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The objectives of the study were: to investigate career women's satisfaction with

current career dress; to determine willingness of career women to trade styling options,

time, and money for more sizing choices in career dress; to determine the effect of

satisfaction on willingness to trade styling options, time, and money; to investigate fit

problems with career dress; to determine the relationship between satisfaction and

experience with fit problems; to determine the relationship between fit problems and

willingness to trade styling options, time, and money; and to investigate career women's

actions to solve fit problems that they have experienced with career dress. A survey

method was used to collect data. Questionnaires were completed by career women

present at profession& association meetings in western Oregon during the winter of

1986. The sample used in the study consisted of 218 women working in professional or

managerial occupations. They tended to be middle-aged, college educated, of above

average family income, married, and full-time workers. The data included general

satisfaction with career clothing, satisfaction with a suit-type jacket worn to work,



frequency of fit problems, actions taken to solve fit problems, willingness to trade

styling options for more sizing choices, willingness to spend more time and money to get

more sizing choices, and demographic characteristics. Descriptive statistics, chi

square, correlation coefficients and analysis of variance were used to analyze the data.

As hypothesized, respondents who were satisfied with career dress were also

satisfied with a specific jacket (2 < .001). The respondents were very satisfied with

their career dress and with their own jacket.

Over 90 percent of the respondents were willing to accept fewer styling options to

get more sizing options. They were willing to spend "some" more time to get more sizing

options, and they were willing to spend $20.99 or less to get more sizing options.

The hypothesis that willingness to trade styling options, time, and money for more

sizing options is a negative function of general satisfaction with career dress was

partially accepted. Lev& of satisfaction with career dress had a significant effect on

willingness to spend more time (2 = .037) and money (2 = .028) to get more sizing

options. However, satisfaction with career dress had no significant effect on willingness

to trade styling options for sizing options.

The hypothesis that level of satisfaction is an inverse function of experience with

fit problems was accepted (2 = .001). The data revealed that every respondent had

experienced fit problems when shopping for ready -to -wear career clothing. As the

frequency of fit problems increased, the level of satisfaction decreased. Finally, the

hypothesis that willingness to accept fewer styles, spend more shopping/travel time, and

spend more money for more sizing options is a positive function of career women's

experience with fit problems was accepted (2 = .001).



A surprising number of respondents altered their own garments, wore poorly

fitting garments, sewed their own career clothing, and paid to have ready-to-wear

altered. They also have shopped in alternative departments, hired garments custom made

and have refused to purchase as responses to fit problems with ready -to -wear career

clothing.

The present findings suggested that perhaps measures of consumer problems

would be a more useful indicator of how to satisfy the specific needs of clothing

consumers than are satisfaction measures. Although widespread fit problems were

reported, high career dress satisfaction was reported. Consumers' preconceived ideas

about what to expect may have influenced the satisfaction process, leading to low

expectations regarding fit, and therefore, a reported high level of satisfaction.

While effect of satisfaction on willingness to make resource trade-offs was not as

strong as expected, experience with fit problems was significantly correlated to

willingness to make resource trade-offs. In this study, consumers with fit problems

indicated that they wanted more sizing options in career dress and were willing to accept

fewer styling options, spend more money, and spend additional time in order to get more

sizing options.
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EFFECT OF SATISFACTION AND FIT PROBLEMS WITH CAREER DRESS ON

CAREER WOMEN'S WILLINGNESS TO TRADE STYLING OPTIONS, TIME,
AND MONEY FOR MORE SIZING OPTIONS IN CAREER DRESS

INTRODUCTION

Concern for improved utility for the consumer and for the effectiveness of

business has been a long time focus of consumer research. As the principle focus of the

marketing concept, satisfaction with an offering is an important concept to be defined and

studied.

Several definitions of consumer satisfaction have been offered in the literature

and as yet concensus has not been reached. Also, ways of measuring consumer satisfaction

vary. However, researchers do agree that satisfaction has to do with consumers'

preconceived ideas about what to expect and their subsequent evaluations of the product

against their expectations.

Hunt (1977) considered consumer satisfaction to be the evaluation of the total

consumption experience, an overall perception of whether "the experience was at least as

good as it was supposed to be" (Hunt, 1977, p. 455). Day (1977) was more specific,

suggesting that consumer satisfaction is the "degree to which prior expectations were

confirmed by perceived performance of the product, after purchase" ( Day, 1977, p.

154). Oliver (1981) agreed that satisfaction results from a subjective comparison

between expectations about product attributes and what was received. He explained that

"satisfaction may best be understood as an evaluation of the surprise inherent in a

product acquisition and/or consumption experience" (Oliver, 1981, p. 27). He

concluded that consumers experience an emotional reaction associated with disconfirmed
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expectations concerning a purchase and that this reaction is the foundation for

satisfaction.

Satisfaction with clothing has been studied in the context of consumer satisfaction.

Wall, Dickey, and Talarzyk ( 1978) described satisfaction with clothing as consumer

satisfaction with clothing. It can be considered "a key post purchase evaluation" (Wall ,

Dickey, & Talarzyk, 1978, p. 104) and therefore, influential in determining future

behavior. Bessom (1964) suggested that understanding consumers and the practices that

consumers engage in to choose clothing helps to identify those things which provide for

satisfaction with the resulting purchase. She defined clothing satisfaction in terms of the

purchase process.

White ( 1976) inferred that satisfying the needs of consumers is the goal of

business and that changes in consumers' needs and expectations must be researched and

understood in order to predict satisfaction with clothing. Ryan (1954) discussed the

need to know about consumers' purchase and use practices in order to know how to

educate consumers in their quest for satisfaction with clothing. Bethke and Burson

(1964) noted that information about the manner in which individuals evaluate clothing

leads to an enhanced ability to predict satisfaction. These researchers suggested that

clothing satisfaction is not just total gratification or answering all needs but rather a

process of evaluation which leads to an expected result.

Studies of clothing satisfaction conducted in the 1950's established a research

base. Early investigators attempted to establish and describe buying practices, garment

use and care, and how these related to satisfaction with clothing. These researchers were

trying to discern what produced dissatisfaction with a clothing purchase.
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Whitlock, Ayres, and Ryan ( 1959) investigated whether dissatisfaction was the

fault of manufacturers' defects or the result of consumers' unwise decisions in choice and

care of garments. While manufacturers' defects did lead to dissatisfaction in some cases,

30 percent of the homemakers in the study admitted to ignoring care instructions on

hangtags. Labarthe ( 1954) discussed the relationship of consumer complaints

concerning apparel to the amount of actual clothing dissatisfaction present in the

marketplace. He reported that in nearly 66 percent of the cases which were referred to

the Mellon Institute laboratory for arbitration concerning fault, the customer was found

to be responsible. He suggested that complainants may be ignorant of practices that

prevent dissatisfaction and were not just representative of "the chronic complainer and

returner of goods" with no legitimate grievance ( Labarthe, 1954, p. 329). Rather, he

believed that complaints that were actually voiced were but a small fraction of all

complaints and that manufacturers would do well to heed these messages from consumers.

During the 1950's when new textile fibers were being introduced and in new

combinations, Labarthe ( 1954) maintained that consumers were damaging their clothing

and causing their own problems because they did not know reasonable expectations and

acceptable care procedures for the new products. His investigation revealed that

consumers would be willing to pay a premium for goods that were guaranteed to be

serviceable. He suggested that one way to ensure this outcome would be permanent care

labels in each garment.

The general focus of early research was on kinds of complaints about clothing and

the physical properties of clothing. Little emphasis has been placed on characteristics of

the marketplace or, more importantly, on the consumer. A more thorough understanding
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of all factors is needed to expand knowledge of consumers' satisfaction with clothing and

textile products.

Jenkins (1973) and Stemm ( 1980) considered the fit of apparel to be an

important decision criterion in clothing purchases. Hughes (1977) suggested that

clothing size is so important that it may preclude use. Size labeling may be used by

consumers as a primary evaluative criterion in the purchase decision process, to help to

determine if the garment is likely to fit.

Ondovcsik (1981) discussed consumer confusion and dissatisfaction with apparel

sizing and indicated a need for research to assist the apparel industry in further

satisfying the needs of its consumers. Manufacturers of apparel may have been slow to

address the sizing issue because consumers have not voiced their complaints.

Specifically, Ondovcsik suggested that women consumers who have fit problems may not

know that a solution is possible. She stated that women may have been conditioned by

circumstances in the marketplace to accept less than they desire. It was noted that

&though "men's wear has been selling shorts, regulars and tells forever," such sizing is

new to women's wear ( Ondovcsik , 1981, p. 26). Poor fit may not be salient to women

consumers because it has always existed, and women consumers have adjusted their

expectations to match the circumstances.

Manufacturers have begun to respond to consumer demand by offering petite sizes,

large sizes, and some lines of proportioned sizes. Ondovcsik (1981), Business Week

( "Small clothes," 1981), and Apparel Merchandisina Week ( "Petite departments,"

1984) reported that there are 38 million women who are 5 feet 4 inches and under,

representing over half of the female population in the United States. ' In addition, Adler
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(1978) and Peacock ( 1980) reported that 25 million American women wear a size 16

and over, representing 30 percent of the adult female population in this country.

Together, these special sizes comprise a large percentage of the adult female population.

The Statistical Abstract of the United States: 1985 (1985) indicated that women

have entered the managerial and professional occupations at an increasing rate from

1970 to 1980. The percentage of females in managerial and professional occupations

rose from 33.9 percent of the total managerial and professional experienced civilian

labor force in 1970 to 40.6 percent of the total in 1980. This was an increase of 6.7

percent from 1970 to 1980.

Ondovcsik (1981) reported that as the number of women in the workforce grows

there is a corresponding increase in the need for better quality clothing that fits well.

Stemm (1980) noted that 32.7 percent of her sample of working women regularly wore

a skirted suit, skirt separates, or a dress to work. Ondovcsik reached the conclusion that

there was an increased need for better quality clothing that fits well by observing that

blazers, skirts, and pants in moderate and better price categories were selling well. She

suggested that career women may be less likely to accept a situation which requires them

to solve fit problems by shopping in alternative departments, home sewing of garments,

and altering ready-to-wear.

One possible result of an increase of women in the workforce could be that time

for shopping has decreased due to career demands. There is a need to investigate the

salient evaluative criteria in clothing purchases, including sizing, to determine whether

consumers are dissatisfied with and confused about sizes and whether the apparel

industry is meeting the needs of consumers.
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Importance of the Study

Research concerning consumer problems with apparel sizing is important because

it is concerned with meeting the needs of clothing consumers. Investigation of the

criteria that consumers use to make choices helps to meet the needs of those consumers as

well as the goals of the apparel manufacturing and retailing industries. The criteria used

by consumers to evaluate clothing need further understanding in order to enhance

consumer satisfaction. Consumer confusion and dissatisfaction associated with difficulty

in finding appropriate apparel that fits well (Ondovcsik, 1981) indicate that research

concerning the relationship between consumer satisfaction and apparel fit and sizing is

needed.

Research Focus

The focus of the present research is on women employed in professional or

managerial occupations. Career women are of special interest because this group is

growing (The Statistical Abstract of the United States: 1985, 1985) and may be placing

pressure on the apparel industry in a variety of ways. The use of special apparel such as

the skirted suit for career dressing has been advocated in popular literature. Mangan

(1980) suggested that garments tailored similar to menswear, such as suits and

suit-type jackets, are the most difficult and costly to alter. Therefore, sizing which

provides for good fit is more important with these garments than with dresses and other

more loosely fitting garments. Mangan stated that tailored garments such as suit-type

jackets represent the greatest need for good fit for special size professional women.
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Shopping time availability may also influence how career women respond to the

offerings of the apparel industry. Constraints on shopping time may increase purchase

planning. In order to reduce browsing time, consumers may develop a clear idea of what

is desired. Although Francis (1981) did not find support for the hypothesis that with

evaluative criteria defined in advance, consumers are likely to purchase only items that

meet the criteria, further study may be warranted to provide support for this idea. If

the apparel industry responds with selections to fill the needs of career women,

increased satisfaction should result. This would benefit both consumers and the apparel

industry. It is important to determine what the consumer most wants.
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REVIEW OF LITERATURE

The topics presented in this chapter include: (1) clothing satisfaction; (2)

apparel fit and sizing; and ( 3) consumer and product characteristics that affect

satisfaction. The purpose, objectives, and research hypotheses are stated at the

conclusion of the chapter.

Clothing Satisfaction

Bessom (1964) discussed factors which influence the clothing purchase process.

The feeling of need precipitated the search for a product to solve the problem. Bessom

believed that satisfaction is relative to the extent to which the problem is solved by the

product. She stated that understanding the consumer and the practices engaged in to

choose clothing helps to provide for satisfaction with the resulting purchase.

Jenkins (1973) expressed the opinion that evaluative criteria can be used as a

means of understanding the needs and wants of consumers. Jenkins believed that business

may be able to better identify satisfactory products by basing a determination of

consumer needs on the benefits defined by evaluative criteria. Jenkins suggested that

evaluative criteria which are considered important by consumers offer a clue as to what

consumers want or need in a product that is being considered for purchase.

Researchers generally agree that consumer satisfaction, and therefore clothing

satisfaction, is an evaluative process in which evaluative criteria decided upon in advance

of purchase are used to judge the performance of the item in use. Whether satisfaction
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can be measured by asking a single question or whether individual product attributes

would be measured and then summed adds another dimension to the definition of

satisfaction. Whitlock et al. (1959) suggested that the best and most practical method of

determining satisfaction is to ask one general question regarding satisfaction. They

believed that attributes have different weights of importance. Therefore, summing

satisfaction scores on individual attributes may not provide an accurate measure of

satisfaction experienced by consumers. Whitlock et al. believed that a measure of

satisfaction also could be found by determining consumers' willingness to replace an item

with an identical one, pay the same or more for an identical item, or use an item

frequently.

In an effort to further define the satisfaction process, Swan and Combs (1976)

investigated the relationship between consumer expectations, product performance and

the resulting satisfaction or dissatisfaction. The question of which general dimensions of

product performance were important to consumers and how these influenced satisfaction

was considered. These researchers grouped product attributes along two dimensions,

instrumental and expressive, in an attempt to determine which led to satisfaction and

which to dissatisfaction. They concluded that instrumental criteria, such as physical

characteristics, fiber content, and quality of construction must meet expectations in

order for the item to be purchased but that the instrument& criterion alone would not

ensure satisfaction.

Because clothing performs functions other than "instrumental" (Swan & Combs,

1976) such as protection and modesty, these functions must be considered to determine

their possible influence on satisfaction. Horn and Gurel (1981) defined psychological
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functions of clothing to include adornment, indication of status, and extension of the self.

Swan and Combs suggested that if psychological functions of clothing are more important

to the consumer than are instrumental functions, they also will probably be more

important determinants of satisfaction.

Jenkins (1973) reported that some criteria which may be important are not

salient to consumers because they are standardized by the manufacturer and are a basic

expectation. If that criterion is not met, no further evaluation will take place.

Therefore, instrumental criteria may not be consciously considered unless found to be

insufficient.

Swan and Combs (1976) referred to psychological functions, which are usually

consciously considered in the satisfaction evaluation process as "expressive criteria."

They concluded that a hierarchy existed within the clothing satisfaction process such that

"instrumental" requirements must first be met and when "expressive criteria"

expectations were also fulfilled, satisfaction resulted.

Maddox (1981) repeated Swan and Combs' study to evaluate validity and whether

their findings were representative of all products or only clothing. He concluded that the

expressive/ instrumental dichotomy was appropriate for measuring durable goods but

may not be a good approach for all products. This suggests that the nature of clothing

satisfaction may be different from satisfaction with some other product categories.

Francis and Dickey (1984) assessed the appropriateness of grouping clothing

evaluative criteria into expressive, instrumental and market aspects. Because several

functions are served by clothing, these functions must be addressed if producers of

apparel are to identify those attributes which lead to consumer satisfaction. Jenkins



( 1973), Swan and Combs ( 1976), and Maddox (1981) suggested that consumers do

seem to give different weights to criteria according to how salient the criteria are to the

individual.

Satisfaction with clothing may not necessarily mean complete gratification on all

aspects of a purchase. Minimum expectations must be met in order for the item to be

purchased, but this does not ensure later satisfaction. Satisfaction results when criteria

of great importance to the consumer meet the expectations set by the consumer. There is

evidence that consumers may report satisfaction with a purchase and simultaneously

report problems associated with the purchase (Best & Andreasen, 1976). Swan and

Combs ( 1976) suggested that if these problems were expected or if their importance is

low, satisfaction may still result. Further study is needed to determine how expectations

are set and how manufacturers can give information which will lead to expectations

which are likely to be met by the product offering.

Evidence of Dissatisfaction

Conklyn (1971) found that as consumers become better educated and more

experienced with clothing products, they seem to expect more from purchases. Conklyn

reported that with a higher level of education came more knowledge of fiber content and

care procedures. She concluded that consumers with increased knowledge are better able

to differentiate quality characteristics. As a result, they may demand more. Anderson

and Jolson ( 1973) stated that the influence of producer promotional messages also may

raise the expectations of consumers, perhaps to unreachable levels. Steiniger and Dardis
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(1971) suggested that textile products may be marketed in such a way that the claims

made for them create unreasonable expectations.

Technology which creates improved products may serve to raise expectation levels

and therefore affect satisfaction. Conklyn (1971) suggested that consumers may respond

to improved products by raising expectation levels. In the case of clothing, the advent of

new finishes to create "easy care" features, led to consumers' intolerance of fabric

wrinkling. As expectations increase it may be that satisfaction may be less possible to

attain.

Sproles and Oeistfeld (1978) suggested that consumer education and informative

labeling could be very useful in helping consumers make satisfactory decisions. To the

extent that information assists consumers in forming accurate expectations, satisfaction

may be more likely to occur.

Consumers and producers may not agree on what is important in choosing clothing.

White (1976) pointed out that retail buyers and consumers show agreement about what

is important in choosing clothing. Nevertheless, White reported that stores do not offer

an assortment which reflects agreement. This lack of assortment influences consumers'

ability to purchase what they want and may affect satisfaction. The respondents in

Whites study suggested that an appropriate number of items are not offered at the price,

quality, and sizes that some of them desired. Even though criteria used by consumers in

choosing clothing have been identified, the right assortment remains a problem.

Bessom (1964) reported that the homemakers in her study spent time

inventorying clothing owned by family members, discussed clothing needs with family

members, and compared items in different stores on the basis of quality, price, and ease
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of garment care. She maintained that her subjects were satisfied with their purchases of

clothing and that most enjoyed shopping. It is possible that today, time available to

procure clothing for the family has diminished. Therefore, the recreational value of

shopping may be less than when more time for shopping was available. The problems of

shopping under these circumstances may decrease enjoyment with shopping and the

satisfaction level that can be attained since the entire consumption experience may be

considered in the satisfaction process (Hunt, 1977).

Apparel Fit and Sizing

Stemm (1980) described fit as one of the most important criteria for evaluating

clothing. On an importance scale (1= Not Important to 7 = Very Important) "good fit"

received a mean of 6.4. This was the highest mean score of the fifteen criteria evaluated.

The other criterion which also received a mean of 6.4 was comfort, which is related to

fit. It is probable that if a garment fails to meet minimum standards of fit, it may not be

chosen for purchase. The importance of fit in the study of clothing and textiles has not

been researched extensively.

Ondovcsik ( 1981) discussed consumer confusion and dissatisfaction with apparel

fit and indicated a need for research which includes direct polling of consumers to

determine their level of satisfaction with apparel sizing. Whitlock et al. (1959)

observed that those subjects in their study who purchased more expensive blouses were

more likely to try on the blouses to evaluate fit. Ondovcsik (1981) stated that sizing

seemed especially important in the area of moderate to expensive apparel such as suits
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and jackets for career dress. When garments are more expensive, it may be that the fit

criterion is more important than with less expensive garments.

Mitchell and Burdick (1983) reported that 75 percent of the women that they

interviewed thought that image was important to career success. They suggested that the

increased emphasis on image in career achievement further points to a need for career

dress which fits well and is sized in a manner which provides correct fit.

Furness (1970) issued a plea for standardization in women's apparel sizing by

pointing out various discrepancies which were common within the sizing system in use at

the time of her observation. She lamented the unreliability of sizing categories by

pointing out that size designations on identical garments varied according to the

manufacturer, store, and price. Middleton (1973) stated that "size labeling of ladies'

garments is, at least in part, a con job" (Middleton, 1973, p. 58). He accused the

apparel industry of changing size designations because of the psychological effect on

consumers. For example, a size 12, once considered a small size, had been given a

smaller size designation while the "real sizes of the dress are not changed" (Middleton,

1973, p. 58).

The complexity of the marketplace necessitates size standardization so that

consumers can shop for clothing with confidence. Furness ( 1970) reported that in the

1970's a common sizing system defining women's sizes was promoted by the National

Bureau of Standards. Furness stated that this sizing system, based on O'Brien and

Shelton's (1941) research on women's measurements for garment and pattern

construction, provided information for size labeling. O'Brien and Shelton's research
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described and defined size designations and figure types that garments were intended to

fit.

Specht (1984) stated that consumer confusion about apparel sizing is becoming

more acute and that industry-wide standards are still needed to ensure consumer

understanding and motivate consumers to purchase more apparel , especially children's

wear. It may be that research based on current body dimensions is necessary to describe

the adult female form accurately.

Research conducted by Mosher (1923) and Karpinos (1961) suggests that women

are getting taller and heavier over time. Patterson and Warden (1983-84) suggested

that the waist circumference of women is generally increasing. In addition to women

wearing fewer restrictive undergarments which tend to compress the waist (Mosher,

1923), Patterson and Warden suggested that the American population is growing older on

average. Patterson and Warden maintained that as the population ages, the average female

figure is changing to a more mature one. They investigated the difference between the

body measurements of older women and those of O'Brien and Shelton ( 1941), the only

American scientific anthropometric study in the field of clothing and textiles on record,

and found significant differences between the two sets of measurements. Current

information does not dispute this trend. This may indicate that body dimensions

established in the late 1930's may no longer accurately describe the female form.

Boughey (1978) discussed developments within the women's wear trade which

originally brought about the necessity for a standard system of sizing. During World

War II , government restrictions were placed on the design, manufacture, and sizing of

garments. These orders restricted fabric usage so that important fibers were allocated to
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the war effort. Boughey (1981) described the sizing system as one which "gave details

of the size of the actual garment" ( Boughey, 1981, p. 69) rather than the dimensions of

the wearer. Consumers were confused about how much ease to allow when comparing

their own body measurements to the measurements of the garment. Boughey stated that

"a potential customer does not want to know the actual measurements of a fashion

garment, only that it will fit in the manner intended by the designer" ( Boughey, p. 69).

Consumer rationing ended in 1949, and manufacturing restrictions were lifted in 1952,

allowing designs which used more fabric to be produced again for apparel use. The goal

was to develop a comprehensive set of minimum garment measurements and "sizing

fitting numbers" ( Boughey, 1978, p. 304) based on body measurements. Apparel

manufacturers recognized the need for a simple, reliable sizing scheme that would

describe the size of the person the garment was intended to fit on the garment label. This

sizing system is still being used to describe garment size in the United Kingdom.

Boughey (1978) pointed out that sizing in the United States currently is governed

by voluntary compliance. Manufacturers have freedom to design the style and fit of

garments. Boughey stated that one criticism against the current sizing system is that

"not all garments of a similar style labelled with the same size code fit one person in

exactly the same manner" ( Boughey, 1978, p. 308). Boughey (1981) stressed the need

to reduce customer dissatisfaction by establishing "a clear and unambiguous system of

indicating the size of garment" (Boughey, 1981, p. 69).

Boughey ( 1978 & 1981) discussed details of an improved sizing system which

was being implemented in the United Kingdom to increase the ease of international trade.

Metric body measurements and accompanying pictograms appear on garment size labels.
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The goal was to provide a sizing system that was easily recognized and understood and

would overcome language barriers. Such a system could reduce risk by allowing for the

purchase of garments in facilities which do not provide fitting rooms or for purchasing

during international travel when uncertainty about sizing could exist.

Currently, consumer confusion may exist due to the use of the same size ranges by

manufacturers within large sizes, petite sizes, women's sizes, and misses sizes. When

the same numerical designations represent different sizes, consumer confusion could

result. Specifically, Ondovcsik ( 1981) reported that petite sizes of the "Claiborne"

brand range from size 2 through size 12. Large size ranges seem to use a similar group

of numerals to describe sizes. For example, The Forgotten Woman, a chain store targeted

for larger women used the size range from 0 to 7 ( "Large sizes still," 1984). In an

interview with the proprietor of this chain, it was revealed that resizing was used

because of the positive psychological effect that it had on customers. In 1981, Business

Week reported that sizing was a problem ( "Small clothes are," 1981). For example, a

size "8 petite" was found to be smaller than a regular size 4. These examples suggest that

in petite sizes, large sizes, and misses sizes the same numeral may designate garments

designed to fit very differently proportioned figures.

Peacock (1980) issued a plea for "doing the sensible thing and making large sizes

an extension of 'regular' ones" (Peacock, 1980, p. 84). She also suggested that the

half-sized figure could be an extension of junior sizes. Peacock described the average

woman of 40 years ago as 5 feet 4 inches tall and a size 14 with bust, waist, hip

measurements of 36 inches, 26 inches, and 36 inches. Today, a size 14 figure is three

inches larger in the waist, bust, and hip measurements. Peacock mentioned the confusing
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situation in which a woman "can take a size 4 in designer clothes and a size 8 in

moderate-priced sportswear" ( p. 84). In an industry where "there are several size

designations that have no relationship to regular sizes, body measurements or each

other" ( Peacock, 1980, p. 84) there seems to be a need to establish a standard system

which would reduce confusion and provide uniformity.

Ondovcsik (1981) noted that special sized women "make do" by purchasing

clothes in other departments of stores. For example, a woman who is petite may buy

clothing in the children's department, the boys' department, or the junior's department.

Other solutions offered by Ondovcsik were home sewing of garments and the purchase of

misses sized clothing with the added expense of alterations. These hard-to-fit consumers

may maintain a minimal wardrobe due to the lack of an adequate selection of clothing in

sizes that fit, repressing their desire to purchase more.

Meriwether ( 1979) found that a few good pieces of apparel were preferred by the

respondents of her study of large size consumers to many less expensive ones.

Meriwether found that the respondents in her study "spent a great deal on one outfit." In

1981, Business Week reported that retailers have observed that consumers are willing

to pay more for quality apparel that fits well. More expensively priced apparel was

selling well when offered for sale ( "Small clothes are," 1981).

Working women hove been targeted by some specialty chain stores that offer

quality apparel in petite sizes. It was suggested that working women have increased

disposable income and seem willing to pay more for better quality merchandise ( "Small

clothes are," 1981). Meriwether (1979) reported that when asked what they preferred

to wear at home, when shopping, and during social activities, her subjects expressed a
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desire for quality apparel. Eighty percent of these respondents worked and 54 percent

had family incomes of $20,000 or more per year. It seems logical to assume that these

women would prefer quality apparel that fits well for their career wardrobe as well.

Therefore, not only have special size consumers expressed a desire for good quality

career clothing, they seem to be willing to pay more for it.

The apparel industry has responded by adding more special size categories to

lines. It was pointed out in Apparel Merchandising that in the 1980's, department stores

have added petite sizes to their apparel offerings and healthy sales have resulted ( "Sizing

up," 1984). Also, it was reported in Apparel merchandising that large size women are

yet to be aggressively courted by the apparel industry ( "Petite department," 1984). It

was stated that one reason for hesitancy to appeal to the large size woman is that fit

problems still need to be "perfected" for this category. It was suggested that large sizes

are more complicated than regular or petite sizes. Fit problems seem to arise in large

sizes that do "not develop with misses or junior sizes" ( "Penney's big on," 1984, p. 7.)

Elsewhere, it was stated that large size women very more than average size women, from

bust measurement to hip measurement, requiring more frequent use of separates

( "Penney's big on," 1984). It was reported in Apparel Merchandising that petite

departments are being implemented in department stores while large size departments

are not. The reason given was that it is an easier transition for manufacturers to grade

from misses to petites than misses to large sizes ( "Petite departments long," 1984).

Aware] Merchandising suggested that merchants may be waiting for better quality

goods to come into the market ( "Large sizes still," 1984). It was noted that only when

this occurs will sales gains be as greet as in the petite market. Even though Fendel
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(1980) noted that manufacturers reported good growth in the large size market, she

mentioned that manufacturers seem to be "afraid of better fabrications" ( p. 15).

Fendel (1980) suggested that misconceptions about large size women may be that

they prefer "cheaper clothing" because of weight fluctuations and the lack of incentive to

make an investment. Peacock ( 1980) disagreed with this idea and suggested that these

consumers have responded favorably to good quality apparel offerings. Curry (1984)

asserted that department stores would realize more sales by pursuing the moderate to

better price categories in large size departments.

It was suggested in Clothes that the apparel industry should have something to fit

several average customers rather than a fit for one average customer ( "Sizing: From

average," 1977). Proportioned clothing was suggested as the sensible alternative.

Mangan (1980) and Apparel Merchandising ("Proportioned jeans sized," 1984)

suggested that proportioned sizes that include large, petite, regular, and, eventually, tall

sizes are a major retail area of the 1980's. It was asserted that proportioned clothing is

in the developmental stage at both the resource and store level. It may be that as

manufacturers identify specific need areas, such as career dress for women, they will

strive to produce merchandise that meets consumers' needs.

The greatest growth area in special sized clothing, both in petite sizes and large

sizes, has been in career clothing, including suit-type jackets, skirts, and pants.

Specifically, Ondovcsik ( 1981) reported that growth in petite clothing has been in the

better classifications. In 1981, Business Week reported that volume in petites in one

season was 50 percent higher than the previous year with only 10 percent to 15 percent

of the growth representing a trade-off from sales of regular sizes ( "Small clothes
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are,"1981). This may suggest that as special sized clothing became available, consumers

bought more clothing. Business Week reported a belief that these customers were more

likely to become loyal and engage in repeat purchase because they had limited access to

merchandise that fits well. Orowth is expected to level off in a few years when these

customers have filled their depleted closets and established loyalty to the businesses of

their choice ( "Small clothes are," 1981).

Ondovcsik (1981) stated that manufacturers need to be receptive to the demands

of consumers. She reported that sales persons may need to be trained to effectively

market to special size customers.

Furness (1970) cautioned that unlimited variety can be wasteful and

unmanageable. Finding the right combination of size categories and styles is a challenge

for the clothing industry. Standardization in sizing and offering more choice in sizes may

be needed to provide for increased consumer satisfaction with apparel. Professional

women may present special needs because of less time to shop for clothing and their need

for quality career clothing that fits well.

Characteristics That Affect Satisfaction

Consumer

Retailers need to know consumers' characteristics which influence clothing

satisfaction. Wall, Dickey, and Talarzyk (1978) found support for the idea that some

variance in levels of consumer satisfaction could be explained with certain combinations

of life style characteristics, demographic characteristics, textile product knowledge, and
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experience. According to Wall et al. (1978) satisfied consumers were found to perceive

themselves as more experienced with care of clothing, to be more apt to believe that most

clothing is well constructed, to believe that they are more informed about textile use and

care, to be more receptive to clothing performance information from the media, to be

older, and to believe that care information is accurate more than were dissatisfied

consumers.

Bethke and Burson ( 1964) found a positive relationship between homemakers'

age and clothing satisfaction. They reported that older consumers were less likely than

younger consumers to consult others when making a purchase. Perhaps the finding that

older consumers were more satisfied than younger consumers and also consulted others

infrequently in their purchase decisions reflects more experience and assimilation of

information concerning clothing purchases.

Anderson and Jolson ( 1973) and Wall et al. (1978) found that older consumers

reported greater satisfaction with clothing purchases than did younger consumers.

Blackwell and Hilliker (1978) reported that attitudes and beliefs expressed were

different according to consumers' age and may help to explain the difference in

satisfaction level between older and younger consumers. For instance, younger women

described beauty and fashion as a "natural" look but middle-aged women considered "some

help for nature" as contributing to beauty (Blackwell & Hilliker, 1978, p. 744).

Concepts of appropriate clothing for "dress up" occasions differed between older and

younger women in this study. Younger women were influenced by peers' preferences in

the purchase of undergarments, while &der women seemed to reply more on their own

personal evaluative criteria. Middle-aged women were more brand loyal than younger
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women. Blackwell and Hilliker wondered whether younger consumers would maintain

their attitudes and beliefs as they age.

Conklyn (1971) also found a difference between younger and older consumers in

the selection of a store. This finding may help explain differences in satisfaction between

younger and older consumers. The younger consumers wanted a store which provided

good selection, style, fashion, and the availability of credit. Older consumers were more

interested in a store which offered easy care clothing, specific fabric offerings, and that

would stand behind its merchandise.

Wall et al. (1978) stated that 'younger consumers are thought to be less satisfied

due to higher levels of expectation, more awareness of new fabrics and styles, or poorer

choices" (Wall et al., 1978, p. 112). The authors suggested that younger consumers

may lack experience with products or have a different general value orientation toward

clothing purchases than do older consumers.

Bessom ( 1964) suggested that previous experience with similar items enhances

the likelihood of purchase when the experience was positive. Along with previous

product experience, the total purchase process plays a role in satisfaction (Hunt, 1977).

It may be benefice] to retailers of apparel to make the purchase process, as well as the

product, as satisfactory as possible because repeat purchase and buyer loyalty can be

central to a successful business enterprise.

Family characteristics were studied by Bessom (1964) to determine whether a

relationship existed with clothing satisfaction. Bessom reported that the presence of

children in a family influenced clothing buying practices. Purchase planning was more
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frequent in families with children. A clear relationship between satisfaction and the

presence of children in a family was not found.

Family income influences the consumer decision making process and perceptions

of ability to get what is wanted. Consumer perception of having adequate income to get

what is wanted rather than actually having high income, is a strong determinant of

satisfaction. Lowe (1979) and Lowe and Dunsing ( 1981) discussed homemakers'

general satisfaction with clothing as a function of selected socio-economic and

social-psychological variables. They found that social-psychological variables were

more influential than socio-economic conditions in explaining homemakers' satisfaction

with clothing purchases. Lowe and Dunsing suggested that because satisfaction itself

involves psychological constructs, it is logical that psychological constructs would help

to explain satisfaction. These researchers found that satisfaction with clothing seemed to

be positively related more to perceptions of economic well-being and to other

satisfactions such as satisfaction with material well-being and the perception of being

ranked high in the proportion of the family's annual clothing budget spent for oneself,

than to actual income level. The homemakers who reported high clothing satisfaction

levels seemed to feel less restricted in their ability to purchase the clothing that they

wanted and seemed to believe that they bought new fashions sooner than their peers than

did homemakers who reported low clothing satisfaction. Overall, the most important

determinant of clothing satisfaction was homemakers' sense of well-being, not actual

income or income per family member. Perceptions of adequacy outweighed actual income

in determining clothing satisfaction.
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Jenkins (1973) investigated evaluative criteria used by consumers of different

social classes in choosing clothing. In trying to determine if groups have different

product expectations, Jenkins found that consumers in the higher socio-economic levels

seemed to possess greater discriminating ability than consumers in lower class levels.

Acceptance levels were higher for lower class consumers than for middle class

consumers. Bessom (1964) also maintained that higher status individuals were willing

to pay more than was expected more often than lower class individuals. She believed that

higher status individuals considered themselves to have adequate income and perceived

themselves to have greater flexibility in clothing choice. The possible result of such

perceptions about financial situation and increased clothing choice by high status

individuals could lead to greater satisfaction for this group than for lower status

individuals. Lowe (1979) suggested that comparing one's own position with that of

others and finding a favorable outcome may have a causal relationship with clothing

satisfaction.

Bathke and Burson (1964) found that satisfaction was a function of educational

attainment, activity participation, and age. Conklyn (1971) also reported that level of

education was positively related to satisfaction in that level of education was positively

related to satisfaction in that level of education influences consumers' ability to

differentiate quality characteristics in clothing. Conklyn found that the well educated

consumers benefited more from labels than did less educated consumers. Better educated

consumers used labels which provided information about fiber content and appropriate

care procedures more often than less educated consumers. Therefore, well educated

consumers may make fewer mistakes in use and care of textile products. Conklyn
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believed that tactics different than the use of hangtags in garments may be necessary to

reach less educated consumers in a manner in which they will be likely to assimilate

information concerning use and care of textile products.

Contrary to Bethke and Burson ( 1964) and Conklyn ( 1971) who studied

education level in general, Bessom ( 1964) noted that home economics majors

experienced a lesser degree of clothing satisfaction than did non-home economics majors.

Perhaps increased knowledge led to higher, less attainable expectations.

Bethke and Burson ( 1964) found that women who worked did not feel that their

work clothes enhanced their sense of being well dressed. Lowe ( 1979) found that time

spent doing volunteer work was negatively related to satisfaction with dress. Perhaps as

more women work, they have less time to spend in the pursuit of shopping. This could

lead to less satisfaction with purchases. Further study in this area is needed.

Product

Wall et al. ( 1978) maintained that product performance characteristics as well

as the personal characteristics of consumers are important in determining consumer

satisfaction. Performance is related to satisfaction in that consumers expect a certain

level of performance for the money.

Ziffer ( 1977) stated that consumers searched for a combination of performance

and appearance. Apparently, shoppers had in mind a price range, a color choice, and a

garment type before they engaged in search. Bessom ( 1964) also found that consumers

intended to stay within a price category and pay what they considered to be a reasonable
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price for a garment that otherwise appeared to fill their needs. It may be that price is

used to determine performance expectations.

Rogers (1967) discussed consumers' desire to know about performance.

Consumers want garments which will remain serviceable and thus give good return for

the money. Ryan (1965) reported that consumers expect durability. Spro les and

Geistfeld (1978) stated that consumers judge the performance of a product by comparing

a set of expectations against actual experience with the product. For clothing to be

satisfactory, it must be high on those characteristics which are considered important by

the user, and it must meet a certain minimum standard.

Conklyn ( 1971) reported that quality and performance in use affect satisfaction.

She reported that satisfaction decreases over time and with care. This may reflect

performance less than what was expected. Faults most noted by the consumers in

Conklyn's study were seams needing repair and fabrics being unacceptably wrinkled in

wear and care. Seventy-five percent of the respondents reported some kind of garment

repair was necessary. Also mentioned were shrinkage and stretching during laundering

which led to decreased satisfaction with the garment and unwearable garments.

In addition to physical properties and performance characteristics, researchers

have found that the timing of measuring satisfaction influenced results. Francis and

Dickey (1984) reported a decline in the level of satisfaction over time and with garment

care. They suggested that consumers who had not yet cared for their clothing had not had

the opportunity to ascertain garment performance during care procedures. Perhaps the

fact that the garments had not been cared for was a reflection of other dissatisfactions

which led to less wear of the garment. However, for those who had cared for their
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clothing, problems associated with garment care accounted for more dissatisfaction than

did other considerations. Garment care may be a problem area in clothing satisfaction.

Either consumers do not have enough knowledge about proper care techniques or they

have expectations about garment performance during care that are not attainable.

Conklyn (1971) found that certain garment care procedures resulted in damage

which led to less satisfaction. Sometimes this was due to ignorance or misuse on the part

of consumers; sometimes it was the result of poor construction or fabric type which

failed to adequately withstand proper care techniques. She suggested that satisfaction

ratings for the features of fit and comfort decreased over time and with garment care.

Also fabric appearance, color, style, and quality ratings decreased over time. Perhaps

consumer expectations are unreasonably high for these characteristics. It may also be

that wear occurred which necessitated laundering.

Fit, style, and cut were the characteristics which most often affected satisfaction

with blouses in a study conducted by Whitlock et al. (1959). These researchers listed

evaluative criteria in order of importance as:

". . . (1) comfort, (2) becomingness, (3) ease of care, (4) fit, (5) appearance,
(6) compliments about the blouse, (7) looks well with other garments, and (8)
suitability for a variety of occasions" (Whitlock et al, 1959, p. 47).

Ziffer (1977) maintained that consumers looked for a garment that would fit

and be comfortable and also meet the criteria set up before shopping. Whitlock et al.

(1959) also found that consumers considered size to be a very important criterion at

the time of purchase. In addition, Whitlock et al. (1959) mentioned that color of the

garment was an initial consideration in garment choice. These criteria may be used to

set expectations to use in the satisfaction process.



29

Blackwell and Hilliker ( 1978) reported similar results stating that nearly

every garment discussed by consumers in their focus groups was discussed in terms of

comfort and fit. On this basis, they stated that fit was the most important criterion for

evaluation of garment purchase.

Stemm ( 1980) found that fit and comfort were the most important evaluative

criteria used by consumers to make a clothing purchase decision. Fend& ( 1984)

stated that fit is always the number one priority with large size customers.

Salusso-Deonier, De Long, and Martin (1979) reported that finding clothing that fits

is a problem encountered by women who do not conform to sizes found in

ready-to-wear. They suggested that the react' -to -wear industry should consider more

options to allow for differences in the proportions of women's figures.

Ondovcsik ( 1981) reported that women who find it difficult to find good fit in

regular sizes find shopping for clothes to be frustrating. Whereas shopping for

clothing is considered recreation and a pleasure for most women, "special-size"

customers find it to be a time consuming, exasperating chore" (Ondovcsik, 1981, p.

21). It was reported in Business Week that small women have strongly expressed a

need for clothes that fit and do not need to be altered ( "Small clothes are," 1981).

Meriwether ( 1979) stated that large size customers do not like to shop around. They

complain about fit, limited selection, unattractive styles, high price, and poor

workmanship.

Roach ( 1980) reported that comfort influenced the consumer decision process.

He stated that consumers "will reject articles of clothing that are unattractive to the
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touch, or thought to be uncomfortable" (Roach, 1980, p. 81). Ryan (1965) also

reported that comfort was a consideration in the choice of clothing.

Despite the fact that comfort appears to be an important purchase criterion,

Spro les and Oeistfeld ( 1978) maintained that a large proportion of consumers have

experienced dissatisfaction with major physic& features of clothing. Consumers may

be making poor choices despite an effort to use evaluative criteria.

White (1976) reported that more than 50 percent of the consumers in his

study who went shopping in a particular store, failed to make a purchase because an

offering which included the right size, color, and style was not available in that store.

He also noted that price and quality of construction were reasons given by consumers in

his study for not purchasing.

Summary

Fit is one of the most important criteria in choosing clothing. Consumer

confusion and dissatisfaction point to a need for more size options so that more

consumers can find good fit. Women with special fit problems, including petites and

large sizes have expressed a desire for more sizing options and better fit. If the

measurements presently in use vary significantly from current consumers' body

measurements perhaps modern body measurements need to be taken to describe current

consumers.

Clothing satisfaction has been discussed in the context of consumer satisfaction.

It has been thought to be a psychological concept which is considered in the purchase
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evaluation process. This concept is described as a comparison between what was

expected and the perception of what was received after a product was purchased.

Clothing satisfaction may be a different process than that concerning other products due

to the fashion element.

Early clothing satisfaction studies focused on complaining behavior and physical

properties of clothing in reference to the satisfaction process. Emphasis expanded to

include consumer characteristics as well as product attributes. Some of the

characteristics which relate to consumer satisfaction to clothing include consumer

demographics: age, family income, social class, education, and employment. Other

variables which may be used as descriptors of satisfied consumers are attitudes,

values, beliefs, opinions, interests, perceptions of life quality, and activities.

Satisfaction determinants also involve product performance and specific product

attributes such as fit, comfort, color, durability, and ease of care. Timing has an

influence in the measurement of satisfaction as does consumer product knowledge and

experience.

In an effort to further improve fit for women's apparel, clothing manufacturers

have added special size categories. These new offerings have met with consumer

acceptance.

Purpose and Objectives

The purpose of this research was to to determine the effect of satisfaction with

career dress and consumers' willingness to trade styling variety, time, and money for
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more sizing options. The impact of problems with fit and sizing on willingness to

change behavior were addressed. The unique contribution of the present study was an

extension of satisfaction theory to include the relationship of satisfaction to willingness

to change behavior.

The objectives of this study were:

1. To investigate career women's satisfaction with current career dress.

2. To determine willingness of career women to trade styling options, time, and

money for more sizing choices in career dress.

3. To determine the effect of satisfaction on willingness to trade styling options,

time, and money.

4. To investigate problems with fit of career dress.

5. To determine the relationship between satisfaction and experience with fit

problems.

6. To determine the relationship between fit problems and willingness to trade

styling options, time, and money.

7. To investigate career women's actions to solve fit problems that they have

experienced with career dress.
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Research Hypotheses

Based on the review of literature, four research hypotheses were developed:

Hypothesis 1: Career women who are satisfied with general career dress

will also be satisfied with a specific suit-type jacket.

Hypothesis 2: Willingness to make trade-offs for more sizing options is a

negative function of general satisfaction with career

dress.

H2a: Career women who are more satisfied with their career

dress will be less willing to trade styling options for more

sizing options than those who are less satisfied.

H2b: Career women who are more satisfied with their career

dress will be less willing to trade additional

shopping/travel time for more sizing options than those

who are less satisfied.
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H2c: Career women who are more satisfied with their career

dress will be less willing to trade additional money for

more sizing options than those who are less satisfied.

Hypothesis 3: Level of satisfaction with career dress is an inverse

function of frequency of experience with fit

problems.

Hypothesis 4: Willingness to make trade-offs for more sizing options is a

positive function of career women's experience with fit

problems.

H4a: Career women who have experienced fit problems will be

more willing to trade styling options for more sizing

options than those who have not experienced fit problems.

H4b: Career women who have experienced fit problems will be

more willing to trade additional shoping/travel time for

more sizing options than those who have not experienced

fit problems.
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H4c: Career women who have experienced fit problems will be

more willing to trade addition& money for more sizing

options than those who have not experienced fit problems.
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METHODOLOGY

The methodology included the following: questionnaire development, selection of

sample, collection of data, and statistical analysis of data.

Questionnaire Development

A questionnaire was developed to obtain the necessary data. The following

variables were measured to achieve the objectives of the study and to test the research

hypotheses: career women's general satisfaction with career dress; career women's

satisfaction with a specific suit-type jacket; willingness to trade styling options for

sizing options; willingness to spend more shopping/travel time for sizing options;

willingness to spend more money for sizing options; career women's fit problems with

career dress; and actions taken by career women to solve fit problems. Item numbers

from the questionnaire (See Appendix B) are given in parentheses in the following

discussion.

Career women's general satisfaction with their career clothing (#2) was

measured by use of a 4-point general satisfaction scale ( 1 = Very Satisfied, 4 = Not At

AU Satisfied). Career women's specific satisfaction with their own suit-type jacket

( #3) was measured by use of the same 4-point satisfaction scale.

The satisfaction measures were adapted from the 4-point satisfaction scales used

by Best and Andreason ( 1976) and Hughes ( 1977). The satisfaction measures were

limited to the satisfaction construct based on the recommendation of Aiello, Capiel, and

Rosenberg ( 1977) that researchers avoid mixed scales of satisfaction/dissatisfaction. A
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decision was made to use a 4-point scale based on the fact that the removal of the neutral

point would require that respondents answer either negatively or positively. Spagna

( 1984) maintained that while elimination of a neutral point on questionnaires produced

more positive responses than on questionnaires that included a neutral point, extreme

points were not generally affected. He also suggested that since extreme points would

most likely be used to evaluate a category which has not previously been evaluated, either

a 4-point or a 5-point scale could be used. Steiniger and Dardis (1971) suggested that a

4-point scale could be used when overall high dissatisfaction had not been previously

reported nor was expected. Since career dress satisfaction had not been previously

evaluated and overall high dissatisfaction was not expected, the 4-point scale was deemed

appropriate for this product category.

Career women's willingness or unwillingness to trade styling options for sizing

options (-06) was measured by use of a 4-point willingness scale (1 = Very Willing, 4 =

Not At All Willing). Career women's willingness or unwillingness to spend more

shopping/travel time to get more sizing options (07) was measured by use of a 5-point

scale (1 = None, 5 = Very Much). Career women's willingness or unwillingness to spend

additional money to get more sizing options (-08) was measured by use of a 5-point scale

(1 = None, 5 = $40.00 and Over). These measures were developed by the researcher

based on information needed to test the hypotheses.

Frequency with which career women experienced difficulty with fit when

shopping for ready-to-wear career clothing (-04) was measured by use of a 5-point

scale (1 = Never, 5 = Always) adapted from Rogers' (cited in Etll, 1985) and Richards'
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(1981) studies of clothing needs of elderly women. Actions taken by career women to

solve their fit problems (05) was measured by use of the same 5-point scale.

A screening question (*1) was included in the questionnaire so that only

respondents who included a skirted suit or suit-type jacket in their work wardrobe

completed the questionnaire. In addition, demographic information (#9-14) was

collected.

In December, 1985, a pretest was conducted in Corvallis, Oregon, at a regular

business meeting of Altrusa. Questionnaires were distributed to 45 members and guests

who were present at the meeting. Thirty-one women (69 percent) returned the

questionnaire to the researcher at the conclusion of the meeting. Evaluation of the

procedure suggested that some members did not participate due to lack of time to complete

the questionnaire. To encourage maximum participation, it was decided to ask that a

specific 15 minute period be set aside during meetings for data collection. Also, it was

decided that only questionnaires completed at meetings would be accepted by the

researcher for inclusion in the study. Also, based on the pretest, a category was added to

the questionnaire under question #9, the highest level of education variable, to include

college graduates in the list of possible responses. Members of the Corvallis chapter of

Altrusa seemed enthusiastic about the study and willing to participate when given

adequate time to complete the questionnaire.

Selection of Sample

The purpose of this research was to investigate the effect of career women's

satisfaction with career dress and fit problems experienced while shopping for
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ready -to -wear career clothing on their willingness to trade styling variety and personal

resources for more sizing choices. In the present study, career dress was defined as the

general category of clothing that a woman chose to wear to work in an occupation included

in professional and managerial categories as described in the U.S. Department of Labor's

Dictionary of Occupational Titles (1977).

To be eligible to participate in the study, consumers must have been women who

were employed at least 20 hours per week, in professional or managerial occupations as

described in the Dictionary of Occupational Titles (1977) and must have had a skirted

suit or suit-type jacket in their work wardrobe.

According to the Bureau of Labor Statistics, full-time workers are defined as

those who work 35 hours or more per week; part-time workers are those who work

between one and 34 hours per week. McCall ( 1977) divided working women into

part-time workers and full-time workers. Personal clothing shopping practices of

part-time women were, in some instances, similar to practices of nonemployed. In the

present study, labor force participation was measured as: 35 or more hours per week;

20 to 34 hours per week; and 19 or less hours per week. Those subjects who indicated

less than 20 hours per week employment were excluded from the study. A minimum

sample size of 200 subjects was considered necessary to test the hypotheses.

Data Collection

Data were collected at regularly planned meetings of professional women's

associations, including Altrusa, American Business Women's Association, American

Society of Women Accountants, Business & Professional Women, Home Economists in
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Business, Soroptomist International, Women in Communication, and Zonta (See Appendix

A). These organizations were chosen from a list of women's profession& associations

which contained in their charter employment and a professional designation as conditions

of membership.

Data were collected from January 6, 1986 to February 27,1986. All meetings

were held in conjunction with lunch or dinner. The locations included Beaverton,

Junction City, Keizer, Newport, Portland, Roseburg, Salem, and Springfield, Oregon.

A telephone contact was made to explain the purpose of the research and to request

permission to survey the membership at a regularly planned meeting. When associations

requested it, associations were also sent a letter of explanation ( See Appendix D).

Meetings were scheduled for inclusion in the study on a first come basis for each date.

This decision was made because multiple meetings occurred on several dates at the same

times, making it impossible for the researcher to accept both invitations. Whenever

possible, the second group was included at a later date.

Meetings were scheduled for data collection until 218 usable responses were

obtained from women who met the eligibility criteria for this study (See p. 39). The

questionnaires and a cover letter were distributed by the researcher or a trained

assistant. Questionnaires were collected at the meetings after completion by the subjects.

A letter of gratitude was sent to each association that was included in data collection.
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Statistical Analysis of Data

Procedures used for analysis of data included frequency distributions, means, chi

square, analysis of variance, and correlation coefficients. Statistical Pack= for the

Social Sciences ( Nie, Hull, Jenkins, Steinbrenner, & Bent, 1975) was used.

Frequency distributions and means were used to describe the sample, to

determine level of career women's satisfaction with career dress ( #2), to determine

level of career women's satisfaction with a suit-type jacket ( #3), to determine the

extent of fit problems ( #4), and to determine career women's solutions to fit problems

(#5).

Chi square was used to test Hypothesis 1: Career women who are satisfied with

general career dress will also be satisfied with a specific suit-type jacket. Because of

sparce cells, categories were collapsed. For the general satisfaction variable, category

#2 (Somewhat Satisfied) was given the value of catergory *1 (Very Satisfied) and

catergory 04 (Not At All Satisfied) was given the value of category 03 (Not Very

Satisfied). The same procedure was carried out for the jacket satisfaction variable.

The independent variable in Hypothesis 2 and its sub-hypotheses was satisfaction

with career dress ( #2). The dependent variables were: Hypothesis 2a, willingness to

trade styling options for more sizing options; Hypothesis 2b, willingness to spend more

shopping/travel time for more sizing options; and Hypothesis 2c, willingness to spend

more money for more sizing options. For each subject, three variables ( #6a, #6b, #6c)

which measured willingness to trade styling options for more sizing options were

summed. The three items were summed because overall willingness to trade styling
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options was of importance in this study rather than individual responses to the three

items. The resulting totals are interval level of measurement. The three variables

( #7a, #7b, #7c) which measured willingness to spend additional shopping/travel time

for more sizing options were summed. Also, the three variables ( #8a, #8b, #8c) which

measured willingness to spend additional money for more sizing options were summed.

Analysis of variance was used to test the effect of general career dress satisfaction

on willingness to trade styling options, willingess to spend additional shopping/travel

time, and willingness to spend addition& money for more sizing options. Tukey's range

test was used to determine posteriori contrasts present at the .05 level of significance.

SPSS oneway analysis of variance was chosen to test the data based on the fact that

this program can cope with unequal cell sizes, allowed multiple dependent variables, and

could accept an independent variable which was considered categorical in nature ( Nie et

al. 1975). This subprogram of SPSS also allowed for posteriori contrasts which were

necessary to establish where significant differences lay.

Kendall's correlation coefficient (tau) was used to test Hypothesis 3 that level of

satisfaction with career dress is an inverse function of experience with fit problems.

Experience with fit problems (*4) and satisfaction with career dress (*2) were the

variables under consideration. For each subject, responses to nine variables

(*40...*4i) which measured frequency of fit problems with ready-to-wear career

clothing were summed.

Kendall's rank-order correlation coefficients were used to test Hypothesis 3

because tau is considered somewhat more meaningful than Pearson's r when data contain a

large number of tied ranks and because tau is appropriate when a fairly large number of
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cases are classified into a relatively small number of categories as was the case with this

study. Also, tau is considered appropriate for ordinal level variables as was the case

with the general satisfaction variable. The resulting coefficient approximated Pearson's

correlation coefficient. However, the absolute value of tau tended to be smaller than

that of Pearson's r.

Pearson's correlation coefficient was used to test Hypothesis 4, the relationship

between experience with fit problems and willingness to trade styling options,

willingness to spend additional shopping/travel time, and willingness to spend additional

money for more sizing options. Experience with fit problems was correlated with:

Hypothesis 4a, willingness to trade styling options for more sizing options; Hypothesis

4b, willingness to spend more shopping/travel time for more sizing options; and

Hypothesis 4c, willingness to spend more money for more sizing options. For each

subject, responses to nine variables (#4a...#40 which measured fit problems were

summed. For each subject, the responses to three variables (#68,4t6b,*6c) which

measured willingness to trade styling options for more sizing options were summed.

Responses to three variables (#78,-#7b,-#7c) which measured willingness to spend

additional shopping/travel time for more sizing options were summed. Also, responses to

three variables (#88,4t8b,-#8c) which measured willingness to spend additional money

for more sizing options were summed.

Pearson's correlation coefficients were chosen for analysis of data based on the

nature of the data and the hypothesis. Interval level data produced by summing each

variable satisfied the requirements of this analysis ( Nie et 81.,1 975).
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For all statistical tests an alpha level of .05 was used to determine statistical

significance. Generalizations of the findings of this study are limited to women with

characteristics similar to those in the present study (See p. 39).
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PRESENTATION AND INTERPRETATION OF FINDINGS

Presentation of the findings includes: description of characteristics of the

respondents; hypothesis testing; and additional findings.

The data were obtained from a sample of working women, employed in managerial

or professional occupations, who included in their wardrobe a skirted suit or a suit-type

jacket for wearing to work. The sample was drawn from women's professional

organizations in western Oregon, including Altrusa, American Business Women's

Association, American Society of Women Accountants, Business & Professional Women,

Home Economists in Business, Soroptomist International, Women in Communication, and

Zonta. The locations for data collection included Beaverton, Junction City, Keizer,

Newport, Portland, Roseburg, Salem, and Springfield, Oregon (See Appendix A).

A total of 286 questionnaires were distributed and collected. Respondents whose

wardrobe did not include a skirted suit or suit-type jacket for wearing to work

accounted for 14 (5 percent) of the 286 questionnaires. Forty respondents were

employed 19 or less hours per week and 3 worked in occupations not included in the U.S.

Department of Labor's Dictionary of Occupational Titles' (1977) description of

professional and managerial job titles. Therefore, these 57 respondents were not

included in the study. It was decided that questionnaires with less than 75 percent of the

items completed would be not be used for testing. Eleven questionnaires were incomplete

and therefore unusable. Thus, the results were based on the analysis of 218 usable

questionnaires.
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Characteristics of the Respondents

Questions *9 through *14 on the questionnaire were designed to obtain

demographic characteristics of the respondents (See Appendix B ). A summary of

demographic characteristics of the sample is presented in Table 1. A discussion of the

demographic variables follows.

The sample consisted of working women whose ages ranged from 18 to over 65

years. Of the 218 respondents, the largest category, 35 to 44 years of age, included 58

respondents (26.6 percent). The 45 to 54 years of age range and 55 to 64 years of age

range included 52 respondents (23.9 percent) each, and 42 respondents (19.3 percent)

were 25 to 34 years of age. Nine respondents ( 4.1 percent) were 65 years of age and

older, and only 2 (0.9 percent) were between the ages of 18 and 24 years of age.

Educational Level

Over 80 percent of the respondents had attended college, including 32.1 percent

who had attended some college, 25.2 percent who were college graduates, and 24.3

percent who had participated in graduate study. Of the 218 respondents, 12.4 percent

were high school graduates and 5 percent had attended a vocational or technical training

school. Only 0.5 percent had not graduated from from high school.
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Table 1

Demographic Characteristics of the Respondents

Characteristics Number Percentage

18-24 years 2 0.9

25-34 years 42 19.3

35-44 years 58 26.6

45-54 years 52 23.9

55-64 years 52 23.9

65 years and over 9 4.1

Missing 3 1.4

Education

9 to less than 12 years 1 0.5

High school graduate 27 12.4

Some college 70 32.1

College graduate 55 25.2

Graduate study 53 24.3

Vocational /Technical Training 11 5.0

Other 1 0.5

( N = 218)



Table 1 (Continued)

Demographic Characteristics of the Respondents

Characteristics Number Percentage

Employment

35 or more hours worked per week 188 86.2

20 to 34 hours worked per week 30 13.8

Family Gross Income/year (1985)

$5,000 to $7,499 2 0.9

$7,500 to $9,999 1 0.5

$10,000 to $14,999 16 7.3

$15,000 to $19,999 27 12.4

$20,000 to $24,999 22 10.1

$25,000 to $34,999 45 20.6

$35,000 to $49,999 48 22.0

$50,000 or over 51 23.4

Missing 6 2.8

Marital Status

Married 126 57.8

Single 26 11.9

Unmarried 62 28.4

Missing 4 1.8

48

(N= 218)
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Employment

The present stuffy was limited to women who were employed 20 hours per week or

more. Of the total sample (N = 218), more women (188 or 86.2 percent) reported

full-time than reported part-time employment (30 or 13.8 percent). Excluded from

the study were 40 respondents who reported 19 or less hours of employment per week.

The majority of those who reported 19 or less hours per week employment were retired.

Family Income

Total gross family income of the respondents ranged from $5,000 to over

$50,000 with modal income in the $50,000 and over category. For gross family

income, categories were coded as 1 = less than $5,000, and 9 = $50,000 and over. The

coded values were used to establish a mean category of $25,000 to $35,999 for the

income variable.

In decending order according to number of respondents in a category, 51

respondents (23.4 percent) reported family income of $50,000 or over. Forty-eight

(22 percent) reported income of $35,000 to $49,999 , and 45 (20.6 percent)

reported income of $25,000 to $34,999. Twenty-two respondents (10.1 percent)

reported income of $20,000 to $24,999 and only 19 (8.7 percent) reported incomes of

less than $15,000.
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Marital Status

Of the total sample ( N = 218), 126 respondents (57.8 percent) were married.

Sixty-two (28.4 percent) were unmarried, and the remaining 26 (11.9 percent) were

single, never married.

Occupation

The present study was limited to those women currently working in managerial

and professional occupations as described by the U.S. Department of Labor's Dictionary of

Occupational Titles (1977). A broad range of occupations were represented. Eighty-two

different job titles were reported. The largest group of women (22 or 10 percent)

reported occupations classified as owner or co-owner of a business. All other categories

contained less than 10 percent of respondents. A complete list of all occupational titles

reported by the respondents is given in Appendix C ( pp. 96-98).

Findings Related to Hypotheses

Hypothesis 1: Career Women Who Are Satisfied With General Career Dress Will Also be

Satisfied With a Specific Suit-type Jacket

Respondents were generally satisfied with their career dress. A mean of 1.91

(Very Satisfied = 1, Not At All Satisfied = 4) was associated with respondents'

satisfaction with general career dress. The subjects were also very satisfied with their

jacket with a mean of 1.71.
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These findings are not inconsistent with the findings reported by Hughes (1977)

and Francis and Dickey ( 1981) who suggested that satisfaction increased with the price

paid. Career clothing and tailored jackets are usually moderate to high priced clothing

items and it would be expected that satisfaction would be high for these items. These

findings are also consistent with Francis and Dickey's findings that satisfaction is higher

among consumers with higher rather than lower income levels and who were older rather

than younger. The respondents in the present study reported a modal income of $50,000

and over and a modal age of 35 to 44 years.

Chi square was used to test Hypothesis 1. Because of sparce cells, categories were

collapsed. For the general satisfaction variable, category #2 (Somewhat Satisfied ) was

given the value of catergory *1 (Very Satisfied) and category #4 (Not At All Satisfied)

was given the value of category *3 (Not Very Satisfied). The same procedure was

carried out for the jacket satisfaction variable.

It was expected that respondents who were generally satisfied with their career

dress would also be satisfied with a specific suit-type jacket. The data displayed in Table

2 reveal that this was the case (Chi2= 24.04, ctf = 1, n = 214, n < .001). Only 12.8

percent of the respondents reported that they were not very or not at all satisfied with

their career dress in general. Also, respondents were satisfied with a specific suit-type

jacket they owned. Only 10.6 percent of respondents reported that they were not very

or not at all satisfied with a specific jacket. Of respondents who were very or somewhat

satisfied with general career dress, 93.5 percent were also very or somewhat satisfied

with a specific suit-type jacket. In contrast, about 60 percent of respondents who were

not very or not at all satisfied with their general career dress were very or somewhat
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satisfied with a specific jacket and 40 percent were not very or not at all satisfied with a

specific jacket. Thus, Hypothesis 1 was accepted.

Table 2

General Satisfaction With Career Dress by Satisfaction with Jacket

General Satisfaction With Career Dress

Jacket Very/Somewhat Satisfied Not Very/Not at All Satisfied
Satisfaction % %

Very/Somewhat Satisfied 93.5 60.7

Not Very/Not At All Satisfied 6.5 39.9
( n=186) ( n=28)

Chi square = 24.04, df = 1, 2 <.001

(n= 214)
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Hypothesis 2: Willingness to Make Trade-offs for More Sizing Options is a Negative

Function of General Satisfaction With Career Dress

For the analysis of data, Hypothesis 2 was divided into three sub-hypotheses:

H3a; H3b ; and H3c. A discussion of each sub-hypothesis follows.

H2a: Career Women Who Are More Satisfied With Their Career Dress Will be

Less Willing to Trade Styling Options for More Sizing Options Than Those Who Are Less

Satisfied.

It was expected that respondents who indicated a high level of satisfaction with

their career dress would be less willing to accept fewer styling options to get more sizing

options than respondents who indicated a low level of satisfaction. Analysis of variance of

general satisfaction and willingness to trade styling options for more sizing options is

presented in Table 3.

Reference to Table 3 indicates that willingness to trade styling options for more

sizing options was not significantly different for the four levels of satisfaction with

career dress. The respondents were equally willing to trade styling options for more

sizing options, regardless of level of satisfaction reported.

Almost two-thirds of the respondents reported general satisfaction with career

dress as Somewhat Satisfied with a mean of 1.91 (See Appendix E, Table 12, p. 104).

Even though the respondents were generally satisfied with their career dress, they were

willing to trade styling options for sizing options. Specifically, a mean of 1.99 (Very

Willing = 1, Not At All Willing = 4) was associated with willingness to trade styling
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options for more sleeve lengths. A mean of 1.95 (Very Willing = 1, Not At AU Willing =

4) was associated with willingness to trade styling options for torso lengths, and a mean

of 1.96 (Very Willing = 1, Not At AU Willing = 4) was associated with willingness to

trade styling options for bust proportions. Perhaps a more equal distribution of

respondents within the 4 satisfaction levels would have produced different results.

Thus, the data did not support Hypothesis 2a that career women who are more

satisfied with their career dress will be less willing to trade styling options for more

sizing options than those who are less satisfied. A large proportion of respondents were

very willing to accept fewer styling options to get more sizing options in sleeve length

(76 or 34.9 percent), in torso length (77 or 35.3 percent), and bust proportions (79

or 36.2 percent). Only about 5 percent of the respondents were not at all willing to

trade styling options for more sizing options.

Table 3

Analysis of Variance of Willinaness to Trade Styling Options for More Sizing Options and

Satisfaction with Career Dress

Source of Sum of Mean

Variation al Squares Square F p.

Main Effect

Satisfaction

Between Oroups 3 19.896 6.632 1.212 .306

Within Groups 212 1159.595 5.470

Total 215 1179.490

(0=-215)
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H2b: Career Women Who Are More Satisfied With Their Career Dress Will be

Less Willing to Trade Addition& Shopping /travel Time for More Sizing Options Than

Those Who Are Less Satisfied.

Willingness to spend more time for more sleeve length options is presented in

ascending order according number of respondents in a category. Only 8 respondents (3.7

percent) were not willing to spend any addition& time to get more sleeve length options.

Forty-three (15.6 percent) reported willingness to spend a little more time for more

sleeve length options. Ninety-three respondents (42.7 percent) were wining to spend

some more time for more sleeve length options. Over one-third were willing to spend

much more time ( 24.3 percent) or very much more time (13.3 percent) in pursuit of

more sleeve length options ( See Appendix E, Table 16, p. 106). The mean willingness to

spend more time for sleeve length options was 3.28 (Very Much Additional Time = 5, and

None = 1).

Willingness to spend more time for more torso length options is presented in

decending order, according to number of respondents in a category. Eighty-eight

respondents ( 40.4 percent) were willing to spend some more time for more torso length

options. Eighty-five respondents (39.0 percent ) were willing to spend much more time

or very much more time to get more torso length option. Thirty-eight respondents

(17.4 percent) were willing to spend a little more time for more torso length options.

Only 7 respondents (3.2 percent) were not willing to spend more time to get more torso

length options (See Appendix E, Table 16, p. 106). Mean willingness to spend more



56

time for more torso length options was 3.26 (Very Much Addition& Time = 5, and

None = 1).

Willingness to spend more time to get more bust proportion options is presented

in decending order, according to number of respondents in a category. Eighty-three

respondents (38.1 percent) indicated that they were willing to spend much or very

much more time for more bust proportion options; 81 (37.2 percent) were willing to

spend some more time to get more bust proportion options. Forty-two respondents

(19.3 percent) indicated willingness to spend a little more time, and 10 (4.6 percent)

were not willing to spend any additional time to get more bust proportion options (See

Appendix E, Table 16, p.106). Mean willingness to spend more time to get more bust

proportion options was 3.24 (Very Much Additional Time = 5, and None = 1).

It was expected that career women who reported high satisfaction with their

career dress would be less willing to spend addition& shopping/travel time to get more

sizing options than would those who reported low satisfaction with their career dress.

Analysis of variance of mean general satisfaction and mean willingness to spend additional

shopping/travel time to get more sizing options is presented in Table 4.

Results indicated that there was a significant difference ( F = 2.871, 2=.037) in

willingness to spend more shopping/travel time among levels of general satisfaction.

Tukey's range test indicated that respondents who reported that they were very satisfied

( mean = 9.34) , somewhat satisfied ( mean = 9.80), or not very satisfied (mean = 9.94)

with their career dress indicated significantly (alpha = .05) less willingness to spend

more time in order to get more sizing options than did those who reported that they were

not at all satisfied with their career dress ( mean = 15.0). Because responses were
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summed for the 3 dependent variables, willingness to spend time ranged from 1.0 to

15.0.

Table 4

Analysis of Variance of Willingness to Trade Time for More Sizing Options and Satisfaction

with Career Dress

Source of Sum of Mean

Variation df Squares Square F 2

Main Effect:

Satisfaction

Between Oroups 3 64.676 21.559 2.871 .037

Within Groups 212 1591.897 7.509

Total 215 1656.573

(n=215)

H2c: Career Women Who Are More Satisfied With Their Career Dress Will be

Less Willing to Trade Additional Money for More Sizing Options Than Those Who Are Less

Satisfied.

Willingness to spend more money to get more sleeve length options is presented in

decending order according to number of respondents in each category. Eighty-eight
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respondents (40.4 percent) indicated that they were willing to spend $10.00 to $20.99

more to get more sleeve length options. Excluding the 21 respondents ( 9.6 percent) who

reported that they would not be willing to spend any additional money for more sleeve

length options, 95 respondents (33.9 percent) reported willingness to spend less than

$10.00 more for more sleeve length options. Twenty respondents (9.2 percent) were

willing to pay an additional $21.00 to $39.99 for more sleeve options and 11

respondents (5 percent) indicated willingness to pay an additional $40.00 or more for

more sleeve length options ( See Appendix E, Table 17, p. 106). Mean willingness to

spend more money for more sleeve length options was 2.65 ( $40.00 and Over = 5,

None = 1).

Willingness to spend more money to get more torso length options is presented in

decending order according to number of respondents in each category. One-hundred and

one respondents (46.3 percent) indicated that they were willing to spend $10.00 to

$20.99 more for more torso length options in a suit-type jacket. Sixty-three

respondents ( 28.9 percent) said they were willing to spend less than an additional

$10.00 for more torso length options. Twenty-three respondents ( 10.6 percent)

indicated willingness to spend an addition& $21.00 to $39.99 for more torso length

options; 10 respondents ( 4.6 percent) indicated willingness to spend an additional

$40.00 or more for more torso length options. However, 18 respondents (8.3 percent)

indicated that they were unwilling to pay additional money for more torso length options.

Mean willingness to spend more money for torso length options was 2.7 ( $40.00 and

Over = 5, None = 1).
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Willingness to spend more money to get more bust proportion options is presented

in decending order according to number of respondents in each category. Eighty

respondents ( 36.7 percent) indicated that they were willing to spend an additional

$10.00 to $20.99 for more bust proportion options. Sixty-nine respondents (31.7

percent) indicated that they would be willing to spend less than $10.00 more for more

bust proportion options. Thirty respondents (13.82) indicated that they were unwilling

to spend more money to get more bust proportion options. Twenty-six respondents (11.9

percent) were willing to spend $21.00 to $39.99 more for more bust proportion

options. Eleven respondents (5 percent) were willing to spend an additional $40.00 or

more for more bust proportion options (See Appendix E, Table 17, p. 106). Mean

willingness to spend more money was 2.63 ($40.00 and Over = 5, and None = 1).

It was expected that respondents who reported satisfaction with career dress

would be less willing to spend more money to get more sizing options than those who did

not report satisfaction with career dress. A summary of an analysis of variance of

general satisfaction level and willingness to spend additional money to obtain more sizing

options is presented in Table 5. Responses to the three dependent variables were

summed, so that willingness to spend more money ranged from 1.0 to 15.0.

Analysis of variance indicated a significant difference (F = 3.100, p.=.028) in

respondents' willingness to spend more money to get more sizing options among levels of

general satisfaction with career dress: Tukey's range test indicated that respondents who

reported that they were very satisfied (mean = 7.97), somewhat satisfied (mean =

8.01), or not very satisfied (mean = 7.87) with their career dress were significantly
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( alpha = .05) less willing to spend more money to get more sizing options than were

those who reported that they were not at all satisfied ( mean = 13.5).

Table 5

Analysis of Variance of Willingness to Spend Addition& Money for More Sizing Options

and Satisfaction with Career Dress

Source of Sum of Mean

Variation 1 Squares Square F g

Main Effect:

Satisfaction

Between Groups 3 60.758 20.253 3.100 .028

Within Groups 212 1384.886 6.533

Tot& 215 1445.643

(n=215)

In summary, Hypothesis 2, that willingness to make trade-offs for more sizing

options is a negative function of general satisfaction with career dress, was not

completely accepted. Where time and money were concerned, results supported the

hypothesis. However, results did not show that satisfaction with career dress had an
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effect on willingness to trade styling options for sizing options. Therefore, H2 was only

partially accepted.

The data support the hypothesis that career women who are more satisfied with

their career dress will be less willing to trade additional shopping/travel time for more

sizing options than those who are less satisfied with their career dress. Although an

analysis of variance of the data indicated that this hypothesis can be accepted, it should

be noted that results were based on a small number of respondents who reported that

they were not at all satisfied and that respondents who reported that they were not very

satisfied were not significantly different in willingness to spend more time than were

those who reported that they were very satisfied, somewhat satisfied, and not at all

satisfied.

The data support the hypothesis that career women who are more satisfied with

their career dress will be less willing to spend additional money for more sizing options

than those who are less satisfied. Although analysis of variance of the data indicated that

this hypothesis can be accepted, it should be noted that a small number of respondents

reported that they were not at all satisfied with their career dress. In addition, there

were no significant differences between those respondents who reported that they were

very satisfied, somewhat satisfied, and not very satisfied. Only those respondents who

reported that they were not at all satisfied were significantly more willing than the other

three groups of respondents to spend more money to get more sizing options.
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Hypothesis 3: Level of Satisfaction With Career Dress is an Inverse Function of

Frequency of Experience With Fit Problems

It was expected that as frequency of experience with fit problems increased,

satisfaction with career dress would decrease. The coorelational analysis of general

satisfaction and experience with fit problems is presented in Table 6. The results

indicated a significant, moderate relationship between the two variables

(tau =.2427, p. = .001). As respondents experienced more fit problems, their

satisfaction with their career dress decreased.

Table 6

Correlation Between Satisfaction With Career Clothina and Experience with Fit Problems

When_Shopoina for RTW Career Clothing

Variables tau Value p. Value

General Satisfaction
by Fit Problems .2427 .001

(n=216)

Best and Andreason ( 1976) reported that consumers may report some suggestions

for improvement even when they report a product as being satisfactory. The present
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study lends support to this idea because every respondent reported experience with fit

problems despite an overall high level of satisfaction with career dress.

A summary of the respondents' experience with fit problems when shopping for

ready-to-wear career clothing is presented in Table 7. In order of occurrence, the fit

problems most frequently experienced were sleeve length, problems associated with hip

fit, waist length, waist circumference, bust fit, abdomen fit, shoulder width fit, armscye

fit, and upper arm fit.

Every respondent had experienced fit problems when shopping for ready-to-wear

career clothing. Further, every respondent had experienced some problem with hip fit of

ready-to-wear career clothing. Twelve respondents listed fit problems other than those

listed on the questionnaire. Overall garment length was most frequently added by

respondents.

The data supported the hypothesis that level of satisfaction with career dress is

an inverse function of frequency of experience with fit problems. Therefore, Hypothesis

3 was accepted.
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Table 7

Fit Problems Experienced When Shopping for RTW Career Clothing

Some- Fre-
Never Seldom Times quently Always

Fit Problems
(1) (2) (3) (4) (5)

Mean

Sleeve Length 1.4 23.4 26.1 29.4 17.9 3.40

Hip 0.0 19.3 35.8 53.3 4.1 3.26

Waist Length 3.2 22.5 31.7 33.9 7.8 3.21

Waist
Circumference 1.4 20.6 39.0 33.0 4.6 3.19

Bust 6.4 23.9 39.0 23.9 4.1 2.95

Abdomen 2.3 26.1 47.7 18.3 3.2 2.94

Shoulder Width 6.4 25.7 41.3 22.5 3.2 2.90

Armscye 7.8 39.0 29.8 21.1 1.4 2.69

Upper Arm 8.3 41.3 29.4 17.4 2.3 2.64

Others 1.4 1.4 6.0 8.3 5.5

aOther fit problems included: overall length of garment; sizes that are not standard; thigh
fit problems; rise in pants; slope of shoulder; point of bust; and a need for different sizes
for jackets and skirts.

N = 218)
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Hypothesis 4: Willingness to Make Trade-offs for More Sizina Options is a Positive

Function of Career Women's Experience With Fit Problems

Correlational analyses of the relationships between experience with fit problems

and willingness to trade styling options, time and money for more sizing options are

presented in Table 8. Hypothesis 4 was divided into three sub-hypotheses. A discussion

of the analysis of each sub-hypothesis follows.

Table 8

Correlation Between Experience With Fit Problems and Willingness to Trade

Styling Options. Time, and Money for More Sizina Options

Variables

Experience with Fit Problems

r Value 2 Value

Sum of Willingness to Trade Styling
Options for More Sizing Options -.246 .001

Sum of Willingness to Spend More
Time Shopping to Oet More Sizing
Options .405 .001

Sum of Willingness to Spend More
Money to Oet More Sizing Options .304 .001

( N=218)
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H4a: Career Women Who Have Exoerienced Fit Problems Will be More Willina to

Trade Styling Options for More Sizing Options Than Those Who Have Not Experienced Fit

Problems.

It was expected that career women who have experienced fit problems with

ready-to-wear career clothing would be more willing to accept fewer styling options in

order to get more sizing options than those who have not experienced fit problems.

Further, it was expected that willingness to trade styling options would increase as

experience with fit problems increased. Correlational analysis indicated that there was a

significant, moderate relationship between experience with fit problems and willingness

to trade styling options for more sizing options ( r = -.246, 2 = .001). As experience

with fit problems increased, willingness to accept fewer styles in order to get more

sizing options increased. Hence, H4a can be accepted.

The relationship may have been diminished by the large number of respondents

who were willing to accept fewer styles to get more sizing options. Over the three

variables, sleeve length, torso length, and bust proportions, 202 ( 94.8 percent) of the

respondents were willing to trade styling choices for more sizing options. Had this not

been the case, a stronger relationship may have resulted.
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H4b: Career Women Who Have Experienced Fit Problems Will be More Willing to

Trade Additional Shopping/travel Time for More Sizing Options Than Those Who Have Not

Experienced Fit Problems.

It was expected that career women who have experienced more fit problems would

be more willing to spend additional time for shopping/travel to get more sizing options.

The correlational analysis presented in Table 8 (p. 65) indicated that there was a

significant, positive relationship between experience with fit problems and willingness

to spend more time in pursuit of more sizing options ( r = .405, g = .001). As

experience with fit problems increased, willingness to spend more time increased.

Therefore, H4b was accepted.

H4c: Career Women Who Have Experienced Fit Problems Will be More Willing to

Trade Additional Mom/ for More Sizing Options Than Those Who Have Not Experienced Fit

Problems.

Correlational analysis, presented in Table 8, indicated that there was a

significant, positive relationship between experience with fit problems and willingness

to spend more money to get more sizing options ( r = .304, p.= .001). As experience

with fit problems increased, willingness to spend more money for more sizing options

increased. Based on the analysis , H4c can be accepted.

Based on the analyses of the 3 sub-hypotheses, Hypothesis 4 was supported.

Willingness to make trade-offs for more sizing options was found to be a positive
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function of career women's experience with fit problems. As more experience with fit

problems was incurred when shopping for ready-to-wear career clothing, subjects

were more likely to be willing to accept fewer styles, spend more time, and spend more

money in order to get more sizing options. Hence, Hypothesis 4 was accepted.

Solutions to Fit Problems

One objective of this stucty was to determine how career women were solving their

fit problems with ready-to-wear career clothing. A list of respondents' solutions to fit

problems and mean values are presented in Table 9.

Ondovcsik (1981) proposed that consumers who experience fit problems when

shopping for ready-to-wear career clothing may sew their own garments, alter their

own garments, pay to have garments altered, shop in alternative departments or

maintain a minimal wardrobe due to an inadequate selection of clothing in sizes that fit.

Results of the present study lend support to her suggestions.

Solutions most often used by the respondents in the present stucty are listed in

order of frequency. Half of the respondents ( n = 109) frequently or sometimes made

their own alterations and 13 respondents (6 percent) always altered their garments

themselves. Eighty-nine respondents (40.8 percent) seldom or never made their own

alterations. Nearly half ( n = 107, 49.1 percent) of the respondents reported that they

sometimes or frequently wore a poorly fitting garment despite fit problems.

One-hundred and three respondents (47.2 percent) reported that they seldom or never

wore a poorly fitting garment. Surprisingly, 45 respondents (20.6 percent) reported
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that they frequently or always sewed their own career clothing to avoid fit problems; 55

(25.2 percent) reported that they sometimes sewed their own garments as a solution to

fit problems with ready-to-wear career clothing.

Table 9

Solutions Undertaken to Solve Fit Problems

Solutions Never

(1)
Z

Seldom

(2)
Z

Some- Fre-
times quently
(3) (4)

Z Z

M-
ways

(5)
Z

Mean

Respondent Altered
Ready-to-wear 22.0 18.8 23.9 26.1 6.0 2.74

Wore Poorly
Fitting Garment 13.3 33.9 40.4 8.7 0.9 2.49

Respondent Sewn

Garment 29.4 21.1 25.2 18.3 2.3 2.41

Paid to Have RTW

Altered 33.0 23.4 23.9 12.8 5.5 2.34

Shopped in

Alternative
Departments 54.1 16.1 19.7 6.4 0.5 1.79

Hired Garment
Custom Sewn 56.0 19.3 16.1 2.8 0.5 1.65

Othersa 0.0 1.4 2.8 2.3 1.8

aOther solutions included: refusal to make a purchase; give garment away; borrowed a
garment; purchased styles that do not require alterations; and purchased separates to get
good fit.

(N =218)
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Forty-six respondents ( 21.1 percent) reported that they seldom sewed their own

garments and 64 (29.4 percent) reported that they never sewed their own career

clothing. Forty respondents ( 18.3 percent) reported that they frequently or always

hired alterations, and 52 (23.9 percent) that they sometimes paid to have career

clothing altered. Of the respondents, 51 (23.4 percent) reported that they seldom paid

for alterations and one-third never paid for alterations. Over half of the respondents had

neither shopped in alternative departments nor hired a garment sewn as a solution to fit

problems with ready -to -wear career clothing. The most frequently mentioned solution

in addition to those listed on the questionnaire was refusal to purchase if garments do not

fit well.

Summary

The sample used in the study consisted of 218 women working in professional or

managerial occupations. All included a skirted suit or suit-type jacket in their work

wardrobe. They tended to be middle-aged, college educated, of above average family

income, married, and full-time workers.

As hypothesized, the respondent's level of satisfaction with their general career

dress corresponded to their level of satisfaction with a specific jacket that they wore to

work. The respondents were very satisfied with their career dress and with their own

jacket.

Over 90 percent of respondents were willing to accept fewer styling options to

get more sizing options. They were willing to spend "some" more time to get more sizing

options, and they were willing to spend about $20.99 or less to get more sizing options.
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There was partial support for the hypothesis that willingness to make resource

trade-offs for sizing options is a negative function of satisfaction with career dress. The

results may have been influenced by the overwhelming number of respondents who were

willing to accept fewer styles to get more sizing choices, regardless of their satisfaction.

The analysis may have been weakened by the small number of respondents who reported

that they were not at all satisfied with their career dress.

The hypothesis that level of satisfaction is an inverse function of frequency of

experience with fit problems was accepted. The data revealed that every respondent had

experienced fit problems when shopping for ready-to-wear career clothing. As

frequency of fit problems increased, level of satisfaction decreased.

The hypothesis that willingness to accept fewer styles, spend more

shopping/travel time, and spend more money for more sizing options is a positive

function of career women's experience with fit problems was accepted.

A surprising number of respondents altered their own garments, wore poorly

fitting garments, sewed their own career clothing, and paid to have ready-to-wear

altered. They also have shopped in alternative departments, hired garments custom

made and have refused to purchase as responses to fit problems with ready-to-wear

career clothing.
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SUMMARY, IMPLICATIONS, AND RECOMMENDATIONS

This study was designed to investigate career women's satisfaction with apparel fit

and sizing and the resultant effect on willingness to make resource trade-offs. Emphasis

was on women employed in professional or managerial occupations because this is a

growing market segment.

Rogers (cited in Ettl, 1985) identified fit problem variables which may be

experienced by women apparel consumers. Sources in trade publications suggested that

career women are having difficulty finding good quality apparel that fits, but researchers

have not substantiated this assertion. Although fit is one of the most important

evaluative criteria for choosing clothing ( Stemm 1981), career women's satisfaction

with fit has not been studied.

In addition, the kinds of solutions undertaken by consumers to solve fit problems

have not been investigated. Ondovcsik (1981) suggested a list of possible activities that

consumers may use to solve their fit problems. Investigation of these activities may

give insight about how business may better serve consumers.

It has been suggested that retailers may be reluctant to carry proportioned

clothing because they may believe that the investment would not be worthwhile due to

increased inventory and unwillingness on the part of consumers to change their shopping

habits to include proportioned clothing ( "Proportioned jeans sized," 1984). Although

these concerns are important to retailers, consumers' willingness to change has not been

studied.
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Summary

To achieve the purpose of this investigation, four research hypotheses were

developed. A survey was employed as the research methodology. A questionnaire was

developed which consisted of a measure of general satisfaction with career dress,

satisfaction with a specific jacket, fit problems, fit solutions, willingness to trade

styling options for more sizing options, willingness to spend more time to get more

sizing options, and a willingness to spend more money to get more sizing options. The

variables investigated were: general satisfaction with career dress, satisfaction with a

specific jacket, experience with fit problems, solutions to fit problems, willingness to

trade styling options for three sizing options, willingness to spend additional time for

three sizing options, willingness to spend additional money for three sizing options, and

six demographic variables.

The sample was drawn from women present at regularly scheduled women's

professional organization meetings in western Oregon. A sample of 218 subjects was

drawn which consisted of women who met the following criteria: (1) employed in

managerial or professional occupations, (2) employed at least 20 hours per week or

more, and (3) included in their work wardrobe a skirted suit or suit-type jacket. The

researcher or a trained assistant attended meetings and administered the questionnaire.

Of 286 questionnaires distributed, all were returned. After eliminating

questionnaires of women who were employed less than 20 hours per week, those who did

not include a skirted suit or suit-type jacket in their work wardrobe, those repondents

working in occupations other than professional or managerial, and incomplete
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questionnaires, 218 questionnaires which met the criteria set for the study were

analyzed.

Demographic variables provided the following profile for the sample. A

respondent was likely to be 35 years of age or older, the largest proportion of the sample

being between the ages of 35 to 44 years of age (26.6 percent). About one-third of the

respondents had attended college ( 32.1 percent), and most were employed full-time

( 86.2 percent). A respondent was likely to be married (57.8 percent), and the largest

proportion of the sample ( 23.4 percent) reported a family income of $50,000 and over.

Occupations were diverse.

Procedures used for data analysis included frequency distributions, means, chi

square, oneway analysis of variance, and correlation coefficients. Four research

hypotheses were developed to fulfill the objectives of the study.

Hypothesis 1, that career women who are satisfied with general career dress will

also be satisfied with a specific suit-type jacket, was accepted. Chi square analysis of the

satisfaction data revealed no significant difference between general career dress

satisfaction and satisfaction with a specific suit-type jacket. It appeared that a positive

relationship may exist between general career dress satisfaction and satisfaction with a

specific suit-type jacket. Respondents who were generally satisfied with their career

dress were also satisfied with a specific suit-type jacket. Eighty-one percent of the

respondents reported a high level of satisfaction with both general career dress and with

a specific suit-type jacket.

Hypothesis 2, that willingness to make trade-offs for more sizing options is a

negative function of general satisfaction with career dress, was partially accepted. For
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analytical purposes, Hypothesis 2 was divided into three sub-hypotheses. Oneway

analysis of variance for the general satisfaction data and willingness to trade styling

options for sizing options data indicated no significant difference for the main effect.

Respondents were equally willing to trade styling options for more sizing options,

regardless of satisfaction with career dress. However, there was a significantly greater

willingness to spend more time and more money to get more sizing choices among those

respondents with less general career dress satisfaction. Tukey's range test indicated that

those respondents who reported that they were not at all satisfied with their career dress

were more willing to spend additional time and money to get more sizing options. Over

40 percent of the respondents were willing to pay between $10.00 and $20.99 to get

more sleeve length and torso length options, and over one-third indicated willingness to

spend that amount for more bust proportions. Therefore, partial support was obtained

for hypothesis 2. Where the resources, time and money, were concerned, the hypothesis

was supported. In the present study, there was no significant effect of general

satisfaction on willingness to trade styling options for more sizing options.

Hypothesis 3, that level of satisfaction with career dress is an inverse function of

experience with fit problems, was accepted. Kendall's tau indicated a significant,

moderate correlation between level of satisfaction and experience with fit problems. The

more fit problems that were experienced while shopping for career clothing, the lower

the reported level of satisfaction.

A summary of subjects' experience with fit problems when shopping for

ready -to -wear career clothing indicated that every respondent had experienced fit

problems. Fit problems most frequently experienced were sleeve length ( mean = 3.40),
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hip fit ( mean = 3.26), waist length ( mean = 3.21), waist circumference ( mean =

3.19), bust fit ( mean = 2.95), abdomen fit ( mean = 2.94), shoulder width ( mean =

2.90), armscye fit ( mean = 2.69), and upper arm fit ( mean = 2.64).

Hypothesis 4, that willingness to make trade-offs for more sizing options is a

positive function of career women's experience with fit problems, was accepted.

Hypothesis 4 was divided into three sub-hypotheses. Coorelational analysis of

experience with fit data and willingness to make trade-offs indicated a significant

relationship. As experience with fit problems increased, willingness to make trade-offs

increased for all three variables, style options, time, and money.

Although hypotheses were not proposed, respondents' solutions to their fit

problems with ready -to -wear career clothing were requested to provide further insight

on professional career women as a market segment. Responses to the fit solutions

question pertained to the kinds of activities that the respondents engaged in to solve fit

problems. The data concerning solutions to fit problems indicated that half (SO percent)

altered their own clothing. Nearly half (49.1 percent) reported that they wore a poorly

fitting garment a response to fit problems. Over 20 percent sewed their own career

clothing to avoid fit problems. Thirty-three percent never paid for alterations and over

half neither shopped in alternative departments nor hired a garment sewn. In addition,

some respondents mentioned refusal to purchase if garments did not fit.
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Implications

Career women's satisfaction and fit problems with career clothing were of prime

importance in the present study. Consumer satisfaction with purchases has been used by

apparel businesses as an indicator in making decisions about products. Best and

Andreason ( 1976) suggested that consumers may report satisfaction with products while

at the same time indicating problems with products. They maintained that if consumers

believed that nothing could be done or if importance was low, the problems may be

ignored.

The present findings suggested that perhaps measures of consumer problems

would be a more useful indicator of how to satisfy the specific needs of clothing

consumers than are satisfaction measures. The data revealed a stronger relationship

between fit problems and willingness to make trade-offs than between satisfaction and

willingness to make trade-offs.

The present study revealed that satisfaction was reported to be high, although

widespread fit problems were also reported. Because fit has been established as one of

the most important criteria in clothing choice, it is possible that the respondents of the

study accepted a situation for which they believed no solution was offered in the

marketplace. Consumers' preconceived ideas about what to expect may have influenced

the satisfaction process, leading to low expectations regarding fit, and therefore, a

reported high level of satisfaction.

In the present study, the effect of satisfaction on willingness to trade styling

options, time and money was not as strong as expected. Only in cases in which
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respondents reported no satisfaction was an effect shown. However, frequency of

experience with fit problems was significantly correlated to willingness to make

resource and styling option trade-offs for more sizing choices. It is possible that

trading styling options is a different construct than are spending additional resources

such as time and money. Time and money may be regarded as personal resources whereas

the number of styling options may be considered as dependent upon retail offerings, with

less consumer control.

It has been suggested ( "Proportioned jeans," 1984) that retailers have viewed

the addition of proportioned clothing for women as an inventory problem because they

believed that women would be unwilling to accept fewer styles to get more sizing options

similar to what is currently offered in men's wear. Furness (1970) concurred,

cautioning that unlimited variety could be wasteful and unmanageable. However, present

results suggested that career women were highly willing to accept fewer styles in order

to get more sizing options. Not only were the respondents willing to accept fewer styles,

they also indicated that they would be willing to spend more time end money in order to

get proportioned career clothing.

Consumers with fit problems have expressed a desire for more sizing options and

better fit. Salusso-Deonier,, DeLong, and Martin (1979) suggested that the

ready-to-wear industry should consider more options to &low for differences in the

proportions of women's figures at major body sites as a solution to fit problems. A

reevaluation of sizing standards and attention to the necessity for increasing the sizing

options available in ready-to-wear is supported by the present findings. In the present
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study, consumers indicated a willingness to accept increased sizing options by using

their personal resources to adopt new offerings in the marketplace.

Ondovcsik (1981) stated that data were not available for apparel manufacturers

to determine the number of consumers who are in each size category. Research may be

needed to help establish a base from which apparel manufacturers may plan inventory.

Information may be needed to help manufacturers identify specific needs and evaluate

what is desired by consumers concerning apparel sizes.

Ondovcsik ( 1981) suggested that consumers may need education to know which

size category would be best to provide good fit. It may be that getting customers to

realize which size category is best for them should be of concern to apparel retailers.

Ondovcsik suggested that consumers who have been used to shopping in alternative

departments within a store to purchase clothes may need special help to break this

behavior pattern and identify retail opportunities where they may purchase proportioned

ready-to-wear career clothing that fits well. The present study provided little support

for the idea that consumers regularly shop in alternative departments to solve their fit

problems. It may be that consumers will need help in identifying where to find good fit,

once proportioned clothing is readily available. It is possible that those consumers who

sew and alter their garments may need incentive to shop for proportioned ready-to-wear

career clothing when it becomes available. Also, those who are now wearing poorly

fitting garments as a solutiion to fit problems may need education about recognition of

good fit.

Research may be needed so that informed choices can be made by apparel

businesses concerning how to educate consumers about the availability of merchandise in
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special size categories. Ondovcsik (1981) offered that increased advertising may serve

as an educational tool to inform consumers of availability or to locate special size

departments. Apparel Merchandising reported that seminars for consumers could be

effective in easing confusion about sizes ( "Petite department," 1984). Peacock (1980)

suggested that consumers must recognize their responsibility to inform the clothing

industry of their desires. She stated that in order to get more choice, consumers need to

make demands apparent. Consumer education may be needed to accomplish these goals.

Recommendations for Further Study

The researcher recommends further study of the relationship between

satisfaction, problems with apparel, and willingness to accept changes in apparel

offerings. A model of satisfaction which would analyze the sequence of effect between

consumer satisfaction, problems with apparel, and willingness to change buying behavior

could be developed.

Investigation of the demographic differences between satisfaction levels should be

attempted. Also, demographic differences should be established for willingness to trade

the various resources investigated in this study. Investigation of income differences in

relationship to willingness to spend more money and time for shopping/travel should be

considered. Also employment as related to willingness to spend time and money should be

investigated. Employment and income should be studied with regard to solutions to fit

problems.

Further investigation of solutions to fit problem seems warranted. Specifically,

development of a demographic profile of consumers who sew and alter their own garments
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may provide further insight on working women as a market segment. For example,

investigation of whether those who engage in some sewing activity to solve fit problems

are different from those who pay for alterations and construction of garments, and those

who wear poorly fitting garments as a response to fit problems. It would be useful to

analyze satisfaction with the outcomes of those who engage in various solutions to fit

problems. Investigation of time usage in relation to the fit solution variables included in

the present study would be valuable. An investigation about techniques used to make

alterations; where consumers learned alteration and construction techniques; where

these consumers shop for supplies; and satisfaction level with the results might identify

consumer needs and give insight to educators.
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Table 10

Professional Women's Associations Used for Data Collection

Oroup Date Location

Home Economists
in Business 1-6-86 Portland

Business & Profession&
Women 1-14-86 Springfield

Altrusa 1-16-86 Roseburg

Business &
Professional Women 1-21-86 Junction City

Altrusa 1-22-86 Newport

Altrusa 1-23-86 Salem

American Society of
Women Accountants 1-23-86 Salem

American Business
Women's Association

Business & Professional
Women

Soroptom ist
International

American Business
Women's Association

Women In
Communication

American Business
Women's Association

Altrusa

Zonta

1-28-86 Salem

1-28-86 Salem

2-12-86 Salem

2-12-86 Salem

2-13-86 Portland

2-13-86 Keizer

2-20-86 Beaverton

2-27-86 Salem

( N=15)
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College of
Home Economics

Ole on
t e

USniversity Corvallis, Oregon 97331 15031 754 355 t

Dear Professional Association Member:

Thank you for participating in our study about apparel fit and sizing. This is a research
project being conducted in the Department of Clothing, Textiles and Related Arts at Oregon
State University. The information you provide will help us to determine what fit problems
are experienced when shopping for career clothing. In order to know your needs, we need
your opinions.

The opinions you give will be kept confidential. If you have any questions or comments
please write them in at the side of the page.

If you would like a summary of our finding, they will be available on request.

We hope yod will find the questionnaire interesting and will enjoy being a part of the study.
Please return your completed questionnaire to the researcher. Your response is important to
the success of the research project.

Sincerely,
Redacted for Privacy

Janith S. Wright
Researcher

Redacted for Privacy

Sally K (rat.cis
Department Head
Clothing, Textiles, and Related Arts
College of Home Economics
Oregon State University
Corvallis, Oregon
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Survey of Women Concerning Career Clothing

1. Does your wardrobe include a skirted suit or suit-type jacket for wearing to work?
(Circle one number)

1 YES
2 NO > Stop here and return the questionnaire.

2. Think about the apparel that you wear to work. Overall, how satisfied are you with your
career clothing? (Circle one number)

1 VERY SATISFIED
2 SOMEWHAT SATISFIED
3 NOT VERY SATISHED
4 NOT AT ALL SATISHED

3. Think of a representative suit-type jacket from your wardrobe which you wear to work.
How satisfied are you with your jacket? (Circle one number)

1 VERY SATISFIED
2 SOMEWHAT SATISFIED
3 NOT VERY SATISFIED
4 NOT AT ALL SATISFIED

4. Please indicate how often you experience each of the following fit problems in shopping
for ready-to-wear career clothing: never, seldom, sometimes, frequently, or always.
(Circle one number for each)

a. Bust of garment (either too big or too

SOME- FRE-
TIMES QM=

AL-
WAYSNEVER

tight) 1 2 3 4 5

b. Waist length of garment (either too short

or too long) 1 2 3 4 5

c. Sleeve length (either too long or too short) 1 2 3 4 5

d. Shoulder of garment (either too narrow or
too wide) 1 2 3 4 5

e. Cut of armhole (either too deep or too snug) 1 2 3 4 5

1. Waist of garment (either too big or too

tight) 1 2 3 4 5

g. Upper arm of garment (either too big or too
tight) 1 2 3 4 5

h. Hip of garment (either too big or too tight). .... 1 2 3 4 5

i. Stomach area of garment (either too tight

or too big) 1 2 3 4 5

j. Other, (Specify ) 1 2 3 4 5

If you answered never (1) on every item (a.-j.) in question #4, go to question #6.

(PLEASE TURN THE PAGE)
-1-
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5. Please indicate how often you have done each of the following to solve your fit problems
with ready-to-wear career clothing: never, seldom, sometimes, frequently, or always.
(Circle one number for each)

a. Altered ready-to-wear myself

b. Paid to have ready-to-wear
altered

c. Sewn garment myself

d. Hired a garment custom sewn .

e. Wore a poorly f i t t i n g garment . .

f. Shopped in the men's, boy's
junior, and/or children's
department

g. Other, (Specify

SOME- FRE- AL-
V & EZLIMM TIMES OUENTLY WAYS

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

6. If the following options were available in a suit-type jacket, how willing or unwilling
would you be to accept fewer Style choices in order to get each of the options listed
below: very willing, willing, somewhat willing, or not at all willing? (Circle one number
for each)

VERY WTI - SOMEWHAT NOT AT ALL
WILLING 1NG WILLING WILLING

a. Jacket with short, regular,and
long sleeve lengths available
for each size

b. Jacket with torso lengths
available in short, regular,
and long for each size

c. Jacket with a choice of small,
regular, and full bust for each
size ,

1 2 3 4

1 2 3 4

1 2 3 4

(PLEASE GO ON TO NEXT PAGE)
-2-
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7. If the following options were available in a suit-type jacket, how much additional time
shopping and/or traveling would you be willing to spend in order to get each of the
options listed below: very much, much, some, little, or none? (Circle one number for
each)

VERY
Nucal MUCH SOME LI= NONE

a. Jacket with short, regular, and
long sleeve lengths available
for each size 5 4 3 2 1

b. Jacket with torso lengths
available in short, regular, and
long for each size 5 4 3 2 1

c. Jacket with a choice of small,
regular, and full bust for each
size 5 4 3 2 1

8. If the following options were available in a suit-type jacket, how much additional
money would you be willing to spend in order to get each of the options listed below:
none, less than $10.00, $10.00 to $20.99, $21.00 to $39.99, or $40.00 and over?
(Circle one number for each)

a. Jacket with short, regular,
and long sleeve lengths

NONE

LESS
THAN
$10.00

$10.00-
$20.99

$21.00-
$39.99

$40.00
AISI=13,

available for each size 1 2 3 4 5

b. Jacket with torso lengths
available in short,
regular, and long for
each size 1 2 3 4 5

c. Jacket with a choice of
small, regular, and
full bust for each size 1 2 3 4 5

(PLEASE TURN THE PAGE)
-3-



The following questions ask for background information about you. This confidential
information is important for the analysis of data.

9. What is your highest level of education? (Circle one number)

1 8 YEARS 6 GRADUATE STUDY
2 9 TO LESS THAN 12 YEARS 7 VOCATIONAL/TECHNICAL
3 HIGH SCHOOL GRADUATE TRAINING SCHOOL
4 SOME COLLEGE 8 OTHER, (SPECIFY
5 COLLEGE GRADUATE

10. How many hours do you work per week, 35 or more hours per week, 20 to 34
hours per week, or 19 or less hours per week? (Circle one number)

1 35 OR MORE HOURS PER WEEK
2 20 TO 34 HOURS PER WEEK
3 19 OR LESS HOURS PER WEEK

11. What is your title or position? (Please specify)

(TITLE OR POSITION)

12. What is your marital status? (Circle one number)

1 MARRIED
2 SINGLE, NEVER MARRIED
3 UNMARRIED (WIDOWED OR DIVORCED)

13. What was your total family gross income last year? (Circle one number)

1 LESS THAN $5,000 6 $20,000 TO $24,999
2 $5,000 TO $7,499 7 $25,000 TO $34,999
3 $7,500 TO $9,999 8 $35,000 TO $49,999
4 $10,000 TO $14,999 9 $50,000 OR OVER
5 $15,000 TO $19,999

14. What is your age? (Please check one)

18-24
25-34
35-44

45-54
55-64
65 AND OVER

94

Thank you for completing this questionnaire.

If you have any additional comments concerning career clothing and/or apparel fit and
sizing, please write them here:

(THANK YOU FOR YOUR COOPERATION)
-4-
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APPENDIX C

Occupational Titles
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Table 11

Occupational Titles

Title Number Title Number

Owner 22 Clerical Supervisor 3

Accountant/CPA 14 Insurance Agent 3

Administrative Not Definite 3

Assistant 9
Accounting Clerk 2

Director 9
Account Supervisor 2

Manager 9
Analyst 2

Office Manager 9
Assistant Controller 2

Company Officer 6
Attorney 2

Teacher 6
Buyer 2

Real Estate 6
Coordinator 2

Principal 5
Counselor 2

RN/Nurse Practioner 5
Customer Service

Bookeeper 4 Representative 2

Home Economist 4 Credit Investigator 2

Loan Officer 4 Dental Hygienist 2

Nutritionist/ Engineer 2

Food Service 4
Executive Secretary 2

Retail Sales

Representative 4 Librarian 2

Secretary 4 Marketing Representative 2

Supervisor 4 Pharmicist 2
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Table 11 (Continued)

Occupational Titles

Title Number Title Number

Professor 2 District Manager 1

Promotional Extention Agent 1

Consultant 2
Financial Sales 1

Social Services
Program Director 2 Graphic Designer 1

Administrative Hair Stylist 1

Services Supervisor 1

Interior Designer 1

Anchor/Reporter 1

Judge 1

Assistant Manager 1 Licensed Tax Preparer 1

Audiologist 1 Lobbyist 1

Author 1 Marketing Assistant 1

Case Worker 1 Mayor 1

Caterer 1 Membership Services 1

Chief Laboratory News Production 1

Technician 1

Operations Manager 1

Circulation/
Subscription Service 1 Partner

Client Assistant 1 Personnel Officer 1

Communication Public Information
Specialist 1 Coordinator 1

Consumer Education 1 Producer 1

Department Head 1 Receptionist 1
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Table 11 (Continued)

Occupational Titles

Title Number Title Number

Revenue Agent 1 Treasurer 1

Supervisor of Workers Compensation
Media Preparation 1 Examiner 1

Systems Specialist 1 Word Processing
Technician 1

Television Station
Assistant 1 Missing 1

(N=218)
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College of
Home Economics

Ote on
St

University Corvallis, Oregon 97331 5:.."3, 754.35E'

Date

Chamber of Commerce
Street Number
City, Oregon Zip Code

Greetings:

I am a graduate student at Oregon State University in Clothing and Textiles. As a part of
my Master's thesis, I am contacting professional and managerial women to ask their
opinions about career clothing.

I am writing to request your assistance in contacting the professional women's
associations in /oration I would like the addresses of the following groups in the locetion
area:

Altrusa

American Association of University Women

American Business Women's Association

Business and Professional Women's Association

Professional Women's Network of Oregon

Soroptomist International

Women in Communications, Inc.

Zonta

If you know of other professional women's groups that I have not mentioned, please
include them &so.

Enclosed you will find a self-addressed, stamped envelope for your convenience.

Thank you for your consideration.

Sincerely,

Redacted for Privacy

Janith S. Wright
Graduate Student
23900 Gap Road

Harrisburg, Oregon 97446
(503) 995-6555



Date

College of
Home Economics

Name of Recipient
Street Number
City, OR Zip Code

Dear Name of Recipient,

0,cegon
stateUniversity Corvallis, Oregon 97331
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(503)754-3551

! am a graduate student at Oregon State University in Corvallis, working toward a
Master's degree in Clothing and Textiles. I called you last week concerning attending a
meeting of association name to collect data for my Master's thesis.

My research topic concerns apparel fit and sizing. Specifically, I need information from
professional career women about how satisfied they are with the current ready-to-wear
career apparel offering in the marketplace and any fit problems that they experience

when shopping for career clothing.

I am writing to request your permission to attend a meeting of association name, and
location, to distribute my questionnaire. The survey takes less than 10 minutes to
complete and gives members of your association a chance to voice their opinions about

their concerns with career clothing. I have used this questionnaire at a luncheon meeting
of the Corvallis chapter of Altrusa and the members there seemed to enjoy the chance to
participate in a market study. I am confident that your membership will also find the
questionnaire interesting.

I have enclosed a copy of the questionnaire and accompanying cover letter for your
review. I will call you within the next week to make arrangements to attend your next
meeting to collect data.

Thank you for your consideration.

Sincerely,

Redacted for Privacy

Janith S. Wright
Graduate Student

Sally K Francis
Department Head
Clothing, Textiles, and Related Arts
College of Home Economics

Oregon State University
Corvallis,Oregon 97331



Coileae of

Date

Name of Recipient
Name of Association

Street Number
City, Oregon Zip Code

Deer Name of Recipient,

Ore on
StateUniversity CorvaHs Oregon 9733"

1 02

Please extend my thanks to all the name of essccitition members who participated in my
survey on ai7te, locetioa, city. Every response is valuable to my research and I
appreciate your willingness to allow me to poll your membership.

I am now in the process of coding data and preparing a computer program which will
allow me to analyze the data ttlat I have collected. When analysis is complete I will
contact you so that I may share the results of my study with your group as we discussed.

Thank you again for your consideration.

Sincerely,

Redacted for Privacy

Janith S. Wright, Researcher
Clothing, Textiles, and Related Arts
Oregon State University
Corvallis, Oregon 97331
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Table 12

Satisfaction With General Career Dress and a Specific Suit-type Jacket

Category Label

General Jacket
Satisfaction Satisfaction

f f

Very Satisfied ( 1) 50 86

Somewhat Satisfied ( 2) 138 107

Not Very Satisfied ( 3) 26 22

Not At AU Satisfied ( 4) 2 1

Missing 2 2

(n=216)

Table 13

Freauency of Experience with Fit Problems

Variable
Some- Fre- Al- Miss-

Never Seldom times quently ways ing

(1)
f

(2)
f

(3)
f

(4)
f

(5)
f f

Bust 14 52 85 52 9 6

Waist Length 7 49 69 74 17 2

Sleeve Length 3 51 57 64 39 4

Shoulder Width 14 56 90 49 7 2

Ar mscye 17 85 65 46 3 2

Waist Circumference 3 45 85 72 10 3

Upper Arm 18 90 64 38 5 3

Hip 42 78 77 9 12

Abdomen 5 57 104 40 7 5

Other 3 3 13 18 12 169

(N= 218)



105

Table 14

Frequency of Solutions to Fit Problems

Variable

Some- Fre- Al- Miss-

Never Seldom times quently ways ing

(1) (2) (3) (4) (5)
f f f f f f

Respondent Altered 48 41 52 57 13 7

Paid to Alter 72 51 52 28 12 3

Respondent Sewn Garment 64 46 55 40 5 8

Custom Sewn Garment 122 42 35 6 1 12

Wore Poor Fit 29 74 88 19 2 6

Shopped in Other Departments 118 35 43 14 1 7

Other Solutions 4 3 6 5 4 196

(N = 218)

Table 15

Willingness to Trade Styling Options for More Sizing Options

Variable
Very Will- Somewhat Not At All Miss-
Willing ( 1) ing (2) Willing (3) Willing (4) ing

Sleeve Length 76 74 52 11 5

Torso Length 77 81 43 12 5

Bust Proportion 79 75 48 11 5

(N=218)
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Table 16

Willingness to Spend More Time for More Sizing Options

Variable
Very Miss-
Much Much Some Little None ing

f f f f f f

Sleeve Length 29 53 93 43 8 1

Torso Length 24 61 88 38 7

Bust Proportion 30 53 81 42 10 2

(N=218)

Table 17

Willingness to Spend More Money for More Sizing Options

Variable

Less

Than $10.00- $21.00- $40.00 Miss-
None $10.00 $20.99 $39.99 And Over ing

f f f f f f

Sleeve Length 21 74 88 20 11 4

Torso Length 18 63 101 23 10 3

Bust Proportion 30 69 80 26 11 2

(N=218)


