

more active members of the elderly population in Salem,

Oregon.

Another limitation is related to the sample. Because

Salem is the capitol city of Oregon, many respondents (45.7%)

were retired state government employees. With 45.7% of the

sample working for the same institution, this may have biased

the sample's responses concerning their self-concepts and

store images.

Since more research regarding apparel has been conducted
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using female samples rather than male samples, it was hoped

that information facilitating comparisons between the genders

could be made. However, due to the unequal number of males

and females, meaningful comparisons by gender were not

possible.

While distributing the questionnaire, it was observed by

the researcher that many elderly persons were reluctant and

often refused to complete the questionnaire. These elderly

persons often commented that he/she did not buy clothing very

often because he/she had accumulated clothing throughout the

years and could still wear these garments. Thus, this

elderly sample did not seem to be very interested in

purchasing apparel. This observation is contrary to the

findings indicated by Lazer (1985). Lazer (1985) reported

that the elderly want to maintain a youthful appearance and

may use clothing as a tool in which to create this

appearance. The present sample's low level of interest in

purchasing clothing may also have influenced the results of

this study.

The income level of this sample was relatively low, the

largest group or 22.9% of the sample had an annual household

income of $5,001 to $10,000. Thus, this low income level may

have affected their apparel store patronage motives. Due to

the limitations of this study, the results obtained can only

be generalized to the sample of the present study.

Recommendations For Future Research

Excluding the present study, no other study could be found
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that investigated an elderly population using the self-

concept and store image congruency theory. Further testing

of this theory with a larger randomly selected elderly sample

or with elderly populations in several different U.S.

geographical locations needs to be conducted to replicate and

support the results of the present study.

The majority of respondents in this study were women.

Interesting similarities and differences may be found by

utilizing a sample of elderly men in testing this theory.

The present study indicated support for the findings of

Bernhardt and Kinnear (1975) and Mason and Smith (1974) in

that elderly of this sample were found to be patrons of

department stores. Reasons for this patronage behavior were

not found in this study. Therefore this store patronage

behavior of elderly consumers merits further investigation.

The results of the present study provide limited guidance

for apparel retailers. Thus, for future research, further

delineation of the elderly's needs (merchandise assortment

and sales service), which may be feasibly implemented by

apparel retailers needs to be investigated. For example,

this study found that there was congruency between perceived

sizes and styles needed and the merchandise assortment

offered at the patronized store. However, if specific sizes

or styles were investigated, this information could be useful

to apparel retailers interested in gaining the patronage of

elderly consumers.

Finally, future research may investigate the term

"fashionable" and what it means to the elderly. In the

present study, the elderly sample reported a relatively low
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self fashion image, global mean of 2.61 (average of

questionnaire items 6, 7 and 8). The scale used to measure

self fashion image contained items that referred to the

subjects' interest in owning the "latest fashions". This low

global mean score may be due to the fact that the scale did

not measure the aspect of fashion image that the elderly use

to determine their fashionability. For example elderly

apparel consumers may define fashionability as owning classic

styles rather than owning the "latest fashions." Therefore,

investigation to determine how elderly apparel consumers

define "fashionable" is needed. Future studies can then

construct scales which measure the fashion image of an

elderly population, through measuring the variable

"fashionability" as defined by the elderly.
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APPENDIX A

Questionnaire
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Apparel retailers are very interested in providing you with the type of
merchandise assortment and sates service you desire. We would like to know where
you shop for clothing and the possible reasons why you shop there. All information
will remain confidential. Your participation in this research project is greatly
appreciated.

Within the last year, at what store did you shop most often to purchase clothing
for yourself?

(name of store)

In responding to the following statements, think about this store at which you
shopped most often to purchase clothing for yourself. Circle the number which
represents how strongly you agree with each of the following store characteristics.

1. The store at which I shop most
often for clothing has a large
variety of styles that fit me

2. The store at which I shop most
often for clothing usually has
my size range

3. The store at which I shop most
often for clothing has clothing
in sizes suited to my needs

4. The store at which I shop most
often has clothing in styles
suited to my needs

STRONGLY STRONGLY
DISAGREE AGREE I

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

(PLEASE GO ON TO THE NEXT PAGE)
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5. The store at which I shop most
often for clothing has styles
which suit my taste

6. The store at which I shop most
often for clothing does not keep
up with the current fashion
trends

7. The store at which I shop most
often for clothing shows the
newest fashions earlier than
other stores

8. The store at which I shop most
often for clothing has the
newest fashions each season

9. At the store where I shop,
the salespeople are:
a. courteous

b. efficient
c. knowledgeable about the

clothing they sell

10. Overall, how satisfied are you
with the store at which you shop
most often for your clothing?

STRONGLY

DISAGREE
STRONGLY I
AGREE I

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

1 2 3 4 5

VERY VERY

DISSATISFIED SATISFIED

1 2 3 4 5

(PLEASE GO ON TO THE NEXT PAGE)
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Now I'd like to ask you to respond to several statements regarding your concerns and
problems with clothing shopping. Please circle the number which best represents
how strongly you agree with each of the following statements.

STRONGLY STRONGLYI I

DISAGREE AGREE

11. It is difficult to find clothing
styles that suit my taste 1 2 3 4 5

12. It is difficult to find my size
when shopping for clothing 1 2 3 4 5

13. Finding clothing that fits me is
difficult 1 2 3 4 5

14. When new fashions appear on the
market, I am one of the first to
own them 1 2 3 4 5

15.1 try to keep my wardrobe in line
with the latest fashions 1 2 3 4 5

16.1 have no interest in keeping up
with the current fashion trends 1 2 3 4 5

17. I am:
a. courteous 1 2 3 4 5

b. efficient 1 2 3 4 5

c. knowledgeable about clothing 1 2 3 4 5

(PLEASE GO ON TO THE NEXT PAGE)
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A few more questions about yourself. All answers will remain confidential.

18. Are you male or female? (circle one number)

1 MALE
2 FEMALE

19. How old are you? (circle one number)

1 55 - 59 YEARS OLD
2 -60 - 64 YEARS OLD
3 65 - 69 YEARS OLD
4 70 - 74 YEARS OLD
5 75 - 79 YEARS OLD
6 80 YEARS AND OLDER

20. What is the highest level of education you have completed? (circle one
number)

1 GRADE 11 OR LESS
2 HIGH SCHOOL OR EQUIVALENT
3 TECHNICAL OR TRADE SCHOOL BEYOND HIGH SCHOOL
4 SOME COLLEGE WORK
5 TWO-YEAR COLLEGE DEGREE
6 COLLEGE OR UNIVERSITY BACHELOR'S DEGREE
7 SOME GRADUATE WORK
8 GRADUATE DEGREE

21. Are you presently employed? (circle one number)

1 RETIRED, NOT WORKING FOR PAY
2 PARTIALLY RETIRED, WORKING PART-TIME FOR PAY
3 EMPLOYED FULL-TIME FOR PAY
4 UNEMPLOYED, BUT LOOKING FOR WORK
5 OTHER (please specify)

(PLEASE GO ON TO THE NEXT PAGE)



22. What is/was your occupation? Please include your job title and the name
of your employer. If you are retired, include your job title and the name of
your employer before retirement.

JOB TITLE:

NAME OF EMPLOYER:

23. What is your marital status? (circle one number)

1 SINGLE, NEVER MARRIED
2 WIDOWED
3 DIVORCED/SEPARATED

4 LIVING WITH A PARTNER (GO ON TO QUESTION 23A)
-5 MARRIED (GO ON TO QUESTION 23A)

-->23A. Is your spouse/partner presently: (circle one number)

1 RETIRED, NOT WORKING FOR PAY
2 PARTIALLY RETIRED, WORKING PART-TIME FOR PAY
3 EMPLOYED FULL -TIME FOR PAY
4 UNEMPLOYED, BUT LOOKING FOR WORK
5 OTHER (please specify)

24. Compared to other persons your age, what is your health status?
(circle one number)

1 POOR
2 FAIR
3 LOCO
4 EXCELLENT

(PLEASE GO ON TO THE NEXT PAGE)
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25. What was your total household income for 1989, before taxes?
(circle one number)

1 UNDER $5,000
2 $ 5,001 - 10,000
3 $10,001 - 15,000
4 $15,001 - 20,000
5 $20,001 - 25,000
6 $25,001 - 30,000
7 $30,001 - 35,000
8 $35,001 - 40,000
9 $40,001 - 45,000
10 $45,000+

26. Is there anything else you would like to mention about the store at which you
shop most often for clothing and the reasons why you shop there?

AFTER YOU HAVE COMPLETED THE QUESTIONNAIRE, PLEASE RETURN IT TO THE
TABLE LOCATED AT THE BUILDING'S ENTRANCE. THANK YOU FOR YOUR COOPERATION.
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Protection of Human Subjects Exemption Notice
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