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The purpose of this research project was to examine the clothing

practices included in the purchase, daily selection, and cars of clothing

by adolescents, to determine to what extent these practices are performed

independently or influenced by others, and to identify the dimensions of and

factors involved in the activities themselves. Clothing practice profiles

were developed for the three age groups corresponding to divisions in the

Oregon 4-H program. Clothing Practice Profiles were compared for age

group differences.

The Clothing Practices Survey was developed by the researcher to be

used to obtain this information from Oregon 4-H members. The Survey was

completed by 490 Oregon 4-H members who attended seven summer programs

throughout Oregon in June and July 1981. Respondents were nine to nine-

teen years old. Numbers in each of the three age groups were: Juniors

(nine through twelve years old)--276, Intermediates (thirteen through

fifteen years old)--145, and Seniors (sixteen through nineteen years old)

--69.

The Clothing Practices Survey consisted of 34 items: five items

concerned clothing selection practices, nine concerned clothing care

practices, fourteen concerned clothing.purcheee practices, and eix asked



for demographic information. Respondents indicated the frequency of the

activity involved with each of the clothing practice items by circling one

of the following responses: never, sometimes, half the time, usually,

and always. Responses to each item were assigned the values 0 (never)

through 4 (always). The distribution of responses to each item was

tabulated for each sex and age group, and the median, modal, and mean

responses were calculated for each item for each sex and age group. The

mean responses for each item were also calculated for each category of

participation in the clothing project.

The distribution of the responses and the median, modal, and mean

responses for each item for each sex and age group were used to develop

a descriptive clothing practice profile for each age group. These age

group profiles were compared and similarities and differences noted.

The age group comparison revealed increasing frequency of independ-

ent activity in all three clothing practice areas (selection, care, and

purchase) as age increased. Parental influence on daily selection, cars,

and purchase practices appeared to decrease with increasing age. Siblings'

influence on selection, care, and purchase practices was minimal for all

age groups. Peer influence on selection and purchase practices increased

from "never" or "sometimes" for Juniors to "sometimes" or "half the time"

for Intermediates and Seniors. Media influence on daily clothing selection

practices and clothing purchase practices in terms of wearing or buying

identical or similar clothing was minimal for all age groups. Media

influence on clothing purchase practices in terms of looking at advertise-

ments increased with age, but purchases of advertised clothing items

remained about the same for all age groups. Age group comparisons were



also made for the selection factors and other care and purchase practices

including responsibilities for care of the member's and family's clothing,

planning clothing purchases, sources of funds and methods of paying for

clothing, use of clothing label information, and purchase factors.

Analyses of variance were used to test the study's six hypotheses

in order to determine if significant differences existed in the clothing

selection, care, and purchase practices which adolescents perform independ-

ently. Using the 95 percent confidence level, significant differences

were found in the selection, care, and purchase practices for the three

age groups. Significant differences were found in care and purchase practices

for 4-H clothing project enrollment categories, but not in selection

practices.
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CLOTHING PRACTICES OF OREGON 4-H YOUTH:
PURCHASE, DAILY SELECTION, AND CARE

I. INTRODUCTION

Statement of the Problem

What are the current clothing purchase, daily selection, and care

practices of young people aged ten to eighteen? Do these practices vary

according to age, sex, or clothing project participation for Oregon 4-H

members?

Clothing interest and importance have been recognized to be at

their peak during the adolescent years which span the same age range as

does Oregon 4-H membership. Hurlock's contention that "adolescence seem-

ed to be the period of life in which interest in clothing is most domi-

nant" (Hurlock 1929:53) has often been quoted in subsequent research on

all aspects of clothing behavior. Child development authority Biehler

also recognized that concern about appearance reaches its peak during

adolescence, generally about the ninth grade (Biehler 1976:536). Cloth-

ing is a substantial part of appearance, and a study of clothing practices

during adolescence, when interest in appearance is important, is a

significant research issue.

During the last decade, clothing behavior research dealing with

adolescent age groups has primarily focused on the social and psycho-

logical implications of clothing behavior such as personal and social

adjustment, personal and social acceptance, conformity, and self

concept. Some studies (Colquett 1980, Drake and Ford 1979, Eicher and
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Kelley 1974, Ellinger 1972, Harrell 1973, Harris 1973, Hayes 1972,

Laubach 1972, Moore 1972, and Walter 1973) covered the behavior of two

or three age groups on one or several social and psychological factors

(personal and social adjustment and acceptance, conformity, and self

concept). Several marketing studies (Moschis 1978, Moschis and Church-

ill 1979, Moschis and Moore 1979, and Moschis, Moore, and Stephens 1977)

examined various aspects of the general consumer behavior of sixt4 -,4r5)M84

tw!lf:tioLP7440_Young_penple. However, no recent study has been found-that

examined the developmental aspects of clothing behavior or compared the

relative socio-psydholOgUal factor(s) -over the entire age span from ten

to eighteen. Because of the magnitude of the physical, emotional, social,

and mental growth and development_which_occurs, a study_of the differ-

ences in clothing practices over this age range is an important research

topic.

Several research studies in the last ten years (Brewton 1973,

Cestia 1974, Colquett 1980, Garrity 1976, Kelley, Geiger, and Bailey

1975, Majka 1977, Smith 1972, and Snyder 1972) have examined the shop-

ping behavior of one or two age groups and made same social class and

urban-rural comparisons. No study of more than one age group has con-

sidered sex differences.

One stuOy(Ellinger 1972) examined "interest" in care of clothing,

but not the actual "practice" of clothing care. Previous research

consulted concerning clothing care practices was completed over twenty

years ago (Barnes 1955, Morris 1958, and Thames 1960), The apparel,

fabric, and laundry appliance and products industries have changed

considerably over the last twenty years, and it is possible that these

changes have also been reflected in adolescent's clothing care practices.
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One more recent study (Holman 1972) examined clothing selection

practices using a clothing interest scale in order to determine who

might influence daily clothing Choices. This study did not determine

who actually performed or directed the task of selecting the clothes

which young people wore each day, however.

Enrollment records for 1979-1980 indicate that 29,047 young people

participate in the Oregon 4-H club program, with 3813 members enrolled

in one or more of the nine skill levels of the 4-H clothing project.

Rural and urban areas and a variety of socio-economic backgrounds are

included in the Oregon 4-H population. No research was found concerning

the clothing practices of Oregon 4-H youth, and little research was

found concerning the clothing purchase or daily selection or care

practices of 4-H members in other states. Studies involving 4-H members

(Byargeon 1976, Cestia 1974, Davis 1962, Flannigan 1976, Meyers 1978,

Nickels and Powell 1979, and Treat 1966) considered clothing purchase

practices, time orientation leadership potential, and clothing knowl-

edge.

No recent study was found for either 4-H members or adolescents

in general which examined daily clothing selection, clothing care and

maintenance, and clothing purchase practices in terms of the person or

groups who perform, direct, or influence the clothing practices,. and/or

a description of th& dimensions of and factors involved in the clothing

practices. Review of the literature on adolescent clothing behavior

has revealed no developmental studies of adolescent clothing practices

since Gesell, Ilg, and Ames' longitudinal study of many aspects of

adolescent behavior, including clothing practices, published in 1956.

There appears to be a current research gap concerning the dimensions of
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and factors involved in clothing purchase, daily selection, and care

practices of young people aged tan to eighteen and whether or not these

practices differ according to age, sex, and/or enrollment in an educa-

tional clothing program such as the 4-H clothing project.

Operational Terminology

For the purpose of this research project the terms below refer to

and include the factors indicated:

Adolescents:
,Young people aged ten to igilteen,/

Clothing Behavior:
Activities end related feelings ,and motivations associated with

wearing clothing.

Clothing Practices:
Activities involved in the process of selecting clothing for

purchase and daily wear and the care of clothing.

Daily Clothing Selection Practices:
Activities involved in the process of choosing clothing for daily

wear. Factors may include the identification of people or groups

who influence, direct, and/or perform the tasks associated with

clothing choices and other factors which may affect clothing

selected for daily wear (such as fit, comfort, color).

Clothing Care Practices:
Activities involved in the care and maintenance of the adolescents'

and their family's clothing. Factors may include the tasks per-

formed and the person or group that directs or performs the tasks.

Clothing Purchase Practices:
Activities involved in the selection of clothing for purchase.

Factors may include the people or groups who influence, direct,

and/or perform in the selection process; the resources used in
the purchasing process (source of funds and method of payment);

planning activities; use of label information; and other factors

which may affect clothing purchase choices (such as fit, price,

color, brand).

Director:
Person or group who makes the decision(s) and sees that it is

carried out by the adolescent.
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Influential:
Person or group, as perceived and taken into account by the adoles-

cent, who affects the decision-making process involved with the
Choice of clothing for purchase and/or daily wear and clothing care
practices.

Performers
Person or group who does the task or activity.

Justification of the Research Project

There appears to be a lack of current research regarding clothing

practices ofyoungpeople aged ten to eighteen concerning the purchase,

daily selection, and care of clothing in terms of who influences, directs,

and performs the tasks and in terms of the dimensions of and factors

involved in the tasks themselves. An examination of these clothing

practices can provide insight into understanding the development of

decision-making skills and independence for this age group. An under-

standing of the development of decision-making skills and independence

is an important part of the consumer behavior issue which is recognized

by the American Home Economics Association and other Home Economics

research goals and priorities committees (AREA 1970, Kernaleguen 1977,

and Ritchey 1978) as having high research priority.

Examining clothing practices involves clothing, family relation-

ships and child development, and business and marketing issues. Clothing

issues are part of all three clothing practice areas (selection, care,

and purchase)* Family relationships and child development issues are

part of all three clothing practice areas in terms of the growth of

independent activity in each of the clothing practice: areas and the

influence of parents, siblings, and peers on clothing practices.

Business and marketing issues are part of clothing purchase practices,

with influence of media, payment methods, types of stores patronized,
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and use of label information being of special interest to retailers and

advertisers. The interdisciplinary nature of the problem enhances its

relevance as a significant research issue according to AREA and Home

Economics research goals and guidelines.

A developmental description of clothing practices can be of value

to parents and to educators teaching consumer-oriented classes to both

adolescents and parents. This description can be a means of providing

knowledge concerning the common clothing practices for different age

levels ehich could facilitate better understanding of observed behavior.

Increased understanding can help direct curriculum objectives toward

potential and relevant problems and areas of concern for both young

people and their parents, and can provide a valuable basie for program

planning for 14R and adult extension programs.

Growth in the population of the ten to nineteen year old age

group continues, Mendleson and Walker (1979) cite U.S. Bureau of Census

data for 1960 to 1975 population estimates which report 23 percent

increases for boys and girls aged ten to fourteen and. over 50 percent

increases for boys and girls aged fifteen to nineteen. As they also

report projections in total number of births increasing at least through

1990, it appears that the population in this age group will continue to

grow.

From an economic standpoint, the Family Economics Review indicates

that the Consumer Price Index for the cost of raising children has risen

65 percent for clothing expenses since the 1976 base year (eleven years

after the last published report of adolescent clothing practices by

Gesell, 11g, and Ames in 1956). Using the Consumer Price Index data,

expenditures for children's clothing have doubled from 1956 (87.3) to
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1979 (165.2), and the unanswered question arises as to whether or not

clothing practices themselves, particularly purchase practices, have

changed with this increasing expenditure. Summer 1979 and Winter 1980

issues of Family Economics Review report annual per child expenses for

clothing for children ten to seventeen as follows: "economy" level -

$110-260, "low" level - $165-343, and "moderate" level - $233-562.

Considering the increasing population and increasing per person expendi-

ture, the amount of money spent for adolescents' clothing appears to

be significant enough to justify examination of the tasks involved in

the expenditure of this money and the determination of the people

involved in the decision of how this money is spent. Descriptions of

clothing practices might also be beneficial to retailers and advertisers

in order to promote their products more effectively and to improve their

service to their customers.

The apparent gap in current related research; relevance to consumer

behavior research priorities; interdisciplinary scope of the problem;

value of information to parents, educators (especially 4-H and adult

extension educators), and businessmen; increasing adolescent age group

population; and the economic significance of adolescent clothing practices

indicate that a research project examining youth clothing practices is

justified.

Purpose and Objectives

The purpose of this research project is to examine the clothing

practices included in the purchase, daily selection, and care of clothing

by Oregon 4-H members, to determine to What extent these practices are

performed independently, or influenced by others, and to identify the
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dimensions of and factors involved in the activities themselves.

Objectives of this research project includes

(1) To develop a descriptive behavior profile of the common

clothing practices of three age groups: Junior (9, 10, 11, and 12 year

olds), Intermediate (13, 14, and 15 year olds), and Senior (16, 17, 18,

and 19 year olds). These age groups correspond with divisions in the

Oregon 4-H club program.

(2) To compare the clothing practice profiles in order to deter-

mine if there are differences in clothing practices among the three age

groups (Junior, Intermediate, and Senior).

(3) To analyse participants' responses for differences in clothing

selection, care, and purchase practices which are performed independently

due to age group.

(4) To analyse participants' responses for differences in clothing

selection, care, and purchase practices which are performed independently

due to level of enrollment in the 4-H clothing project.

Assumptions and Limitations

Assumptions upon which this research project is based include:

(1) that responses to the Clothing Practices Survey are an accurate

reflection of clothing practices and behavior, and

(2) that clothing practices and behavior can be measured.

Limitations of this research project include the following.

(1) Differences in the daily clothing selection', care, and purchase

practices may exist between Oregon 4-H members and adolescents in general.

These differences are not measured or controlled in this study and there-

fore limit the applications of the results of this study to Oregon 14-3
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members.

(2) Because of age eligibility restrictions, it was not possible

to administer the survey at one location. Differences in groups which

attend Summer Week and 4-H Camps may occur which are not measured or

controlled in this research project.

(3) Differences in purchasing practices may be due to individual

differences in annual clothing expenditures and the socio-economic status

of the individual participants which are not measured or controlled in

this research project.

(4) Differences in daily selection practices may be due to indivi-

dual differences in clothing wardrobe content which are not measured or

controlled in this research project.



10

II. REVIEW OF ?SLATED LITERATURE

Most of the current research (.since 1970) involving adolescents and

clothing focused on the effects of appearance, including clothing, on

subsequent interactions and social and psychological factors, rather than

on the actual clothing practices themselves. Research dealing with the

clothing practices of purchase, daily selection, and care by young people

aged ten to eighteen is reported in this chapter. In each of the three

clothing practice areas, the tasks the adolescent performs independently,

people who influence or direct or perform the activity or activities, and

the dimensions of and factors involved in the activities are considered,

Attention is placed on age, sex, urban - rural, and social class differences

associated with these activities or clothing practices. Research concern-

ing 4-H members and their clothing practices and comparisons between 4-H

members and adolescents in general are also reported in this chapter.

Most of the studies involved the use of questionnaires or interview

schedules developed by the investigator(s). Use of standardized instru-

ments or instruments from another source has been noted when applicable.

Daily Clothing Selection Practices

Recent research related to daily clothing selection practices con-

sidered the people who influence adolescents' clothing choices and identi-

fied shifts from family to peers to independence as age increased, The

clothing behaviors of dressing for self and dressing for others were

reported. 'Clothing choices were related to conformity needs, and clothing

preferences were related to the clothing actually selected by adolescents.

Conflict with parents over daily clothing selection practices was also
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reported. Age, sex, and social class differences in each of these aspects

of daily clothing selection were reported when studies were found which

considered these variables.

Influentials

Most of the research concerning the daily clothing selection

practices emphasized the importance of the peer group. Clothing selec-

tion practices of younger children in the ten to eighteen age span were

often influenced by their parents and siblings as well as their peers.

Students at the upper end of this age range showed greater independ-

ence in their clothing selection practices, were rarely influenced by

their parents, and demonstrated a declining influence of their peers and

siblings. The importance of the peer group seemed to peak during the

junior high school years (seventh, eighth, and ninth grades) and then

decline gradually as the young people developed their individuality and

independence.

Ryan (1966) maintained that the "...peer group is the most important

influence on adolescent clothing behavior" (p. 265), Mothers still played

an important role as the children entered adolescence, but there was

increasing independence with increasing age.

Davis (1970) found strong conformity in clothing selection for 242

junior high school girls in the seventh, eighth, and ninth grades using

the Ohio Social Acceptance Scale and Kittle's Clothing Judgersnt Scale.

Holman's (1572) study of 66 urban and rural seventh and eighth grade boys

and eirls reported that peer pressure was "sometimes" a guide in clothing

choices rather than were the clothing values of the individual. The

decreasing role of parental (mothers') influence on clothing preferences
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and the increasing importance of peer influence was also demonstrated in

Kernan's (1973) study of 57 seventh and eighth grade girls.

Drake and Ford (1979) surveyed 213 urban ninth and tenth grade boys

and girls. They found that "dressing for ethers" was more important to

tenth graders than to ninth graders. Age did not seem to affect the

clothing attitude of "dressing for self".

Clum and Eicher (1972) confirmed the importance of peer influence

as represented by the high clothing conformity of 241 tenth grade boys

and girls. The researchers filmed the high school students and used this

film to analyze patterns of conformity of dress and friendship groups.

The importance of peer influence was also demonstrated by Smucker and

Creekmore's (1972) study of 231 tenth grade boys and girls. They found

significant relationships between awareness of and conformity to the

clothing mode and peer acceptance.

In her study of twelfth grade girls, Kopitzke (1971) found that

dressing as an individual was more important to her subjects than was

recognition or approval of others regarding the clothing selected. The

girls also placed little importance on parent-teacher approval of their

clothing choices.

The shift to greater individuality in clothing selection with

increasing age was demonstrated by Hendricks, Kelley, and Eicher's (1968)

conclusion from their study of 138 twelfth grade girls. They maintained

that these girls considered the clothing they selected as an "essential

property to establish self identity" (p. 171).

The strength of peer influence on clothing selection practices was

also demonstrated in research by Kelley, Daigle, Lafleur, and Wilson

(1974) (324 eighth grade, urban-rural, black-white, lower class boys
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and girls); Littrell and Eicher (1973) (154 ninth grade girls); and

Hambleton, Roach, and Ehle (1972) (191 tenth grade boys and girls).

Age, Sex, and Social Class Comparisons

In studies which compare several age groups, Colquett (1980) found

that boys were considerably influenced by friends regarding their cloth-

ing ideas. Her study of 260 thirteen and fourteen and seventeen and

eighteen year old boys showed that younger boys were more influenced by

their friends and television and radio advertisements than were the

older boys in the study.

A nine state study of 2114 high school sophomores and juniors

("Relationship of Clothing to the Personal and Social Acceptability of

Adolescents", 1972) reported fairly uniform norms for dress which support-

ed strong peer influence on the clothes selected. The study found no

rural-urban differences in clothing conformity and awareness.

Some sex differences were found in the clothing selection conformity

of 191 tenth grade boys and girls by Hambleton, Roach, and Ehle (1972).

Boys had a greater tendency to be high conformers, and there was greater

agreement between preferences and selection of clothing for boys than

for girls. Clum and Eicher (1972) also found sex differences in the

conformity of tenth grade boys and girls. The boys in their study

demonstrated greater conformity to their particular social group, while

the girls showed greater conformity to the class as a whole. Drake and

Ford (1979) found that ninth and tenth grade girls placed more importance

on dressing for others than did the boys in the group surveyed.

Conflicting conclusions regarding the presence or absence of social

class differences in clothing selection practices were found in studies
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that considered this variable. No social class differences in conform-

ity to observed norms were reported by Hambleton, Roach, and Ehie (1972)

using a clothing conformity method developed by Horn, Aiaes, and Tucker

to evaluate 191 tenth grade boys and girls. Verner and Hoffer (1959)

reported no social class differences in clothing awareness for the 782

eighth, tenth, and twelfth grade boys and girls they surveyed. Kuehne

and Creekmore (1971) found that differences in the use of clothing by

520 tenth, eleventh, and twelfth grade boys and girls were more closely

related to the student's high school position than to the family's

social status as determined by Hollingshead's Index. Smucker and Creek-

more (1972) reported social class differences in awareness of the cloth-

ing mode (lower class had greater awareness) and peer acceptance (upper

class had greater acceptance). Davis (1970) found race and class differ-

ences regarding the greater use of clothing as a basis for accepting

or rejecting classmates by low social class Negro girls.

Aran (1966) reported some disagreement on choices of clothing for

daily wear, but concluded that "selection of clothing does not seem to

be a major area of conflct between parents and their children" (p. 262).

There seemed to be a willingness to compromise and general agreement on

what clothing was socially acceptable. There appeared to be less conflict

with older adolescents and parents than with younger adolescents and

parents.

Clothing Care Practices

Very little current research investigated adolescents' clothing

practices concerning the ears of their clothing. Three studies with

considered clothing care by adolescents were completed over twenty years
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ago. Changes in the apparel, fabric, and laundry appliance and products

industries (for example, polyester knits and permanent press) may affect

the application of the results of these studies to today's clothing

care practices.

El linger (1972) surveyed 197 eighth and tenth grade boys in rural

and urban areas concerning their clothing interests, which included care.

Although their primary clothing interest was aesthetics, some interest

was expressed in clothing care by all groups. Clothing interests in

general were higher for younger boys than for older boys, and higher for

rural boys than for urban boys.

Ryan (1966) reported great individual variations in the amount of

responsibility adolescents had for clothing care. Hanging up clothing,

a simple task from an adult view, was frequently very slowly adopted by

young people. Ryan reported some conflict with parents and young people

concerning clothing care; however, the amount of conflict reported varied

with the approach used by the individual researchers in collecting their

data.

Geiell, Ilg, and Ames (1956) reported carelessness with clothing and

a lack of interest in clothing care for ten through thirteen year olds

in their longitudinal study of 115 ten through sixteen year old boys and

girls. Some thirteen year olds were beginning to take greater responsi-

bility in the care of their clothing, but there was much individual

variation until the ages of fifteen or sixteen When the young people

assumedmostof the responsibility for their clothing care. General over-

all improvement in clothing care was noted for sixteen year olds.

Barnes (1955) found that the working or not working status of the

girls' mothere affected the amount of responsibility for care of their
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own clothing and their family's clothing that was assumed by the 225

junior high school girls in her study. Girls with working mothers had

more clothing care responsibilities, and the amount of responsibility

increased from the seventh to the ninth grade, About half the girls

reported "sometimes" being responsible for the ''amity washing and iron-

ing, with 60 percent "never" doing the family wash and 30 percent "never"

doing the family ironing.

Morris (1958) also surveyed girls in this age group (788 junior

high school girls enrolled in homemaking classes). The ninth graders

She surveyed reported having more responsibility for clothing care than

the seventh and eighth grade girls in this group. The majority of the

girls had some responsibility for washing and ironing their own clothes.

In looking at social class differences in clothing-care responsi-

bilities, Thames (1960) found that lower social class girls had more

mending and ironing responsibilities than middle and upper social class

girls in her sample of 40 rural high sdhodl girls (eighth through twelfth

grade). Warner's Index was included to measure social class in the

questionnaire developed by the researcher.

Clothing Purchase Practices

Recent research on clothing purchase practices considered types of

influences affecting the clothing purchased by and for adolescents,

differences in purchasing practices due to age, sex, urban-rural, and

social class variations, the use of purchasing plans, methods of payment

for the adolescent's clothing and the source of funds used to pay for

the adolescent's clothing, types of stores patronized by adolescents,

and the factors adolescents considered when purchasing their clothing.
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Influentials

Kelley, Geiger, and Bailey (1975) reported that families (especially

mothers) were the central influence on the clothing purchase practices

of the 196 rural, low income, eighth grade boys and girls they surveyed.

Similar patterns were found for both races and sexes studied. Peers and

media also influenced clothing purchase practices, but were less import-

ant than family influences.

Family influences on clothing purchase practices were also reported

by Tootelian and Windeshausen (1976) in their study of changes in income

and spending patterns of high school seniors over an eleven-year period

(1964. 1970, and 1974). Over 525 seventeen and eighteen year old students

were surveyed in each of the three years covered. Most shopping for

clothing was done with family members in 1974, whereas most clothing

shopping was reported to have been done with friends in the 1964 and

1970 studies.

Barnes (1955) reported influence by advertising media affecting

clothing purchase decisions for the 225 junior high school girls she

surveyed. Store windows influenced three-fourths of the participants

and newspapers influenced one-third of the girls. One-half the girls

indicated other people influenced their clothing purchase choices.

Three studies indicated that more girls than boys referred to

friends for clothing ideas. These studies included Thurber (1971) (309

fourth, fifth, and sixth grade boys and girls), Spears (1970) (280

urban-rural eighth grads boys and girls), and Geiger (1972) (92 lower

class rural eighth grade boys and girls). Geiger also indicated that

girls used media (newspapers and magazines) for clothing ideas more
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frequently than did boys.

In a study of parent vs. peer influence over adolescents' choices,

Emmerich (1978) used ten conflict situations with parent and peer

approved alternatives and asked 98 ninth and twelfth grade boys and girls

to choose between the alternatives. She reported that ninth grade boys

chose parent-approved alternatives more often than did ninth grade girls

or twelfth grade boys, The girls' responses remained static. On the item

concerning whoa to take shopping, girls showed more peer influence on

their choices than did boys. Ninth grade boys demonstrated more parent

influence on this item than did twelfth grade boys.

Age, Sex, and Social Class Comparisons

Moschis, Moore, and Stephens (1977) surveyed 607 sixth through

twelfth grade students. Purchasing patterns varied according to the

type of product purchased, age, sex, and social class. Clothing products

included shirts and jeans, socks and underwear, coats, and shoes. Regard-

ing clothing products, the study indicated increasing parental influence

for upper social classes, and girls showing greater dependence on others

than did boys when purchasing shirts and jeans. Age variations generally

followed a pattern of greater independence for older adolescents; however,

there were some social class variations. There were greater increases

in independence with age for upper and lower classes than for the middle

class, which appeared to have lower independence related to age.

Moschis (1978) and Moschis and Churchill (1979) studied 806 students

aged twelve through eighteen and reported age, sex, and social class

differences in response to various retailing and marketing strategies,

Participants responded to a self-administered questionnaire with Duncan's
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SES Index being used to measure social class. Younger consumers responded

more often to advertising and price appeals and less often to store-related

factors than did older adolescents. Mass media were designated as an

important source of consumer information, with newspapers being used for

objective information, such as price, and television being used to

influence attitude formation, such as brand loyalty and a product's social

uses. Sex differences that were observed included greater store loyalty

by boys and more information acquisition activity by girls. Differences

in information acquisition activity were also observed in different

social class and age groups. Upper class students acquired more infor-

mation than did lower class students. Older students sought more

information than did younger students.

Smith (1972) surveyed 63 rural and urban high school girls enrolled

in home economics classes. She reported some differences in the clothing

purchase practices of rural and urban groups, with variety in the types

of stores and number of stores patronized being greater for the urban

girls. Clothing practices were most strongly related to person-

ality characteristics, as measured by the Sixteen Personality Factors

Questionnaire.

Garrity (1976) reported no significant relationships between social

class and buying practices, except in the amount of interaction with sales

personnel and the prices paid for clothing. Both interaction and prices

increased with increases in social status. Her study involved 141

eleventh grade girls.

Colquett (1980) found few age variations in the clothing purchase

practices of 260 thirteen and fourteen and seventeen and eighteen year

old boys. The boys chose and purchased most of their outer-wear and
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demonstrated some conformity to peer group influence.

Using Warner's Index to determine social class and Eicher and

Dillon's conformity in dress checklist, Snyder (1972) found a positive

correlation between social class and conformity in dress. Her study of

74 disadvantaged rural high school students also revealed a positive

correlation between social class and clothing last worn being self

selected. Snyder developed a questionnaire on self selection in clothing

which she administered with the social class and conformity measurements.

Kreyling (1971) found two differences in the clothing purchase

practices which were related to age differences. Responses to her

questionnaire by 245 tenth through twelfth grade girls indicated that

more eleventh grade girls discussed fashion with their friends more

frequently than did tenth and twelfth grade girls. More twelfth grade

girls indicated that they were familiar with clothing label information;

however, no differences were observed when students were asked to give

label information.

Bullock (1970) used the McGuire White Index to assess social class

for 370 high school girls along with measurements for sources of fashion

awareness, awareness and importance of clothing, and clothing purchase

practices. She reported that the lower income group indicated a prefer-

ence for quantity over quality in purchasing their clothing. She reported

no differences in the shopping practices of urban and rural girls, and

that the girls were influenced by fashion magazines, newspaper :articles,

and advertisements when making clothing purchases.

Purchasing Plans

The use of purchasing plans for adolescents' clothing was very
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limited or non-existent in sane studies but was reported present by other

researchers. Ryan (1966) found conflicting results in studies she cited

which were completed before 1965. Generally, the amount of preplanning

was often related to the cost of the item, with higher cost items more

likely to be preplanned.

Kelley, Geiger, and Bailey (1975) reported that very few of their

196 eighth grade, rural, low income students preplanned their clothing

purchases. Most students reported making impulse purchases of clothing

items. This finding conflicted with an earlier study by Barnes (1955)

which reported little impulse buying by the 225 junior high school girls

surveyed.

Payment Methods and Sources of Funds

Cash was the most frequent method of paying for adolescents' clothing

in each of the studies which considered this element. These studies

included Bran 1966, Brewton 1973, Kelley, Geiger, and Bailey 1975, Majka

1977, and Rutherford 1970.

Variations in the sources of funds for the adolescents' clothing were

reported depending on characteristics of the groups surveyed. Kelley,

Geiger, and Bailey (1975) reported that parents were the major source of

funds for their eighth grade students. Majka (1977) and Tootelian and

Windeshausen (1976) compared sources of funds for students involved in a

work program or who were employed. Those who were employed used more

of their own money to purchase their clothing, but still relied on their

parents to supply funds for some of their clothing purchases. In their

most recent survey (1974), Tootelian and Windeshausen also reported

students using less of their own money to buy clothing than in their
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previous surveys (1964, 1970).

Types of Stores

There was some disagreement among the sources consulted regarding

the type of stores where adolescents made most of their clothing pur-

chases. Ryan (1966) maintained that most adolescent clothing purchases

were made in department stores. Brewton (1973) and Kelley, Geiger, and

Bailey (1975) designated department and discount stores for the majority

of their student's clothing purchases. Majka (1977) reported that her

rural students liked to shop in metropolitan area stores, with chain

stores being preferred, followed by clothing specialty stores, and then

department stores. Clothes magazine ("Teen Survey...", 1975) maintained

that most teen age girls shopped in department and specialty stores,

with chain and discount stores being used much less frequently. Some of

the disagreement might be explained by confusion of the meaning of the

terms describing the types of stores, and the different ages and

locations of the groups studied.

Purchase Factors

Variations were found in the factors which young people considered

when purchasing their clothing. Colquett (1980) reported that comfort

and reasonable price were considered important by the boys she surveyed.

In studies involving both boys and girls, Ryan (1966) maintained

that appearance factors were considered by adolescents to be more import-

ant than durability or quality. Brewton (1973) found that fit, comfort,

and price were considered important by the eighth grade boys and girls

she surveyed.
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Two studies reported preferences of high school girls. Majka (1977)

found that twelfth grade girls considered price and then fiber content

and care when selecting their clothing. Bullock (1970) reported that

bocomingness and fit were most important, and price and style next in

importance, for the 370 high school girls she surveyed.

4-H Members

Group interviews and group admininstered questionnaires were used

to obtain information on the clothing practices of 4-H members in four

studies (Byargeon 1968, Cestia 1974, Nickols and Powell 1979, and Treat

1966). Treat (1966) reported clothing interests, attitudes, and behavior

related to socio-psychological factors of a state-wide sample of 228

girls in Pennsylvania. Her four-part questionnaire, including Warner's

Scale to indicate social status, was administered to thirteen clubs.

She found that almost 80 percent of the girls felt that 4-H influenced

the way they dress at levels ranging from "some" to "very much". Treat

also found that conformity and socio-economic level were not related to

the other variables studied.

Shopping practices of 4-H members were reported by Byargeon (1968),

Cestia (1974), and Nickols and Powell (1979). In her interviews with

270 4-H girls at 4-H meetings, Byargeon (1968) found that the girls

earned part of the money they spent for clothing. Younger girls shopped

with someone else and made fewer of their own clothes. Purchase selection

factors of fit, color, and style were more important than price and ease

of cleaning. One-third of the group reported "much" influence by adver-

tisements in making their clothing choices. Cestia (1974) also used

personal interviews to survey the clothing buying practices of 100 4-H
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boys and girls aged fourteen through eighteen. She found that girls dic

more planning and asked for more assistance with planning clothing pur-

chases than did boys. Girls also read clothing tags for fiber content

and care requirements more often than did boys. Both boys and girls

considered fit, construction, color, and cost to be important when

purchasing their clothing. Nickols and Powell (1979) surveyed 440

randomly selected 4-H members attending a 4-H Roundup at Oklahoma State

University. They reported shopping practices and the use of consumer

information sources. More younger members (thirteen through fifteen)

Shopped with their mothers than did older members (sixteen through

nineteen). Younger members were also more reliant on television

advertisements than were older members. Clothing was the most frequent

kind of item purchased by girls, and the fourth most frequent kind of

item purchased by boys. Shopping habits (comparing prices, reading

labels, preferring well-known brands) and consumer information sources

(parents' and friends' comments, personal observation and examination,

store displays, and labels and warranty information) were also identified

as being used by th© Oklahoma 4-H members surveyed.

Spears (1970) found that more rural 4-H members referred to their

4-H club for clothing ideas than did urban 4-H members. She surveyed

210 urban and 70 rural eighth grade boys and girls.

Davis (1962) considered time orientation and continuation with the

4-el clothing project for 181 girls who had at one time been enrolled in

the 4-H clothing project. The mean scores on the time orientation measure

which she developed were similar for present 4-H members and nonmembers.

In examining subgroups by age, she found scoring differences for twelve

and fourteen year old girls. She concluded that these ages (twelve and
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fourteen) may be critical ages at rhich girls either maintained or lost

interest in the 4-H clothing project.

With respect to leadership potential, 4-H and non 4-H groups appeared

to be similar, as indicated by Meyers (1978). Meyers used the CMS IV

Personality Test to assess leadership potential of 77 4-H members. Since

the proportion of high-leadership-potential youth in the 4-H group was

similar to that of any population of young people, Meyers concluded that

"4-H doesn't appeal only nor especially to youth with high leadership

potential" (p. 13).

Flanigan (1976) found differences in the level of clothing knowledge

for 4-H and non-4-H youth in her clothing knowledge tests of 184 fifth

grade girls. These tests were given at the beginning and end of the

school year and revealed that clothing project members had significantly

higher scores on all parts of the test, whereas non-members had significant

increases on four out of six parts (pre-test vs. post-test). Clothing

project members had significantly higher scores on the posttest parts

concerning grooming and sewing machine parts than did non-members.



26

III. PROCEDURE

The steps in this research project included the development of the

purpose and objectives (see page 7), the development of the hypotheses

to be tested, the development of the questionnaire and the pretesting

procedure, the identification of the population and determination of

the sampling method, the determination of the procedures for analysing

the responses to the questionnaires, and the analysis itself, featuring

the construction and comparison of age group profiles (see page 42).

Hypotheses

The purpose and objectives of this research project placed major

emphasis on the development and comparison of age group nothing Practice

Profiles. In order to test the statistical significance of the differences

in independent activity in each of the clothing practices areas, the

following hypotheses were proposed.

Hypothesis I. There are significant age group differences in the

daily clothing selection practices which the adolescent performs independ-

ently.

Hypothesis II. There are significant age group differences in the

daily clothing care practices which the adolescent performs independently,

Hypothesis III. There are significant age group differences in the

clothing purchase practices which the adolescent performs independently.

Hypothesis IV. There are significant differences in the daily

clothing selection practices which the adolescent performs independently

according to level of enrollment in the 4-H clothing project.

Hypothesis V. There are significant differences in the daily
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clothing care practices which the adolescent performs independently

according to level of enrollment in the 4-H clothing project.

Hypothesis VI. There are significant differences in the clothing

purchase practices which the adolescent performs independently according

to level of enrollment in the 4-H clothing project.

Because of the secondary emphasis on hypotheses testing and the

number of different factors involved in the sources of influence and

other aspects of clothing selection, care, and purchase practices,

hypotheses for these aspects were not developed.

Instrument Development and Pretesting Procedures

The Clothing Practices Survey was developed by consulting recent

theses and research reports concerning adolescent clothing behavior

for possible items to include and format options. The researcher's

additional concerns about the extent of independent activity, influence

by others, and the dimensions of and factors involved in the clothing

practices themselves were also considered.

Three areas of clothing practices were identified: clothing purchase,

daily selection of clothing, and care of clothing. The following general

questions were used to guide the selection of items to include in the

questionnaire:

(1) Who influences the activity or clothing practice?

(2) Who directs the activity or clothing practice?

(3) Who performs the activity or clothing practice?

(4) What additional factors are involved in the activity or

clothing practice that is performed?

Items dealing with daily clothing selection practices (Q-1 through
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Q-5) were adapted from the instrument developed by Smith (1972) and the

researcher's interests based on the general questions listed above.

Items concerning clothing care (Q-6 through Q-14) were developed by the

researcher. Clothing purchase questions (Q-15 through Q-28) were adapted

from instruments developed by Garrity (1976), Majka (1977), and Smith

(1972) and the researcher's interests based on the general questions

listed previously. Dillman (1978) and McCauley (1979) were consulted

for format suggestions and guidelines.

Items for the general information section (Q-29 through Q-34) were

adapted from suggestions by Dillman (1978) and instruments developed by

Garrity (1976), Majka (1977), and Smith (1972). The 4-H registration

form for Oregon was used for determination of place of residence

categories (Q-33).

Potential items were typed on color-coded index cards according

to clothing practice area to facilitate evaluation, revision, ordering,

and the equalization of number of items in each clothing practice area.

The preliminary form of the Clothing Practices Survey was typed and the

wording and sequence of questions revised based on the research adviser's

suggestions.

It was assumed that time requirements and reading level appropriate-

ness were most critical for the younger segment of the age group to be

surveyed; thus nine through twelve year olds were selected for the pre-

test. The preliminary form of the Clothing Practices Survey was

administered to a "convenience" sample of Children in the researcher's

neighborhood. Ten nine to twelve year old boys and girls were surveyed

in order to identify tine requirements for administering the survey

and potential problems with the reading level and skills required to
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complete the questionnaire. Based on pre-test results, wording revisions

were made and the order of the questions in the clothing practices section

changed to facilitate better understanding of the concepts by the survey

respondents.

A panel of home economists and professionals in reading, child

development, and family resource management was used to evaluate the

items in the questionnaire as to validity, relevance, usefulness, and

appropriateness for the final instrument. A list of questions was

developed for the panel to use in evaluating the instrument, and a scoring

system was devised for the purpose of eliminating items with the least

relevance, usefulness, appropriateness, and validity (see appendix C and

appendix D). Based on panel recommendations, the social class variable

and questions regarding agreement or disagreement between parents and

youth on clothing issues were eliminated. Several words were changed

for greater clarity and consideration of the reading level and vocabulary

of the potential survey respondents. Consideration was also given to

clarity and size of type used and to spacing of the questions for ease

of reading and understanding by the potential survey respondents. (See

appendix A for the final instrument and appendix B for directions for

administration.)

Population and Sample Selection Method

Oregon 4-H youth were identified as the population for this research

project, This population was easily accessible to the researcher as

summer 4-H programs provided the opportunity to survey a large number of

4-H members at a few locations within a relatively short time span. Results

of the research can be used in future plennt-,:z; for the 4 -H Clothing Proj3ct,
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leader training, and...state-vide activities related to the clothing area.

Although the 4-H population has a unique character, its use permitted

a state-wide sampling of young people with a wide cross section of

backgrounds.

Oregon 4-H Camps and 4-H Summer Week were identified as sites for

administering the Clothing Practices Survey during June and July 1981.

Because of age eligibility requirements of the camps and Summer Week, it

was not possible to sample ten through eighteen year olds in one place.

The Oregon State University Survey Research Center divides Oregon

into four areass Tricounty (Clackamas, Multnomah, and Washington coun-

ties), Willamette (Benton, Lane, Linn, Marion, Polk, and Yamhill counties),

Coast (Clatsop, Columbia, Coos, Curry, Douglas, Jackson, Josephine,

Lincoln, and Tillamook counties), and Eastern Oregon (the remaining

eighteen counties). 4-H Summer Week (state-wide attendance) was selected

for sampling eighth through twelfth graders (fourteen through eighteen

year olds) and seven 4-H camps were selected for sampling fourth through

seventh graders (ten through thirteen year olds). The camps were selected

from each of the four geographic areas in order to achieve a broad

regional distribution of young people in the younger age range which

would parallel the sample of young people in the older age range who

attended 4-H Summer Week. Camps with three (or more) county representation

were chosen from each area when possible. Additional camps were selected

so that at least three counties from each area were included in the

sample.

Although situated in different geographical locations, the groups

were thought to be similar in that each involved young people with their

peers in a setting away from home. Similar groups of young people world
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probably be excluded from both types of activities, which limits the

generalization of the study's results to 4-11 members but does allow

comparison of data collected in different locations.

Agents responsible for the camps selected were requested by letter

to administer the survey during their camp (see appendix E). A values

and clothing practices discussion guide was developed by the researcher

for use at 4-H Summer Week and by agents if they wished to incorporate

the Clothing Practices Survey into a program on values clarification

(see appendix G). A copy of the Clothing Practices Survey and directions

for administration of the Clothing Practices Survey (see appendix A and

appendix B) were also enclosed with the letter. Seven agents were asked

to administer the survey and six agreed to include the survey in their

camp program. Surveys were received from five camps as one camp did not

complete the surveys as planned.

Analysis Procedures

To record participants' responses to each item and compute scores

for various parts of the Clothing Practices Survey, each response was

given one of the following values:

always
usually 3
half the time 2
sometimes 1

never 0

Because of the large number of items on the questionnaire (151) and the

number of participants (490), computer facilities were used to tabulate

and analyse the responses.

To develop Clothing Practice Profiles for each ago group, the median,

mode, and mean responses were determined for each item for each group.
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Tables of the distribution of responses on the Clothing Practices Survey

by sex and age group are presented in appendix H. Means for each item

for the different age groups were compared to determine if meaningful

differences in responses occurred.

Analyses of variance (ANOVA) of the means of the three age groups

and the five 4H clothing project enrollment groups were used to deter

mine if significant differences existed in the clothing selection, care,

and purchase practices which the adolescent performed independently. The

95 percent confidence level was used. Results from ANOVA were used to

retain or fail to retain the hypotheses.
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IV. FINDINGS

The first section of the presentation of findings describes the

demographic characteristics of the sample surveyed and compares the

characteristics of the sample with the Oregon 4-H population. The

remaining sections are organized according to the four objectives of

this research project. The second section includes the Clothing Practices

Profiles of each of the three age group divisions used by the Oregon

4-H program (Juniors, Intermediates, and Seniors). Each profile describes

selection, care, and purchase practices, including independent activities,

the extent of influence by others, and dimensions of and other factors

involved in the activities themselves. The third section summarizes age

group differences. The fourth and fifth sections describe the results

of analyses of variance of means for independent activity scores for

each clothing practices area for differences in scores related to age

group and to 4-H clothing project enrollment level.

Description of the Sample

Sources of Completed Surveys

The Clothing Practices Surveys were completed by seven groups total-

ing 553 4-H members who attended 4-H Summer Week or 4-H Camps during June

and July 1981. Of the 553 surveys received, 490 were useable. The number

of usable surveys from each group is reported in table 1. Surveys from

each group included in the sample are as follows: 4-H Summer Week-129,

Seventh Grade Camp--63, Tricounty camps--108, Central Oregon Camp--73,

Lake Creek Camp--47, and Camp Lobsterne ck - -70.
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TABLE 1.--Sources of completed surveys

Number
Group received
(Area or counties)

Number of
usable
surveys

Percent
of total
sample

Number of
unusable
surveys

4-H Summer Week
(state-wide)
Senior program ***
Intermediate program **

58
78

51
78

(10.4)

(15.9)

7

0

(12.1%)

Seventh Grads Camp **
(12 northwest Oregon counties) 67 63 (12.9) 4 ( 6.3%)

Tricounty Camps *
(Multnomah, Tillamook, and
Washington counties)

Session I 82 67 (13.7) 15 (18.3%)
Session II 53 41 ( 8.4) 12 (22.60

Central Oregon Camp *
(Deschutes, Jefferson,-Marion,
Polk, and Yamhill counties) 78 73 (14.8) 5 ( 6.4%)

Lake Creek Camp *
(Baker, Grant, and Harney
counties) 63 47 ( 9.6) 16 (25.4%)

Camp Lobsterneck *
(Curry county) 74 70 (14.3) 4 ( 5.4%)

Total 553 490 (100.0) 63 (11.4%)

Juniors (plus Intermediate and Senior counselors)
** Intermediates
*** Seniors
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Surveys were rejected if more than one page of questions was not

completed, if obvious patterns of inappropriate answers were evident,

or if essential demographic information (age and sex) was missing. Most

of the unusable surveys came from the Tricounty Camp and Lake Creek Camp

*doh were attended by younger 4-H members (Juniors). The orientation

of the person directly administering the survey may also have influenced

the proportion of unusable questionnaires. People with strong clothing

and textiles or home economics orientation administered the surveys to

the groups with the lowest proportion of unusable surveys (Intermediate

program at 4-H Summer Week, Camp Lobsterneck, Central Oregon Camp, and

Seventh Grade Camp).

Table 1 also indicates the age group attending each of the group

programs. Camps for Juniors used older 4-H members as counselors for

the younger members. Counselors at the Junior camps who were also 4-H

members were asked to complete the survey in order to obtain surveys

from more older 4-H members.

Age and Sex Distribution

Table 2 shows a comparison of Oregon 4-H members and survey respond-

ents by age group. If Associate 4-H members (less than nine years old)

are considered with the Junior age group, the percentages for the age

group divisions of Oregon 4-H members are within one percent of the

percentages for the age group divisions for the survey respondents.

(Juniors: 56.3 percent of survey respondents and 56.2 of Oregon 4-H

members, Intermediates: 29.6 percent of survey respondents and 30.6

percent of Oregon 4-H members, and Seniors: 14.i percent of survey

respondents and 13.2 percent of Oregon 4-H members)
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TABLE 2.--Age of Oregon 4H members and survey respondents

Age group
(grade/age)

Oregon

Boys

4-H members
n=29,047

Girls Total Percent

Survey respondents
n=490

Boys Girls Total Percent

Associates
under 9

Juniors
4/9 and 10
5/11
6/12

Group

Intermediates

7/13
8/14

9/15

Group

Seniors
10/16
11/17
12/18 and 19

Group

Total

379

1752
1784
1516

5052

1082
956

752

2790

564

310
239

1113

9334

594

3487
3595
3222

10304

2553
1971

1573

6097

1207
894
617

2718

19713

973

5239
5379
4738

15356

3635
2927

2325

8887

1771
1204
856

3831

29047

( 3.3)

(18.0)

(18.5)
(16.3)

(52.9)

(12.5)

(10.1)

( 8.0)

(30.6)

( 6.1)
( 4.1)

( 2.9)

(13.2)

(100.0)

31

20

15

66

9

3

5

17

5
4
1

10

93

80
72

58

210

43
45
40

128

32
18

9

59

397

-

111
92

73

276

52
48
45

145

37
22
10

69

490

(22.7)
(18.8)

(14.9)

(56.3)

(10.6)
( 9.8)
( 9.2)

(29.6)

( 7.6)
( 4.5)

( 2.0)

(14.1)

(100.0)

(32.1%)(67.9%) (19.1%)(80.9%)
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Overall proportion of boys to girls is lower for the survey respond-

ents than for Oregon 4-H members in total ;Boys: 19.1 percent of survey

respondents and 32.1 percent of Oregon 4-H members and Girls: 80.9 per-

cent of survey respondents and 67.9 percent of Oregon 4-H members). A

large part of this difference is due to a "shortage" of Intermediate

boys. The group of Intermediate members surveyed at 4-H Summer Week

consisted of participants in a clothing oriented class which did not

include boys. Plans had been made to administer the survey at another

camp which included Intermediate boys; however, due to an organisational

oversight at the camp, the surveys were not completed.

4-H Clothing Project Enrollment

An examination of clothing project enrollment percentages reveals

a comparatively high proportion of 4-H members enrolled in the 4-H

clothing project attending the camps surveyed (see table 3). (58.2 percent

of the survey respondents were not enrolled in the 4-H clothing project,

while 86,9 percent of Oregon 4-H members were not enrolled in the 4-H

clothing project). Percentages of survey respondents enrolled in each of

the levels of the 4-H clothing project were at least double the percentages

for all Oregon 4-H members who participate in the project. 4-H members

may enroll in more than one skill level each year. Skill level is not

related to age, as all 4-H members who are starting the clothing project

enroll in skill level 1 . Thus, older 4-H members may be enrolled in

lower skill levels; however, younger members would probably not be

enrolled in the higher skill levels as each skill level needs to be

completed before enrolling in the next skill level.
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TABLE 3.--Clothing project enrollment of Oregon 4-H members and survey
respondents

Boys

Oregon 4-H members
n=29,047

Girls Total Percent Boys

Survey respondents
nim490

Girls Total Percent

Not enrolled 9223

Skill level

16011 25234 (86.9) 81 204 285 (58.2)

1 54 1722 1776 ( 6.1) 4 56 60 (12.2)

Skill levels

2,3 59 1495 1554 ( 5.3) 2 54 56 (11.4)

Skill levels
4,5,6 7 929 936 ( 3.2) 1 55 56 (11.4)

Skill levels

7,8:9 1 258 259 ( 0.9) 0 22 22 ( 4.5)

No response 5 6 11 ( 2.2)

* Total does not equal 100 percent as members may be enrolled in more
than one skill level
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Place of Residence

Percentages of survey respondents and Oregon 4-H members living

in the five community site categories are similar when towns of 10,000

to 50,000 are combined with suburbs (see table 4). (Farms 31.2 percent

of survey respondents and 29.2 percent of Oregon 4-H members, Open

country or towns 35.3 percent of survey respondents and 44.3 percent

of Oregon 4-H members, Towns 10,000-50,000 and Suburbs: 17,2 percent

of survey respondents and 19.3 percent of Oregon 4-H members, and

Cities over 50,000: 9.8 percent of survey respondents and 7.2 percent

of Oregon 4-H members) Because 4-H members may confuse the distinction

between communities considered "towns" or "suburbs", this combination

seems appropriate.

The numbers of Oregon 4-H_members and survey respondents living

in each county and area are given in table 5. Percentages of survey

respondents and Oregon 4-H members in the Coast and Eastern Oregon

areas are simi-Jar (Coasts 28.2 percent of survey respondents and

22.7 percent of Oregon 4-H members, and Eastern Oregon: 29.6 percent

of survey respondents and 30.0 percent of Oregon 4-H members. Percentages

from the other two areas are different for survey respondents and Oregon

4-H members (Triccunty: 26.9 percent df survey respondents and 19.7

percent of Oregon 4-H members, and Willamette: 10.2 percent of survey

respondents and 27.6 percent of Oregon 4-H members). A larger representa-

tion from the Willamette area was planned; however, the camp designated

for the survey was cancelled and its program combined with a camp from

the Eastern Oregon area, which was then added to the list of camps to be

included in the survey. The survey respondents include a large cross
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TABLE 4.--Place of residence of Oregon 4-H members and survey respondents

Oregon 4-H members
n=29,047

Number Percent

Survey respondents
n=490

Number Percent

Farm

Open country or town

8495

12851

(29.2)

(44.3)

153

173

(31.2)

(35.3)

Towns 10,000-50,000 4656 (16,0) 45 ( 9.2)

Suburbs 950 ( 3.3) 39 ( 8.0)

Cities over 50l000 2095 ( 7.2) 48 ( 9.8)

No response 32 ( 6.5)

Total 29047 (100.0) 490 (100.0)

TABLE 5.--Areas and counties in which Oregon 4-H members and survey
respondents reside

Oregon 4-H members
n=29,047

Number Percent

Survey respondents
n=490

Number Percent

Tricounty
Clackamas 2192 ( 7.5) 22 ( 4.5)
Multnomah 1859 ( 6.4) 60 (12.2)
Washington 1680 ( 5.8) 50 (10.2)
Area 5731 (19.7) 132 (26.9)

Willamette
Benton 624 ( 2,1) 6 ( 1.2)

Lane 1734 ( 6.0 18 ( 3.7)
Linn 2003 ( 6.9) 8 ( 1.6)
Marion 2159 ( 7.4) 12 ( 2.4)
Polk 634 ( 2.2) 4 ( .8)
Yamhill 859 ( 3.0) 2 ( .4)

Area 8013 (27.6) 5o (10,2)
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TABLE 5 --Continued

Oregon 4-H members
n=29,047

Number Percent

Survey respondents
n=490

Number Percent

Coast
Clatsop 400 ( 1.4) 4 ( .8)
Columbia 653 ( 2.2) 4 ( .8)
Coos 742 ( 2.6) 9 ( 1.8)
Curry 370 ( 1.3) 75 (15.3)
Douglas 1438 ( 5.o) 7 ( 1.4)
Jackson 1354 ( 4.7) 6 ( 1.2)
Josephine 1025 ( 3.5) 5 ( 1.0)
Lincoln 183 ( .9) 5 ( 1.0)
Tillamook 339 ( 1.2) 23 ( 4.7)
Area 6594 (22.7) 138 (28.2)

Eastern Oregon
Baker 453 ( 1.6) 10 ( 2.o)
Crook 400 ( 1.4) 4 ( .8)
Deschutes 1054 ( 3.6) 48 ( 9.8)
Gilliam 123 ( .4) 1 ( .2)
Grant 314 ( 1.1) 24 ( 4.9)
Harney 322 ( 1.1) ( 2.7)
Hood River 432 ( 1.5) 1 ( .2)
Jefferson 366 ( 1.3) 14 ( 2.9)
Klamath 789 ( 2.7) 8 ( 1.6)
Lake 298 ( 1.0) 2 ( .4)
Malheur 701 ( 2.4) 0
Morrow 171 ( .6) 0
Sherman 111 ( .4) 0
Umatilla 1121 ( 3.9) 1 ( .2)
Union 1018 ( 3.5) 3 ( .6)
Wallowa 402 ( 1.5) 4 ( .8)
Wasco 443 ( 1.5) 5 ( 1.0)
Wheeler 82 ( .3) 3 ( .6)
Warm Springs 109 ( .4) 4 ( .8)
Area 8709 (30.0) 145 (29.6)

No response 25 ( 5.1)
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section of geographical and urban-rural backgrounds, with all but three

Oregon counties represented in the sample.

Clothing Practice Profiles

Clothing practice profiles have been developed in order to meet

the first objective of this research project (to develop descriptive

behavior profiles of common clothing practices of three age groups:

Juniors, Intermediates, and Seniors). These profiles describe clothing

selection, care, and purchase practices, including independent activities,

the extent of influence of others, and the dimensions of and factors

involved in the activities themselves.

The clothing practice profiles are based on the median, modal, and

mean responses to each item in the Clothing Practices Survey for both

boys and girls in each of the three age groups. Juniors include nine,

ten, eleven, and twelve year olds; Intermediates include thirteen, four-

teen, and fifteen year olds; and Seniors include sixteen, seventeen,

eighteen, and nineteen year olds. Each item on the questionnaire had

five alternative responses: always, usually, half the time, sometimes,

and never. The responses are given the following values:

always 4
usually 3
half the time 2
sometimes 1

never 0

These values are used to determine the median, modal, and mean responses

for each sex and age group. No response to items were coded as 9 and

counted, but were not included in the median, mode, and mean. See appendix

H for tables of the distribution of the responses among the five alterna-

tives and the number of no responses to each item for each sex and age group.
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In translating the mean values for each age and sex group back

into descriptive terms, the following ranges are used:

always 3.5-4.0

usually 2.5-3.4
half the time 1.5-2.4
sometimes .6-1.4

never .0- .5

Tables of the median, modal, and mean responses for each question for

each sex and age group are included in this chapter.

Responses to "other" and/or "another person" items are not included

in this analysis. Many respondents failed to answer these items, and

those who did respond indicated the "never" choice most of the time.

Responses for some items are combined as noted on the tables, and the

mean of the combined means is reported for these items.

Juniors

Selection

Junior 4-H members' (nine, ten, eleven, and twelve year olds) responses

to questions related to daily clothing selection practices are given in

table 6.

Independent activity

Mean responses to Q-3a and Q-4a indicate that clothing selection

practices which Juniors perform independently include "usually" choosing

the clothes they wear each day (iF3.0 and 3.1) and "half the time" to

"usually" making choices without asking for help (2.5 and 2.4). As

another indication of independent activity, reversing the values of the

responses to Q-1 and Q-2 and calculating the means (see Q-I* and Q-2*)
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TABLE 6.- Median, modal, and mean responses for daily clothing selection
practices of Junior 4-H members

z
0
mss.

t 2
Z

8
Z d
ci z

Boys (n=66)

Item Median Mode :ean
Girls (n=210)
Median Mode Mean

Independent activity

3a Choose clothes daily 4 4 3.0 3 4 3.1

4a Ask no help 3 3,4 2.5 3 3 2.4

1* No identical clothes 4 4 3.7 4 4 3.6

2* No similar clothes 4 4 3.4 3 3 3.2

Influentials
Parents:

3b Choose clothes 1 0 .9 1 1 .9

4b Asked to help 1 1 .8 1 1 1.0

Siblings:
3c Choose clothes 0 0 .3 0 0 .3

40 Asked to help 0 0 .2 0 0 .5

Peers:
3d Choose clothes 0 0 .3 0 0 .5

4d Asked to help 0 0 .3 1 0 .7

la Identical to friends 1 0 .8 1 1 1.0

lb Identical to leaders 0 0 .2 0 0 .6

2a Similar to friends 1 1 1.2 1 1 1.5

2b Similar to leaders 0 0 .5 1 0,1 .9

5b Consider what friends wear 0 0 .7 1 1 1.1

Media:
Newspapers

to Wear identical clothes 0 0 .1 0 0 .2

2c Wear similar clothes 0 0 .2 0 0 .4

Magazines
id Wear identical clothes 0 0 .1 0 0 .3

2d Wear similar clothes 0 0 .3 0 0 .4

Television
le Wear identical clothes 0 0 .4 0 0 .4

2e Wear similar clothes 0 0 .4 0 0 .6

Selection factors

5a Look best on me 3 4 2.8 3 3 3.0

5c Comfort 3 4 2.5 3 3 2.5

5d Color 1 J. 0 1.3 1 1 1.6

5e Fashion 1 0 .9 1 1 1.7

51 Brand 1 0 .9 1 1 1.4

5g Clean 4 4 3.0 4 4 3.4

* Summary-reversed mean value of all responses to question
0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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indicates that most Juniors 'usually" or "always" do not select clothing

identical (i=3.7 and 3.6) or similar (Rs3.4 and 3.2) to their peers'

clothing or clothing worn by people in newspapers, magazines, and/or on

television.

Influential!

Influence of parents, siblings, peers, and media on Juniors' daily

clothing selection practices is reported in Q-1 through Q-4. Mean

responses to Q-3b and Q-4b indicate that parents only "sometimes" choose

Juniors' clothing (i= .9 and .9) and are only "sometimes" asked to help

with the choice (ir.8 and 1.0). Very few Juniors have their siblings choose

their clothes or ask siblings to help choose their clothes (i.3 and .3 for

Q-3c and 2*.2 and .5 for Q-4c).

Mean responses to Q-3d and Q-4d indicate that Juniors "never have

their friends choose clothes (3E=.3 and .5) and/or ask friends to help

choose their clothes (i=.3 and .7). Mean responses to Q-3d and Q-4d

also indicate that girls have their friends choose their clothes and/or

ask them to help more frequently (ii-21.5 and .7) than boys have their

friends choose and/or ask them to help (im.3 and .3).

Mean responses to parts a and b of Q-1 and Q-2 indicate that most

Juniors do not knowingly choose to wear clothes that are identical or

similar to clothes worn by their friends or school leaders more than

"sometimes" (range of x..2 to 1.5). Responses indicate a tendency to

wear " similar" clothes (range of i6g.5 to 1.5) more frequently than

"identical" clothes (range of I=.2 to 1.0) and that girls (5F1.5) tend

to dress more frequently in clothing simtlar to their friends' clothing

than do boys (i=1.2).
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Mean responses to parts c, d, and a of Q-1 and Q-2 indicate that

media influence on clothing selection is very minimal for this age group.

All median, modal, and mean responses for questions concerning clothes

identical or similar to those seen in newspapers and magazines were

"never" (medians and modes *O, range of to .4). Television may

influence Juniors' clothing selection practices slightly more than the

other types of media, as indicated by slightly larger mean values (2.4

and .6) than the mean values for newspapers and magazines (range of i=t

.1 to .4).

Selection factors

Mean responses to Q-5 on selection factors indicate that Juniors

most frequently consider "clothes that are clean" (i=g3.0 and 3.4) when

deciding which clothes to wear each day, followed closely by "clothes

that look best on me" (i=2.8 and 3.0) and "clothes that are comfortable"

(17.12.5 and 2.5). "Clothes that are my favorite color " (31:=1.3 and 1.6),

"the latest fashion" (i=.9 and 1.7), and "with a brand name" and

1.4) are considered at least "sometimes" by most Junior boys and girls.

Mean responses indicate that girls more frequently consider all of the

selections than do boys, with the exception of camfort,for which considera-

tion is equal.

Care

Juniors' responses to questions related to clothing care practices

are given in table 7.
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TAME 7.--Median, modal, and mean responses for clothing care practices
of Junior 4-H members

0

3 g
ar z

6a

12a

7a
8a

10a
13a
9a

lla
14a

7b
7c

6b
12b
8b

10b
13b

6c
12c
8c

10c
13c

9b
lib
14b

9c
11c
14c

Item
Boys (n=66)
Median Mode Mean

Girls (n=210)
Median Mode Mean

Independent activity
Hang up or put away

after wearing 3 4 2.6 3 4 2.8
Put away clean clothes 3 4 2.8 3 4 2.9
No reminders 1 1 1.8 2 1 1.8
Repair own clothes 0 0 .6 1 1 .9

Wash own clothes 0 0 .7 1 1 1.2

Iron own clothes 0 0 .6 1 1 1.4
Repair family's clothes 0 0 .4 0 0 .5

Wash family's clothes 0 0 .6 1 0 .9
Iron family's clothes 0 0 .4 1 0 .8

Influentials
Parents remind 2 1 2.2 3 3 2.2

Siblings remind 0 0 .4 0 0 .3

Other care practices
Member's clothes

By parents
Hang up 1 1 1.3 1 1 1.2
Put away 1 0 1.4 1 1 1.5

Repair 4 4 3.1 3 3 2.9
Wash 4 4 3.3 3 4 3.2

Iron 4 4 3.0 3 4 2.5

By siblings
Hang up 0 0 .2 0 0 .3

Put away 0 0 .5 0 0 .4

Repair 0 0 .3 0 0 .2

Wash 0 0 .4 0 0 .5

Iron 0 0 .4 0 0 .2

Family's clothes
By parents

Repair 4 4 3.2 4 4 3.1

Wash 3 4 3.1 4 4 3.3

Iron 4 4 3.1 3 4 3.0
By siblings

Repair 0 0 .5 0 0 .3

Wash 0 0 .6 0 0 .4

Iron 0 0. ,3 0 0 .4

0=never, 1=sometimes, 2=half the time, 3-usually, 4=always
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Independent activity

Mean responses to Q-6a and Q-12a indicate that most Juniors "usually"

hang up their own clothes (1=2.6 and 2.8) and put them away after they

are washed (1=2.8 and 2.9). Mean responses to Q-7a indicate that Juniors

do these tasks "half the time" without reminders from other people (2=1.8

and 1.8). Mean responses to part a of Q-8 through Q-14 on table 7 indicate

that most Juniors "never" or "sometimes" perform tasks involving repairing,

washing, and ironing their own or their fAmily's clothing (range of R=.4

to 1.4). Mean responses also indicate that girls more frequently repair,

wash, and/or iron their own clothes (1=.9, 1.2, and 1.4) than they repair,

wash, and/or iron their family's clothes (i*.5, .9, and .8) Many Junior

girls wash and/or iron their own clothes at least "sometimes" (median and

modest and 1= 1.2 and 1.4).

Influentials

Mean responses to Q-7b indicate that parents remind Juniors to hang

up their clothing "half the time" (1=2.2 and 2.2). Reminders from siblings

to hang up clothing are minimal (i=.4 and .3 for Q-7c).

Other care practices

Median, modal, and mean responses to part b of Q-8, Q-10, and Q-13,

and Q-9, Q-11, and Q-14 indicate that most of the responsibility for

repairing, washing, and ironing the Juniors' and their family's clothing

"usually" or "always" rests with their parents (medians and modes=3 or 4,

range of 1=2.5 to 3.3). Median, modal, and mean responses to parts a and

c of Q-9, Q-11, and Q-14 indicate that clothing cars responsibilities for

their fAmily's clothing are "never" or "sometimes" assumed by Juniors or
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their siblings (medians and modes=0 or 1, range of i*.3 to .8). Responses

to part c of Q-6, Q-12, Q-8, Q-10, and Q-13 indicate that siblings "never"

perform clothing care responsibilities for Juniors' clothing (medians

and modes=0, range of Tc.2 to .5).

Purchase

Juniors' responses to questions on clothing purchase practices are

given in table 8.

Independent activity

Responses to Q-15a report that most Junior boys and girls decide

which clothes to buy without asking for help at least "sometimes" (median

and mode*1, 2=1.7 and 1.6). Responses to Q-17a indicate that Junior boys

"sometimes" (median and mode=1) make the final decision about which cloth-

ing is purchased for them, while Junior girls "usually" (median and mode=3)

make this decision. Mean responses of .9 and .7 to Q-16a indicate that

Juniors "sometimes" shop alone. Responses to Q-19a indicate that Juniors

"sometimes" pay for their own clothes (i=.6 and 1.1). Mean responses to

Q-21a indicate that Juniors "sometimes" use personal earnings to pay for

their clothing (5E*1.3 and 1.4). Responses to Q-20a indicate that Juniors

"sometimes" use their own cash to pay for their clothing (i=.6 and 1.0).

Juniors' checks, store charge accounts, and bank cards are "never" used

(medians and modes=0, range of 1=1.2 to .5 for Q-20c, e, and g).

Influentials

A modal response of 3 to Q-15b indicates that parents are "usually"

asked to help Junior girls decide which clothes to purchase. A mean
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TABLE 8.--Median, modal, and mean responses for clothing purchase practices
of junior 4-H members

0
0

-r4t
14 0Z

Item
Boys (n=66)
Median Mode Mean

Girls (n=210)
Median Mode Mean

Independent activity
15a Decide without help 1 1 1.7 1 1 1.6

17a Make final choice 1 1 1.7 3 3 2.2

16a Shop alone 1 0 .9 0 0 .7

19a Pay for clothes 0 0 .6 1 1 1.1

20a Use own cash 0 0 .6 1 1 1.0

20c Use own check 0 0 .2 0 0 .5

20e Use own store account 0 0 .2 0 0 .2

20g Use own bank card 0 0 .2 0 0 .2

21a Funds from own earnings 1 0 1.3 1 1 1.4

27* No identical clothes 4 4 3.4 4 4 3.4

28* No similar clothes 4 4 3.2 3 4 3.2

Influentials
Parents:

15b Help asked 2 1,3 2.1 3 3 2.4

17b Make final choice 2 4 2.3 2 1 2.2

16b Shop with member 3 4 3.0 3 4 3.2

19b Pay for clothes 4 4 3.3 3 3 3.1
20b Use parent's cash 3 3,4 2.7 3 3 2.6

20d Use parent's check 1 1 1.7 3 3 2.2

20f Use parent's store acct. 0 0 1.0 1 0 1.2

20h Use parent's bank card 1 0 1.0 1 0 1.4

20i Use layaway 0 0 .6 0 0 .6

21b Funds from parents 2 4 2.1 3 3 2.4

21c Funds from clothing
allowance 0 0 .6 0 0 .9

21d Funds from gifts 1 1 1.3 1 1 1.5
Siblings:

15c Help asked 0 0 .3 0 0 .6

17c Make final choice 0 0 .4 0 0 .3

16c Shop with member 0 0 .8 1 0 .8

Peers:
15d Help asked 0 0 .2 0 0 .6

17d Make final choice 0 0 .2 0 0 .3

16d Shop with member 0 0 .4 1 0 .7

27a Identical to friends 0 0 .7 1 1 1.1

27b Identical to leaders 0 0 .5 0 0 .7

28a Similar to friends 1 1 1.3 1 1 1.4
28b Similar to leaders 0 0 .6 1 0 .8

* Summary--reversed mean value of all responses to question
0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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TABLE 8-- Continued

0
4-1 P4t

Item
Boys (n=66)
Median Mode Mean

Girls (n=210)
Median Mode Mean

Influentials (continued)
Media:

Look at advertisements
23a In newspapers 1 0,1 1.2 1 1 1.5

23b In magazines 0 0 .9 1 1 1.3

23c On television 1 0 1.4 2 3 2.1

23d On radio (hear) 0 0 .7 1 1 1.4

23e In mail catalogs 1 0 1.1 1 1 1.7

23f In store displays 1 0 .9 1 1 1.7
Buy from advertisements

24a In newspapers 0 0 .9 1 0 .7

24b In magazines 0 0 .6 0 0 .7

24c On television 0 0 .9 1 1 1.0

24d On radio 0 0 .6 0 0 .7

24e In mail catalogs 1 0 1.1 1 1 1.2

24f In store displays 1 0 .8 1 1 1.2

Newspapers
27c Buy identical clothes 0 0 .5 0 0 .4

28c Buy similar clothes 0 0 .7 0 0 .5

Magazines
27d Buy identical clothes 0 0 .6 0 0 .4

28d Buy similar clothes 0 0 .6 0 0 .6

Television
27e Buy identical clothes 0 0 .6 0 0 .5

28e Buy similar clothes 0 0 .5 0 0 .5

Other purchase practices
Planning

18a Preplan 1 1 1.4 1 2 1.5
18b Follow exact plan 1 0 1.2 1 1 1.1

18c Unplanned purchases 1 1 1.6 1 1 1.7

Store types
22a Department store 1 1 1.3 1 1 1.7
22b Discount store 1 1 1.1 1 1 1.1

22c Mail-order catalog 1 1 1.4 1 1 1.3
22d Specialty store 1 1 1.4 1 1 1.7
22e Variety store 0 0 .7 0 0 .7

22f Used-clothing store 0 0 .6 0 0 .4

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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TABLE 8--Continued

=
0rit

C3
Item

Boys (n=66)
Median Mode Mean

Girls (n=210)
Median Mode Mean

Other purchase practices (continued)
Label information

25a Price 2 2,3 2.2 3 3 2.6
25b Size 3 4 2.5 4 4 3.2
25c Fiber content 1 0 1.2 1 1 1.4
25d Care 1 1 1.0 1 0 1.2
25e Brand 0 0 .8 1 0 1.2

Purchase factors
26a Fit 4 4 2.9 4 4 3,4

26b Style 1 1 1.7 3 3 2.5
26c Quality construction 2 0 1.8 2 1 2.2
26d Price 2 1,4 2.2 3 4 2.9
26e Care 1 1 1.6 1 1 1.6
26f Color 1 0 1.4 2 1 2.0
26g Brand 1 0 1.0 1 0 1.4
26h Other clothes 1 0 1.3 1 1 1.4
26i Latest fashion 1 0 1.2 1 1 1.7

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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response of 2.1 and median response of 2 to Q-15b indicate that boys

ask their parents to help them choose which clothes to buy "half the

time". Means of 2.3 and 2.2 and medians of 2 for Q-17b indicate

that parents make the final decision about Juniors' clothing purchases

"half the time". More boys' parents "always" make the final clothing

Choice, as indicated by a mode of 4, while more girls' parents "sometimes"

make the final clothing decision, as indicated by a mode of 1. Mean and

modal responses to Q-16b and Q-19b indicate that parents "usually" or

"always" (modes=4, R=3.0 and 3.2) shop with most Juniors, and they "usually"

or "always" pay for the clothing purchased for the Juniors (modes=4 and 3,

17=3.3 and 3.1).

Mean responses ranging from .2 to .8 for parts c and d of Q-15, Q-17,

and Q-16 indicate that siblings and peers are "never" or "sometimes" asked

to help choose, shop with, and/or make the final choice of clothing for

Junior boys and girls. Mean and median responses to Q-16c and d indicate

that girls may shop more frequently with peers (median=1, I=.7) and

siblings (median=1, 1=8) than do boys (medians O, R=.4 and .8). Some

peer influence is evident in the mean responses to parts a and b of Q-27

and Q-28. Juniors choose to purchase clothing that is similar to that

of their friends at least "sometimes" (i=1.3 and 1.4). Mean responses

to parts a and b of Q-27 and Q-28 also indicate that girls choose clothing

identical and similar to their peers' clothing (range of 1=.7 to 1.4)

slightly more frequently than do boys (range of R=.5 to 1.3).

Median and modal responses of 0 and 1 to most parts of Q-23 and Q-24

and Q-27 and Q-28 indicate that media's influence on Juniors' clothing

purchases is minimal. Juniors look at or hear advertisements on television

and radio and in newspapers and magazines (range of R=.7 to 2.1 for Q-23)
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more frequently than they purchase clothing advertised in these places

(range of 1=.6 to 1.0 for Q-24). Mean responses for Q-23 and Q-24

indicate that girls (range of B.1.3 to 2.1) consult these sources more

frequently than boys consult them (range of R=.7 to 1.4), but frequencies

for buying advertised items are similar for boys (range of 57.=.6 to 1.1)

and girls (range of I=.7 to 1.2). Junior girls consult television (2.1),

mail-order catalogs (5=1.7), store displays (x=1.7). and newspapers (i61.5)

"half the time". The boys "sometimes" consult these sources (range of Ye=

.9 to 1.4). Both boys and girls "sometimes" look at magazine advertise-

ments (17=.9 and 1.3) or hear radio advertisements (i=.7 and 1.4) for

clothing. Juniors "sometimes" purchase items advertised in newspapers,

magazines, on radio, television, in mail-order catalogs, and store dis-

plays (range of 1=.6 to 1.2).

Other purchase practices

Mean responses of 1.4 and 1.5 to Q-18a indicate that Juniors "some-

times" preplan clothing purchases and follow these plans exactly (i=1.2

and 1.1 for Q-18b). Mean responses to Q-18c indicate that Juniors make

unplanned purchases more frequently (5:=1.6 and 1.7) than they preplan

clothing purchases and follow these plans (range of i=1.1 to 1.5 for

Q-18a and b).

Mean responses to Q-20 parts b, d, f, and h indicate that parent's

cash is used most frequently to pay for Juniors' clothing (R=2.7 and 2.6).

Parents' checks are "sometimes" used for Junior boys' clothing (mode =1)

and "usually" used for Junior girls' clothing (mode=3). Parents' bank

cards and store charge accounts are "sometimes" used (range of 5=1.0 to

1.4).
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Mean responses to Q-21c indicate that clothing allowances are "some-

times" used for clothing purchases (2=.6 and .9); however, it is not

known if or how frequently one is provided. Over half the Juniors "never"

use a clothing allowance for their clothing purchases (mode and median=0).

Many Juniors receive money for clothing as gifts "sometimes" (medians and

modes=t, 1.-1.3 and 1.5).

Mean responses for Q-22 on store types indicate that Juniors purchase

their clothing most frequently in specialty clothing stores (R=1.4 and 1.7)

and department stores (i=1.3 and 1.7), followed closely by mail-order

catalogs (5.e.=1.4 and 1.3) and discount stores (5=1.1). Over half the

Juniors purchase their clothing in these four types of stores at least

"sometimes" (medians=1). Clothing is "never" purchased in variety and

used-clothing stores (medians and modes O) by most Juniors.

Most Juniors use price (R=2.2 and 2.6) and size (R=2.5 and 3.2)

information on clothing labels "half the time" or "usually". Mean

responses to Q-25 on label information use indicate that girls use

label information more frequently (range of Te=1.2 to 3.2) than do boys

(range of R=.8 to 2.5). Most Juniors use fiber content (R=1.2 and 1.4).

care (R=1.0 and 1.2), and brand name (R=.8 and 1.2) information from

labels "sometimes" when purchasing their clothing.

Median and modal responses to Q-26 on purchase factors indicate

that over half the Juniors "always" consider fit when purchasing their

clothing (medians and modes=4). Girls "usually" consider price when

making clothing purchases (i=2.9), and boys consider price "half the

time" ( i=2.2). Most Junior girls "usually" consider style when buying

their clothes (median and mode=3, 1=2.5). Most girls consider quality

of construction and color "half the time" (medians=2, R=2.2 and 2,0).
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Boys consider quality of construction and style "half the time" (7=1.8

and 1.7) and color "sometimes" (2=1.4). Mean responses to Q-26 also

indicate that Juniors "sometimes" consider current fashions (1=1.2 and

1.7), care requirements (1=1.6 and 1.6), brand names (5E=1.0 and 1.4),

and other clothes they already have (2=1.3 and 1.4) when purchasing

their clothing. Mean responses also indicate that girls consider each

of these factors slightly more frequently than do boys, with the

exception of care,which boys and girls consider equally.

Intermediates

Selection

Intermediate 4-H members' (thirteen, fourteen, and fifteen year olds)

responses to questions related to daily clothing selection practices are

given in table 9.

Independent activity

Responses to Q-3a and Q-4a reveal that Intermediates "usually" or

"always" Choose the clothing they wear each day (medians and modes=4, 7=

3.1 and 3.5) and "usually" decide what to wear without asking for help

(medians and modes=3). Reversing the values of Q-/ and Q-2 and calculating

the mean indicates that Intermediates 'usually" do not select clothing

simile's or identical to their peers' clothing or clothing worn by people

in newspapers, magazines, or on television (range of R=2.8 to 3.4 for

Q-1* and Q-2*).

Influentials

Mean responses to Q-3b and c indicate that parents "sometimes"
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TABLE 9.--Median, modal, and mean responses for daily clothing selection
practices of Intermediate 4-H members

C0
ii $4
tit 2 Boys (n=17) Girls (n=128)

8r
Median Mode Mean Median Mode Mean

Independent activity
3a Choose clothes daily 4 4 3.1 4 4 3.5

4a Ask no help 3 3 2.2 3 3 2.9

1* No identical clothes 3 3 3.3 4 4 3.4

2* No similar clothes 3 3 2.8 3 3 2.9

Influentials
Parents:

3b Choose clothes 1 1 .8 0 0 .5

4b Asked to help 1 0 .7 1 1 .7

Siblings:
3c Choose clothes 0 0 .4 0 0 .1

4c Asked to help 0 0 .5 1 0 .5

Peers:
3d Choose clothes 0 0 .5 0 0 .5

4d Asked to help 0 0 .6 1 1 .9

la Identical to friends 1 0,1 1.1 1 1 1.1

lb Identical to leaders 1 1 .7 1 0 .7

2a Similar to friends 2 3 1.9 2 1 1.9

2b Similar to leaders 1 0,1 1.1 1 1 1.3

5b Consider what friends
wear 1 1 .9 1 1 1.2

Media:
Newspapers

lc Wear identical clothes 0 0 .2 0 0 .2

2c Wear similar clothes 0 0 .8 0 0 .6

Magazines
ld Wear identical clothes 0 0 .4 0 0 .6

2d Wear similar clothes 1 1 .8 1 1 .9

Television
le Wear identical clothes 0 0 .6 0 0 .5

2e Wear similar clothes 1 0,1 .8 1 1 .8

Selection factors

5a Look best on me 3 3 2.9 3 3 3.3

50 Comfort 3 3 2.7 3 3 2.9

5d Color 2 1,2 1,8 2 3 2,1

5e Fashion 2 3 2,0 2 3 2.2

5f Brand 1 1 .9 2 1 1,8

5g Clean 4 4 3.6 4 4 3.6

* Summary--reversed mean value of all responses to question
0=never, 1=sanetimes, 2=half the time, 3-usually, 4=always
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choose the clothes worn by Intermediates (Tcz:.8 and .5), and siblings

"never" choose the clothes worn by Intermediates (2=.4 and .1). Mean

responses to Q-4b and c indicate that parents and siblings are "some-

times" asked to help choose clothing for daily wear (range of I=.5 to .7),

and may be asked to help more frequently than they make the choice.

Mean responses to Q-4d, parts a and b of Q-1 and Q-2, and Q-5b

indicate that peers appear to have some influence on clothing selection

Choices for Intermediates. Most of the Intermediates surveyed choose

clothing similar to that of their friends "half the time" (R=1.9 and 1.9)

Mean responses to Q-la (ii=1.1 and 1.1) and Q-2a (5-c1.9 and 1.9) indicate

that similar clothes are more frequently selected than are identical clothes.

Clothing that is identical or similar to friends' clothing (R=1.1 and 1.9

for Q-la and Q-2a) is more likely to be chosen than is clothing identical

or similar to clothing worn by school leaders (range of 5E.7 to 1.3 for

Q-lb and Q-2b). Mean responses to Q-3d and Q-4d indicate that peers

"no7er4 choose the clothing worn by Intermediates (7c4.5 and .5 for Q-3d),

but are "sometimes" asked to help choose clothing for daily wear (5'..6

and .9 for Q-4d). Intermediates "sometimes" consider clothing that their

friends will be wearing when making their daily clothing choices (i=.9 and

1.2 for Q-5b).

Intermediates may "sometimes" choose clothes that are similar to

clothes that they see worn by people in newspapers and magazines and on

television, as indicated by mean responses to parts 0, d, and e of Q-2

(range of 17...6 to .9). Intermediates choose identical clothing less

frequently (range of Yx.2 to .6) than they select similar clothing (range

of to 9) to clothing seen in these media sources.
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Selection factors

Mean responses to Q-5 on selection factors indicate that Intermediates

"always" consider "clothes that are clean" (R=3.6 and 3.6), followed by

"clothes that look best on me" (2.9 and 3.3) and "clothes that are

comfortable" (i=2.7 and 2.9) when deciding which clothes to wear each

day. "Clothes that are the latest fashion" and "my favorite color" are

considered "half the time" (range of 1=1.8 to 2.2) by Intermediate boys

and girls. Intermediate girls consider "clothes with a brand name"

"half the time" (1=1.8), while boys consider brand name "sometimes" (I=.9).

Mean responses to this question also indicate that girls (range of i=1.8 to

3,6) consider these six factors more frequently than boys consider them

(range of 1=.9 to 3.6), except "clothes that are clean", which boys and

girls consider equally.

Care

Intermediates' responses to questions related to clothing care

practices are given in table 10.

Independent activity

Mean responses to Q-6a and Q-12a indicate that Intermediates "usually"

hang up their own clothes (i=2.5 and 3.4) and put away their clothes after

they are washed (R=2.6 and 3.1). Intermediates perform these tasks "half

the time" with no reminders from other people (R=2.1 and 2.3 for Q-7a).

Mean responses for Q-8a, Q-10a, and Q-13a reveal that Intermediate boys

repair, wash, and iron their own clothes "sometimes" (range of i=.8 to 1.0),

while Intermediate girls perform these tasks "half the time" (range of 5:=

1.8 to 2.6). Intermediate girls assume responsibility for repairing,



60

TABLE 10.--Median, modal, and mean responses for clothing care practices
of Intermediate 4-H members

0
1-4

ti)

Item
Boys (n=17)
Median Mode Mean

Girls (n=128)
Median Mode Mean

ba
Independent activity
Hang up or put away

after wearing 3 1,3,5 2.5 4 4 3.4

12a Put away clean clothes 3 3 2.6 3 4 3.1

7a No reminders 2 1,3 2.1 3 3 2.3
8a Repair own clothes / 0 .8 2 1 2.0

10a Wash own clothes 1 1 1.0 1 1 1.8

13a Iron own clothes 1 0 .9 3 4 2.6

9a Repair family's clothes 0 0 .2 1 1 1.0
11a Wash family' clothes 1 1 1.2 1 1 1,3
14a Iron family's clothes 0 0 .7 I 1 1.1

Influentials
7b Parents remind 2 2,4 2.4 2 1 1.9

7c Siblings remind 0 0 .2 0 0 .3

Other care practices
Member's clothes

By parents
6b Hang up 1 0 1.2 0 0 .7

12b Put away 1 1 1.4 1 0 .9

8b Repair 3 3,4 3.1 2 3 2.1
10b Wash 3 4 3.1 3 3 2.6
13b Iron 3 4 2.6 1 1 1.6

By siblings
6c Hang up 0 0 .3 0 0 .1

12c Put away 0 0 .5 0 0 .3
8c Repair 0 0 .2 0 0 .1

/0c Wash 0 0 .6 0 0 .5

13c Iron 0 0 .5 0 0 .2

Family's clothes
By parents

9b Repair 4 4 3.3 3 3 2.9
llb Wash 3 3,4 2.9 3 3 2.9
14b Iron 3 4 3.0 3 3 2.7

By siblings

90 Repair 0 0 .3 0 0 .3

110 Wash 0 0 .5 0 0 .6

14c Iron 0 0 .6 0 0 .6

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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washing, and/or ironing their family's clothing "sometimes" (range of

174.0 to 1.3 for Q-9a, Q-11a, and Q-14a). Intermediate boys "never"

repair their family's clothes (i=.2 for Q-9a), and "sometimes" wash

and/or iron their family's clothes (i=1.2 and .7 for Q-11a and Q-14a).

Influentials

Responses to Q-7b indicate that parents remind Intermediates to hang

up their clothing "half the time" (x=2.4 and 1.9). Mean responses to

Q-7b also indicate that boys are reminded more frequently (2.4) than

girls are reminded (x=1.9). Reminders from siblings are minimal (medians

and modes O, 1=.2 and .3 for Q-70).

Other care practices

Mean responses to Q-8b, :),-10b, and Q-13b indicate that parents'

responsibilities for repairing, washing, and/or ironing their adolescents'

clothing are greater for Intermediate boys than for Intermediate girls.

Boys' parents "usually" perform these tasks (range of a72.6 to 3.1), while

girls' parents repair, wash, and/or iron their daughters' clothing "half

the time"(range of R:=1.6 to 2,6). Intermediates' parents "usually" repair,

wash, and iron their family's clothing, as indicated by responses to Q-9b,

Q-11b, and Q-14b (medians and modes=3 or 4, range of i72.7 to 3.3).

Purchase

Intermediates' responses to questions related to clothing purchase

practices are given in table 11.
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TABLE 11.-- Median, modal, and mean responses for clothing purchase
practices of Intermediate 4-H members

0

f_8
g g0

15a
17a
16a
19a
20a
20c
20e
20g
21a
27*
28*

15b
17b
16b
19b
20b
20d
20f
20h
20i
21b
21c

21d

15c
17c
16c

15d
17d
16d
27a
27b
28a
28b

Item
Boys (n=17)
Median Mode Mean

Girls (n=128)
Median Mode Mean

Independent activity
Decide without help 1 1 1.7 2 1 1.9
Make final choice 3 3 2.6 3 4 3.0
Shop alone 1 0,1 1.3 1 1 .9
Pay for clothes 1 1 1.3 2 1 1.9
Use own cash 1 1 1.5 1 1 1.8
Use own check 0 0 .4 0 0 .4
Use own store account 0 0 .3 0 0 .1
Use own bank card 0 0 .4 0 0 .1
Funds from own earnings 2 0,2,3 1.8 3 3 2.4
No identical clothes 3 3 3.1 4 4 3.4
No similar clothes 3 3 3.0 3 3 3.1

Influentials
Parents:
Help asked 2 3 1.9 2 1 1.8
Make final choice 2 3 1.9 1 1 1.2
Shop with member 3 4 2.5 3 3 2.7
Pay for clothes 3 1,3,4 2.6 2,3 3 2.3
Use parent's cash 2 1 2.1 1 1 1.8
Use parent's check 2 1,3 2.0 1 1 1.4
Use parent's store acct. 1 0 1.5 1 0 1.0
Use parent's bank card 2 3 1.7 0 0 .7
Use layaway 1 0 .7 0 0 .5
Funds from parents 2 3 2.1 1 1 1.7
Funds from clothing
allowance 0 0 .4 0 0 .4

Funds from gifts 1 J. 1.3 1 1 1.1
Siblings:
Help asked 0 0 .6 1 1 .8
Make final choice 1 0 .9 1 1 1.0
Shop with member 0 0 .5 0 0 .2

Peers:
Help asked 1 0,1 .8 1 1 1.3
Make final choice 0 0 .3 0 0 .4
Shop with member 1 0 .7 1 1 1.4
Identical to friends 1 0,1 1.1 1 1 1.1
Identical to leaders 1 0 .9 0 0 .6
Similar to friends 1 1 1.5 1 1 1.6
Similar to leaders 1 0 .9 0 1 1.0

* Summary--reversed mean value of all responses to question
0=never, 1=sometimes, 2 -half the time, 3=usually, 4=-always
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TABLE 11--Continued

00
:71
0)

Item
Boys (n=17)
Median Mode Mean

Girls (n=128)
Median Mode Mean

Influentials (continued)
Media:

Look at advertisements
23a In newspapers 1 1 1.1 1 1 1.8
23b In magazines 1 1 1.4 1 1 1.8
23c On television 1 1 1.5 1 1 2.0
23d On radio (hear) 1 1 1.4 1 1 1.6
23e In mail catalogs 1 1 1.4 1 1 1.6
23f In store displays 1 1 1.5 2 1 2.2

Buy from advertisements
24a In newspapers 1 0 .8 1 1 .8

24b In magazines 0 0 .6 0 0 .6

24c On television 1 1 1.0 1 1 .8

24d On radio 1 1 .9 1 0 .7

24e In mail catalogs 1 1 1.2 1 1 .8

24f In store displays 1 1 1.0 1 1 1.4
Newspapers

27c Buy identical clothes 0 0 .6 0 0 .3

28c Buy similar clothes 0 0 .8 0 0 .4

Magazines
27d Buy identical clothes 1 0 .9 0 0 .4

28d Buy similar clothes 0 0 .8 1 0 .6

Television
27e Buy identical clothes 1 0 1.1 0 0 .3

28e Buy similar clothes 1 0,2 1.0 0 0 .5

Other purchase practices
Planning

18a Preplan 1 1 1.7 2 1 1.8
18b Follow exact plan 1 0 1.5 1 1 1.4
18c Unplanned purchases 1 1 1.8 2 1 1.8

Store types
22a Department store 1 1 1.7 1 1 1.8
22b Discount store 1 0 1.4 1 1 .8
22c Mail-order catalog 1 0 1.2 1 1 .8
22d Specialty store 1 0 1.1 3 3 2.3
22e Variety store 1 0 .9 0 0 .5

22f Used-clothing store 0 0 .4 0 0 .2

Dever, 1=sometimes, 2=half the time, 3=usually, 4=always
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TABLE 11--Continued

0
k

1-11,$

2 9 Item
Boys (n=17)
Median Mode Mean

Girls (n=128)
Median Mode Mean

Other purchase practices (continued)
Label information

25a Price 3 3 2.7 3 4 2.9

25b Size 3 3 3.0 4 4 3.5

25c Fiber content 1 2 1.2 1 1 1.6

25d Care 1 1 1.0 1 1 1.5

25e Brand 1 1 1.4 2 1 1.7

Purchase factors
26a Fit 4 4 3.1 4 4 3.7

26b Style 2 3 2.2 3 4 3.2

26c Quality construction 2 2,3 2.2 3 4 2.9

26d Price 3 4 2.8 4 4 3.2

26e Care 1 1 1.4 2 3 2.1

26f Color 3 4 2.5 3 4 2.9

26g
26h

Brand
Other clothes

1

2

1

2

1.9

1.9

2

2

3

1

2.0
2.3

26i Latest fashion 2 1 1.8 2 3 2.2

0=never, 1=sometimes, 2=half the time, 3- usually, 4=always
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Independent activity

Mean responses to Q-15a and Q-17a indicate that Intermediate boys

and girls decide which clothes to buy without asking for help "half the

time" (2=1.7 and 1.9) and "usually" make the final decision about which

clothes are purchased for them (1=2.6 and 3.0). Intermediates "sometimes"

shop alone (1.3 and .9 for Q-16a) and pay for their clothing "sometimes"

(mode=1, i=1.3 and 1.9 for Q-19a). Intermediates use their own cash to

pay for their clothing "half the time" (1=1.5 and 1.8 for Q-20a). Mean

responses for parts c, e, and g of Q-20 indicate that Intermediates

"never" use their own check, store account, or bank card to purchase

their clothing (range of 5:=.1 to .4). Mean responses to Q-21a reveal

that Intermediates use money from personal earnings to purchase their

clothing "half the time" (x=1.8 and 2.4). Summarized and reversed mean

responses to Q-27 and Q-28 (see Q-27* and Q-28*) indicate that Inter-

mediates "usually" purchase clothing that is not identical or similar

to clothing worn by their peers or people in newspapers, magazines or on

television (range of 5=3.0 to 3.4).

Influentials

Responses to Q-15b, Q-17b, and Q-16b indicate that parents "usually"

shop with Intermediates (medians=3, 5=2.5 and 2.7 for Q-16b), but are

asked to help make purchasing choices and make the final decision less

than "half the time" (range of 5=1.2 to 1.9 for Q-15b and Q-17b). Boys'

parents make the final decision more frequently (5=1.9) than do girls'

parents (5=1.2). Intermediates' parents pay for their children's clothing

at least "half the time" (medians=2 and 3, 5=2.6 and 2.3 for Q-19b).
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Parents use cash and checks "half the time" to pay for Intermediates'

clothing (range of 3=1.4 to 2.1 for Q-20b and d). Mean responses to

Q-20f and h indicate that parents' store charge accounts and bank cards

are "sometimes" used to pay for Intermediates' clothing (range of i=.7 to

1.7). Parents are the money source for Intermediates' clothing "half

the time" (R=2.1 and 1.7 for Q-21b). Clothing allowances are "never"

used for clothing purchases (medians and modes=0, 2=.4 and .4 for Q -21c);

however, it is not known whether or not they were provided. Intermediates

"sometimes" receive funds for clothing as gifts (medians and modes=1, i=

1.3 and 1.1 for Q-21d).

Mean responses to parts c and d of Q-15, Q-17, and Q-16 indicate that

siblings and peers are only "sometimes" or "never" asked to help choose,

shop with, and/or make the final choice of clothing for Intermediate boys

and girls (range of ii=.2 to 1.4). Intermediate girls shop with their

friends and ask them to help decide which clothing to buy more frequently

(51=1.4 and 1.3) than do boys (TE=.7 and .8 for Q-16d and Q-15d). Both

boys and girls "never" have their peers make the final choice of clothing

purchased for them (.3 and .4 for Q-17d). Responses to parts a and b

of Q-27 and Q-28 indicate that Intermediates "sometimes" purchase clothing

that is identical or similar to their friends' and school leaders' cloth-

ing (range of 1=.6 to 1.6). Clothing that is identical or similar to

friends' clothing is purchased more frequently (range of R=1.1 to 1.6)

than is clothing identical or similar to school leaders' clothing (range

of x =.6 to 1.0).

Responses to parts c, d, and a of Q-27 and Q-28 indicate that media

influences on Intermediates' clothing purchases are only "sometimes" or

"never" present (range of 5E.3 to 1.1). Intermediate boys "sometimes"
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purchase clothing identical or similar to clothes worn by people on

television (i:=1.1 and 1.0) and pictured in newspapers and magazines

(range of to .9). Girls "never" choose clothing identical or

similar to people pictured in these places (range of 5=.3 to .6).

However, mean responses to parts a through d for Q-23 and Q-24 indicate

that Intermediates look at or hear advertisements for clothing on radio

and television and in newspapers and magazines more frequently than

they purchase clothing advertised in these places or choose to purchase

clothing that is identical or similar to clothing worn by people pictured

in these places. Girls consult newspapers, magazines, radio, and tele-

vision more frequently ("half the time"--range of to 2.0) than

do boys ("sometimes"--range of 2=1.1 to 1.5 for Q-23a, b, c, and d).

However, frequencies for buying advertised items in each of these four

sources are similar (boys' range of i=.6 to 1.0, girls': range of 5E=.6 to

.8). Mean responses to Q-23 also indicate that both boys and girls look

at television advertisements and store displays more frequently (range of

1-74.5 to 2.2) than they look at newspaper, magazine, or mail-order cata-

log advertisements or hear radio advertisements for clothing (range of

to 1.8). Mean responses to Q-24 indicate that girls more frequently

purchase clothing they see in store displays or windows (R=1.4) while

boys more frequently purchase clothing advertised in mail-order catalogs

("±"1.2)

Other purchase practices

Mean responses to Q-18a and b indicate that Intermediates preplan

their clothing purchases "half the time" (2=1.7 and 1.8) and "sometimes"

follow these plans exactly.(i=1.5 and 1.4). Boys and girls make



68

unplanned clothing purchases about "half the time" (5=1.8 for 18c).

Intermediates purchase their clothing in department stores "half the

time" (2=1.7 and 1,8), as indicated by responses to Q-22 on types of

stores patronized for clothing purchases. Girls purchase their clothing

most frequently in specialty stores ("half the time"--2=2.3), while boys

"sometimes" shop for clothing in specialty stores (5=1.1). Discount

stores and mail-order catalogs are "sometimes" used by Intermediates--

more often by boys (2=1.4 and 1.2) than by girls (i=.8 and .8). Inter-

mediates "sometimes" purchase clothing in variety stores (R=.9 and .5),

but "never" purchase clothing in used-clothing stores (2=.4 and .2).

Intermediates "usually" use size (2=3.0 and 3.5) and price (R=2.7

and 2.9) information on clothing labels when they purchase their clothing.

Mean responses to Q-25 on label information use indicate that girls use

label information (range of 3=1.5 to 2.5) more frequently than do boys

(range of i=1.0 to 3.0). Intermediate boys use brand, fiber content, and

care requirement information on labels "sometimes" when buying clothes

(range of 2=1.0 to 1.4), while girls use these types of information

"half the time" (range of 2=1.5 to 1.7).

Responses to Q-26 on purchase factors indicate that Intermediates

"always" consider fit when purchasing their clothing (medians and modes=

4). Girls "usually" or "always" consider price, style, quality of con-

struction, and color when buying clothes (modes=4, range of 5=2.9 to 3.2).

Intermediate boys "usually" or "always" consider price (mode4, 5=2.8),

but consider the other three factors "half the time" (range of 1=2.2 to

2.5). Intermediates consider other clothes they already have, brand names,

current fashions, and care requirements "half the time" (range of 5=1.4

to 2.3). Mean responses to Q-26 also indicate that girls (range of 5E=
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consider them (range of "1-'=1.4 to 3.1).

Seniors

Selection

69

Senior 4-H members' (sixteen, seventeen, eighteen, and nineteen year

olds) responses to questions related to daily clothing selection practices

are given in table 12.

Independent activity

Senior 4-H members "always" choose the clothing they wear each day

(medians and modes*, 2=3.8 and 3.9 for Q-3a). Most Seniors "usually"

decide what to wear without asking for help (medians and modes=3, 7=3.2

and 2.7 for Q-4a). Reversing the values of responses to Q-1 and Q-2

and calculating the mean indicates that most Seniors "usually" or

"always" do not select clothing similar or identical to their peers'

clothing or clothing worn by people in newspapers, magazines, or on

television (medians and modes=3 or 4, range of 2=2.9 to 3.4 for Q-1*

and Q-2*).

Influentials

Mean responses to parts b and c of Q-3 and Q-4 indicate that parents

and siblings "nevei"choose clothes worn by Seniors (range of 2=.2 to .5

for Q-3b and c), and are "sometimes" asked to help choose clothes for

daily wear (5c=.8 for Q-4b and c). Responses to Q-3d and Q-4d indicate

that Seniors "never" have their friends choose their clothes (medians and

modes O, 26.6 and .4), and that girls may "sometimes" ask friends to
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TABLE 12.--Median, modal, and mean responses for daily clothing selection
practices of Senior 4-H members

3a

4a
1*
2*

3b
4b

3c
4c

3d
4d
la
lb
2a
2b
5b

to
2c

id
2d

le
2e

5a

50
5d
5e
51
5g

Item
Boys (n=10)
Median Mode Mean

Girls (n=59)
Median Mode Mean

Independent activity
Choose clothes daily 4 4 3.8 4 4 3.9
Ask no help 3 3 3.2 3 3 2.7
No identical clothes 4 4 3.4 3 3 3.4
No similar clothes 4 4 3.0 3 3 2.9

Influentials
Parents:

Choose clothes 0 0 .5 0 0 .3
Asked to help 1 1 .8 1 1 .8

Siblings:
Choose clothes 0 0 .4 0 0 .2
Asked to help 0 0 .8 1 1 .8

Peers:

Choose clothes 0 0 .6 0 0 .4
Asked to help 0 0 .5 1 1 1.0
Identical to friends 1 0 1.1 1 1 .9
Identical to leaders 0 0 .5 1 0 .8
Similar to friends 1 1 1.5 2 1 1.9
Similar to leaders 1 0 1.0 1 1 1.4
Consider what friends
wear 1 0 .9 1 1 .9

Medias
Newspapers

Wear identical clothes 0 0 .3 0 0 .3
Wear similar clothes 0 0 1.0 1 1 .7

Magazines
Wear identical clothes 0 0 .5 1 1 .7
Wear similar clothes 0 0 .7 1 1 1.0

Television
Wear identical clothes 0 0 .6 1 0 .6
Wear similar clothes 0 0 .7 1 1 .8

Selection factors
Look best on me 4 4 3.2 4 4 3.5
Comfort 3 3,4 3.1 4 4 3.2
Color 2 1 2.1 2 3 2.2
Fashion 2 2 1.8 2 3 2.0
Brand 1 0 1.2 1 1 1.6
Clean 4 4 3.7 4 4 3.7

* Summary -- reversed mean value of all responses to question
0=never, 1=sometimes,2=half the time, 3- -usually, 4=a1Nays
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help them choose their clothes (R=1.0), while boys rarely ask their

friends for help (Y=.5).

Although not directly involved in the choice process, mean responses

to Q-2 a and b indicate that peers have some influence on Seniors' cloth-

ing choices. Seniors select clothes similar to those their friends wear

"half the time" ("i=1.5 and 1.9). Clothing identical to that of their

friends is chosen "sometimes" (2=1.1 and .9). Mean responses to Q-lb and

Q-2b also indicate that girls are slightly more likely to choose clothing

identical and/or similar to school leaders' clothing (7=.8 and 1.4) than

are Senior boys (5e=.5 and 1.0).

Responses to parts c, d, and e of Q-1 and Q-2 reveal that Seniors

"sometimes" choose clothing that is similar to clothing that they see

worn by people in newspapers and magazines and on television (range of

1=.7 to 1.0). They "never" choose clothing identical to that seen in

these places (range of 3=.3 to .7).

Selection factors

Responses to Q-5 on selection factors indicate that Seniors "always"

consider "clothes that are clean" when deciding which clothes to wear

each day (medians and modes=4, 2=3.7). Seniors 'usually" or "always"

consider "clothes that look best on me" and "clothes that are comfortable"

in their daily clothing selection (medians and modes=3 or 4, range of 2=

3.1 to 3.5). "Clothes that are my favorite color" and "the latest fashion"

are considered "half the time" by most Seniors (range of 5=1.8 to 2.2).

Seniors "sometimes" consider "clothes with a brand name" (2=1.2 and 1.6).

Mean responses to Q-5 indicate that girls generally consider these factors

more frequently (range of R=1.6 to 3.7) than do boys (range of 3Z=1.2 to
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3.7), with the exception of "clothes that are clean" which they consider

equally.

Care

Seniors' responses to questions related to clothing care practices

are given in table 13.

Independent activity

Responses to Q-6a and Q-12a reveal that Seniors "usually" or "always"

hang up and put away their clean clothes except that half the Senior boys

may hang up their clothing less than "half the time" (modes=2, 3, or 4,

range of 1=2.0 to 3.4). Senior girls "usually" do these tasks without

reminders from other people (median and mode=3, 1=2.5), while Senior

boys "sometimes" do these tasks without reminders (median and mode=1,

5,4.4 for Q-7a).

Responses for Q -8a, Q-10a, and Q-13a indicate that Senior boys

"sometimes" repair, wash, and iron their own clothes (range of 1=1.1 to

1.5), while Senior girls "usually" repair and iron their clothes (7=2.5

and 2.8) and wash their clothes "half the time" (1=2.3). Responses to

Q-9a, Q-11a, and Q-14a reveal that Senior girls "sometimes" repair,

wash, and/or iron their family's clothing (range of R=1.2 to 1.6), but

boys perform these tasks less frequently (range of 1.=.7 to 1.0).

Influentials

Parents remind Seniors to hang up their clothing "half the time"

(7=2.0 and 1.6 for Q-7b). Mean responses to Q-7b indicate that boys are

reminded more frequently (R=2.0) than are girls (R=1.6). Mean responses
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TABLE 13.--Median, modal, and mean responses for clothing care practices
of Senior 4-H members

0

g gz
Item

Boys (n=10)
Median Mode Mean

Girls (n=59)
Median Mode Mean

Independent activity
6a Hang up or put away

after wearing 2,3 3 2.0 4 4 3.3
12a Put away clean clothes 3 3,4 2.9 4 4 3.4
7a No reminders 1 1 1.4 3 3 2.5
8a Repair own clothes 1 1 1.1 3 3 2.5
10a Wash own clothes 1 1 1.5 2 1 2.3
13a Iron own clothes 1 1 1.2 3 4 2.8
9a Repair family's clothes 0,1 0 .7 1 1 1.2
lla Wash family's clothes 1 0,1 1.0 1 1 1.6
14a Iron family's clothes 0 0 1.0 1 1 1.2

Influentials
7b Parents remind 2 1.3 2.0 1 0 1.6

7c Siblings remind 0,1 0 1.1 0 0 .3

Other care practices
Member's clothes

By parents
6b Hang up 1 1 1.8 0 0 .6

12b Put away 1 1 1.7 0 0 .8
8b Repair 3 3 2.8 1 1 1.8
10b Wash 3 3 3.1 3 3 2.3
13b Iron 3 3 2.9 1 0 1.1

By siblings
6c Hang up 1 0 1.4 0 0 .3

12c Put away 0,1 0 1.0 0 0 .4
8c Repair 1,2 0 1.6 0 0 .1

10c Wash 0,1 0 .8 0 0 .6
13c Iron 1 0,1 1.5 0 0 .2

Family's clothes
By parents

9b Repair 3 3,4 3.1 3 3 2.6
lib Wash 3 3 3.3 3 3 2.5
14b Iron 3 3,4 3.0 3 3 2.4

By siblings
9c Repair 1 1 1.2 0 0 .4

110 Wash 1 1 1.5 0 0 .7
14c Iron 1 1 1.5 0 0 .6

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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to Q-7c indicate that reminders from siblings to hang up clothing occur

"sometimes" for Senior boys (5=1.1) and "never" for Senior girls (.3).

Other care practices

Mean responses to Q-8b. Q-10b, and Q-13b indicate that parents'

responsibilities for repairing, washing, and/or ironing Seniors' clothing

are decreasing. Parents "usually" repair, wash, and/or iron their sons'

clothing (range of 5=2.8 to 3.1). They repair and wash their daughters'

clothing "half the time" (5=1.8 to 2.3), and "sometimes" iron their

daughters' clothing (5:1.1). Seniors' parents "usually" repair, wash,

and/or iron the family's clothing (range of 1T=2.4 to 3.3 for Q-9b, Q-11b,

and Q-14b). Mean responses to Q-8 through Q-14 also indicate that girls

more frequently perform personal and family clothing care tasks than boys

perform them.

Purchase

Seniors' responses to questions related to clothing purchase practices

are given in table 14.

Independent activity

Responses to Q-15a indicate that the Senior 4-H members surveyed

"usually" decide which clothes to buy without asking for help (medians

and modes=3 or 4). Seniors "usually" or "always" make the final decision

about which clothes are purchased for them (medians and modes=3 or 4, "km

3.0 and 3.5 for Q-17a). Most Seniors pay for their clothes (5=2.4 and

2.3 for Q-19a) and use their own cash to pay for their clothing (7=2.3

and 2.4 for Q-20a) "half the time". Responses to Q-21a indicate that
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TABLE 14.--Median, modal, and mean responses for clothing purchase
practices of Senior 4-H members

0
$.4

t 2 Boys (n=10) Girls (n=59)
g Item Median Mode Mean Median Mode Mean
z

Independent activity
15a Decide without help 3 3,4 2.7 3 3 2.4
17a Make final choice 3 3 3.0 4 4 3.5

16a Shop alone 2 1 2.1 1 1 1.5
19a Pay for clothes 2 2 1.4 2 3 2.3
20a Use own cash 2,3 1,4 2.3 3 3 2.4

20c Use own check 0,1 0 .9 0 0 .4

20e Use own store account 0 0 .7 0 0 .2

20g Use own bank card 0 0 .4 0 0 .1

21a Funds from own earnings 3 3 2.7 3 3 2.6
27* No identical clothes 4 4 3.5 3 3 3.3
28* No similar clothes 3,4 4 3.2 3 3 3.1

Influentials
Parents:

15b Help asked 1,2 0,2 1.4 1 1 1.6
17b Make final choice 1 1 1.4 1 1 1.0
16b Shop with member 2 2,3 2.1 2 3 2.1

19b Pay for clothes 2,3 3 2.3 2 3 2.1

20b Use parent's cash 1 1 1.7 1 1 1.7
20d Use parent's check 1 1 1.5 1 1 1.2

20f Use parent's store acct. 1 1 1.3 0 0 .8

20h Use parent's bank card 1 1 1.4 0 0 .7

20i Use layaway 0 0 .6 0 0 .5

21b Funds from parents 1 1 1.8 1 1 1.7

21c Funds from clothing
allowance 0 0 .5 0 0 .4

21d Funds from gifts 1 1 1.9 1 1 1.1

Siblings:
15c Help asked 1 1 1.2 1 1 1.1
17c Make final choice 0 0 .9 0 0 .4

16c Shop with member 1 1 1.1 1 1 1.1
Peers:

15d Help asked 0 0 .8 1 1 1.2
17d Make final choice 0 0 .6 0 0 .5

16d Shop with member 1 0,1 .8 1 1 1.5
27a Identical to friends 1 0 .9 1 1 .9
27b Identical to leaders 0 0 .4 0 0 .5
28a Similar to friends 1 1 1.6 1 1 1.6
28b Similar to leaders 0 0 .5 1 1 1.1

* Summary--reversed mean value of all responses to question
0- never, 1=sometimes, 2 =half the time, 3=usua , 4=always
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TABLE 14-- Continued

=
0

1'0'2
75 Item

Boys (n=10)
Median Mode Mean

Girls (n=59)
Median Mode Mean

Influentials (continued)
Media:

Look at advertisements
23a In newspapers 1 0,1 1.4 2 1 2.2
23b In magazines 1 0,1 1.1 2,3 4 2.3
23c On television 2,3 1,3 2.2 2 1 2.2
23d On radio (hear) 1,2 1 1.9 1 1 1.9
23e In mail catalogs 1 0 1.2 1 1 1.7
23f In store displays 2 1,2 2.0 3 3 2.3

Buy from advertisements
24a In newspapers 0 0 .7 1 1 .9

24b In magazines 0 0 .8 1 1 .8

240 On television 1 0,1 1.4 1 1 .8

24d On radio 1 0 1.1 1 1 .8

24e In mail catalogs 1 0,1 .8 1 1 .8

24f In store displays 1 1 1.4 1 1 1.2

Newspapers
27c Buy identical clothes 0 0 .5 0 0 .6

28c Buy similar clothes 0 0 .5 1 0,1 .7

Magazines
27d Buy identical clothes 0 0 .4 1 0 .7

28d Buy similar clothes 0 0 .5 1 1 .8

Television
27e Buy identical clothes 0 0 .6 1 0 .7

28e Buy similar clothes 0,1 0 1.0 1 0 .8

Other purchase practices
Planning 0,1,

18a Preplan 2 2,3,4 2.0 2 3 2.1
18b Follow exact plan 1 0,1 1.3 1,2 1 1.5
18c Unplanned purchases 1 0,1 1,4 2 1 1.0

Store types
22a Department store 1 0 1.4 2 1 1.9
22b Discount store 0 0 .8 1 0 .8

22c Mail-order catalog 0,1 0 .8 1 1 .9
22d Specialty store 1.3 1 2.1 3 3 2.3
22e Variety store 1 0,1 1.2 0 0 .4

22f Used-clothing store 0 0 1.1 0 0 .4

0=never, 1- sometimes, 2=half the time, 3=usually, 4- always



77

TAKE 14--Continued

0

f0

Item
Boys (n=10)
Median Mode Mean

Girls (n=59)
Median Mode Mean

Other purchase practices (continued)
Label information

25a Price 2,3 1,4 2.5 3 3,4 2.9
25b Size 3 4 2.9 4 4 3.3
25c Fiber content 2,3 3 2.2 2 1 1.8
25d Care 1,2 0,4 1.9 2 1 1.9
25e Brand 1 1 1.9 2 1 1.5

Purchase factors
26a Fit 4 4 3.5 4 4 3.8
26b Style 3 4 2.9 3 3 3.2
26c Quality construction 3,4 4 2.9 3 3.4 2.9
26d Price 3,1+ 4 3.0 3 4 3.2
26e Cars 3 4 2.6 2 1 2.2
26f Color 3,4 4 3.3 3 3 2.9
26g Brand 2 1 2.1 1,2 1 1.7
26h Other clothes 3 2,3 2.6 3 3 2.4
26i Latest fashion 1,2 3 1.7 2 1 2.0

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always
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Seniors "usually" use money from personal earnings for their clothing

purchases (medians and modes=3, '7=2.7 and 2.6). Senior boys shop alone

("half the time"--1=2.1) more frequently than girls shop alone ("some-

times"--5Z=1.5).

Influentials

Responses to Q-16b reveal that Seniors' parents shop with them

"half the time" (7=2.1 and 2.1). Parents are "sometimes" asked to help

Seniors choose or make the final decision about which clothes to purchase

(range of 2=1.0 to 1.6 for Q-15b and Q-17b). Seniors' parents pay for

their clothing "half the time" (5E=2.3 and 2.1 for Q-19b). Responses

to Q-20b, d, f. and h indicate that parents' cash, checks, store charge

accounts, and bank cards are "sometimes" used to pay for Seniors' cloth-

ing (range of 5=.7 to 1.7, medians and modes=0 or 1). Mean responses to

Q-210 indicate that clothing allowances are "never" used (R=.5 and .4);

however, it is not known if they are even provided. Seniors "sometimes"

receive money for clothing as gifts (medians and modes=1, 7=1.9 and 1.1

for Q-21d).

Responses to parts c and d of Q-15, Q-17, and Q-16 indicate

that siblings and peers are "sometimes" asked to help choose clothing

and shop with Seniors (range of R=.8 to 1.5), but "never" make the final

choice of clothing for Senior 4-H members (range of 3":.5 to .9, medians

and modes O). Mean responses to Q-16d and Q-15d indicate that Senior

girls shop with their friends and ask them to help decide which clothes

to purchase (1=1.5 and 1.2) more frequently than do boys (x=.8 and .8),

Seniors "sometimes" purchase clothing that is identical and/or similar

to their friends' clothing, as indicated by responses to Q-27a and Q-28a
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(i6.9 and 1.6).

Responses to parts c, d, and e of Q-27 and Q-28 reveal that media

influences on Seniors' purchase of clothing identical or similar to

clothing they see on television and in newspapers and magazines occurs

only "sometimes" (range of 2=.5 to 1.0). Mean responses to parts a, b,

c, and d of Q-23 and Q-24 indicate that Seniors look at or hear clothing

advertisements on radio and television and in newspapers and magazines

more frequently (range of 5..1.1 to 2.3) than they purchase clothing

advertised in these places (range of I.7 to 1.4) or wear clothing

identical and/or similar to clothing seen in these places (range of xs

.5 to 1.0 for Q-27 and Q-28c, d, and e). Girls consult these four

sources more frequently (range of xag1.9 to 2.3) than do boys (range of

1.4.1 to 2.2). The mean responses to Q-24 indicate that boys purchase

clothing advertised on television and radio and in store displays more

frequently (range of 5M.1 to 1.4) than do girls (range of R=.8 to 1.2).

Purchases resulting from advertisements in newspapers, magazines, and

mail-order catalogs are "sometimes" made by Seniors (range of to .9).

Other purchase practices

Mean responses to Q-18a and b reveal that Seniors preplan their

clothing purchases "half the time" (iF2.0 and 2.1), and they "sometimes"

follow these plans exactly (7141.3 and 1.5). The quintuple modal responses

for Senior boys (0, 1, 2, 3, 4) indicate a wide variety of behavior related

to preplanning activities. Senior boys "sometimes" make unplanned pur-

chases (R=1.4 for Q-18c), and Senior girls make unplanned purchases "half

the time" (2Pc2.0).

Responses to Q-22 on store types indicate that Seniors purchase
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their clothing in specialty stores "half the time" (i=2.1 and 2.3).

Department stores are patronized "half the time" by Senior girls (2=1.9).

Senior boys "sometimes" buy their clothes at department stores (2=1.4),

variety stores (31=1.2), and used-clothing stores (R=1.1). Seniors

purchase clothes at mail-order stores and discount stores less frequently

than the types of stores mentioned previously (Tc=.8 and .9). Senior

girls "never" patronize variety stores and used-clothing stores for

clothing purchases (medians and modes=0, -2=.4 and .4).

Responses to Q-25 on label information use reveal that Seniors "usually"

use price and size information on labels to help them make their clothing

purchases (range of 2=2.5 to 3.3). Seniors use information about fiber

content, care requirements, and brand name "half the time" (range of 2=

1.5 to 2.2).

Responses to Q-26 on purchase factors indicate that Seniors "always"

use fit to help them decide which clothes to purchase (medians and modes=

4, i=3.5 and 3.8). They "usually" or "always" consider color, price,

style, and quality of construction when buying their clothing (medians

and modes=3 or 4, range of a=2.9 to 3.3). Care requirements and other

clothes they already have are considered "half the time" by most Seniors

(range of 2=2.2 to 2.6). Brand names and the latest fashions are also

considered "half the time" (range of 2=1.7 to 2.1), but less frequently

than the other seven factors included in this question.

Age Group Comparison

Age group comparisons for each clothing practice area (selection,

care, and purchase) are based on the mean responses to each item on the

Clothing Practices Survey by each sex and age group. All numbers



81

reported in the following section refer to the mean response for each

item, thus the "2" designation is omitted.

Selection

Mean responses for the daily clothing selection practice items for

each sex and age group are given in table 15.

Independent activity

Clothing selection practices which 4-H members perform independently

include choosing clothing for daily wear themselves (Q-3a) without asking

others for help (Q-4a) and infrequent selection of clothing identical or

similar to clothing of peers and people in magazines, newspapers, and

on television (Q-1* and Q-2*). The ranges of responses for Q-3a and Q-4a

for each age group indicate that independence appears to increase with

age, from a range of 2.4 to 3.1 ("usually") for Juniors to a range of

2.7 to 3.9 ("usually" and "always") for Seniors. Mean responses greater

than 2.0 are considered to be an indication of independence, while

responses less than 2.0 are considered to be an indication of dependent

behavior. Greater independence in choosing clothing without help seems

to be contradicted by lower frequencies for wearing clothes that are not

identical or similar to others' clothes (peers and media) (Q-1* and Q-2*)

as age increases. This increasing influence of peers and media on

clothing selected for daily wear is demonstrated by the decreasing mean

values from Juniors' response range of 3.2 to 3.7 to Intermediates' res-

ponse range of 2.8 to 3.4 for wearing no identical or similar clothing.

Mean values for wearing no identical or similar clothing are similar for

Intermediate (2.8 to 3.4) and Senior age groups (2.9 to 3.4).
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TAKE 15.--Mean responses for daily clothing selection practices
by sex and age group

0

'Its; _8
tn

0
o'z

Item
Junior
Boys Girls

Intermediate
Boys Girls

Senior
Boys Girls

Independent activity

3a Choose clothes daily 3.0 3.1 3.1 3.5 3.8 3.9
4a Ask no help 2.5 2.4 2.2 2.9 3.2 2.7
1* No identical clothes 3.7 3.6 3.3 3.4 3.4 3.4
2* No similar clothes 3.4 3.2 2.8 2.9 3.0 2.9

Influentials
Parents:

3b Choose clothes .9 .9 .8 .5 .5 .3
4b Asked to help .8 1.0 .7 .7 .8 -.8

Siblings:

3c Choose clothes .3 .3 .4 .1 .4 .2
4c Asked to help .2 .5 .5 .5 .8 .8

Peers
3d Choose clothes .3 .5 .5 .5 .6 .4

4d Asked to help .3 .7 .6 .9 .5 1.0
la Identical to friends .8 1.0 1.1 1.1 1.1 .9

lb Identidal to leaders .2 .6 .7 .7 .5 .8
2a Similar to friends 1.2 1.5 1.9 1.9 1.5 1.9
2b Similar to leaders .5 .9 1.1 1.3 1.0 1.4
5b Consider what friends

wear .7 1.1 .9 1.2 .9 .9
Media:

Newspapers
lc Wear identical clothes .1 .2 .2 .2 .3 .3
2c Wear similar clothes .2 .4 .8 .6 1.0 .7

Magazines
.1d Wear identical clothes .1 .3 .4 .6 .5 .7
2d Wear similar clothes .3 .4 .8 .9 .7 1.0

Television
le Wear identical clothes ,4 .4 .6 .5 .6 .6
2e Wear similar clothes .4 .6 .8 .8 .7 .8

Selection factors

5a Look best on me 2.8 3.0 2.9 3.3 3.2 3.5
5c Comfort 2.5 2.5 2.7 2.9 3.1 3.2
5d Color 1.3 1.6 1.8 2.1 2.1 2,2

5e Fashion .9 1.7 2.0 2.2 1.8 2.0
5f Brand .9 1.4 .9 1.8 1.2 1.6
5g Clean 3.0 3.4 3.6 3.6 3.7 3.7

* Summary-reversed mean value of all responses to question
0=never, 1=sometimes, 2 =half the time, 3- usually, 4=always
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Influentials

Mean responses of 1.0 or less to Q-3b and c and Q-4b and c reveal

that parents and siblings seldom choose clothing or are asked for help

in choosing clothing by the 4-H members surveyed. Parents of Juniors

may "sometimes" choose their clothing and/or be asked to help with the

choice (.8 to 1.0). These practices decrease as age increases (from .8

to 1.0 for Juniors to .3 to .8 for Intermediates and Seniors).

Mean responses to Q-1a and b and Q-2a and b indicate that peers'

influence on clothing choices appears to increase slightly as age

increases from Juniors (.2 to 1.5) to Intermediates (.7 to 1.9) and

then decrease slightly from Intermediates to Seniors for boys (.5 to

1.5) but not for girls (.8 to 1.9). Mean responses indicate that

Juniors "sometimes" choose to wear clothing similar or identical to

their friends (.8 to 1.5). Intermediates choose identical clothing

"sometimes" (1.1) and similar clothing "half the time" (1.9). Seniors

choose identical clothing "sometimes" (1.1 and .9). Senior boys choose

similar clothing between "sometimes" and "half the time" (1.5), while

Senior girls choose similar clothing about "half the time" (1.9). Survey

respondents choose clothing identical or similar to school leaders'

clothing "sometimes" for most sex and age groups (.2 and 1.4). Influence

of school leaders increases slightly with age, especially for girls, as

indicated by increasing mean values: Juniors from .2 to .9, Intermediates

from .7 to 1.3, and Seniors from .5 to 1.4.

Mean responses to parts c, d, and e of Q-1 and Q-2 indicate that

Intermediate and Senior 4-H members surveyed "sometimes" choose clothing

similar to clothing worn by people on television and pictures in magazines

and newspapers (.6 to .9). Juniors are rarely influenced by the media



in this manner (.1 to .6).

Selection factors

Mean responses to Q-5 indicate that of the seven selection factors

listed, "clothes that are clean" are most frequently considered by all

sex and age groups (3.0 to 3.7). Consideration of this factor increases

from 'usually" for Juniors (3.0 and 3.4) to "always" for Seniors (3.7).

"Clothes that look best on me" are considered "usually" by Juniors and

Intermediates and Senior boys (2.8 to 3.3), increasing to "always" for

Senior girls (3.5). Consideration of "comfort" increases from "half the

time" for Juniors (2.5 and 2.5) to "usually" for Intermediates and Seniors

(2.7 to 3.2). Favorite color and latest fashions are considered "some-

times" by Juniors (.9 to 1.7), increasing to "half the time" for Inter-

mediates and Seniors (1.8 to 2.2). All of the age groups "sometimes"

considered what their friends would be wearing when selecting their

clothing (.7 to 1.2).

Care

Mean responses for clothing care practice items for each sex and age

group are given in table 16.

Independent activity

Mean responses to Q-6a, Q-12a, and Q-7a indicate that most of the

4-H members surveyed "usually" hang up their clothing (2.5 to 3.3 for

all groups except Senior boys-2.0), and 'usually" put away their clean

clothes after they are washed (2.6 to 3.4). About "half the time" these

tasks are completed without reminders from parents or siblings (1,4 to 2.5)
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TABLE 16, - -Mean responses for clothing care practices by sex and
age group

=
0
r-I

42
g Item

junior
Boys Girls

Intermediate
Boys Girls

Senior
Boys Girls

Independent activity
6a Hang up or put away

after wearing 2.6 2.8 2.5 3.4 2.0 3.3
12a Put away clean clothes 2.8 2.9 2.6 3.1 2.9 3.4
7a No reminders 1.8 1.8 2.1 2.3 1.4 2.5
8a Repair own clothes .6 .9 .8 2.0 1.1 2.5

10a Wash own clothes .7 1.2 1,0 1.8 1.5 2.3
13a Iron own clothes .6 1.4 .9 2.6 1.2 2.8
9a Repair family's clothes .4 .5 .2 1.0 .7 1.2
lla Wash family's clothes .6 .9 1.2 1.3 1.0 1.6
14a Iron family's clothes .4 .8 .7 1.1 1.0 1.2

Influentials
7b Parents remind 2.2 2.2 2.4 1.9 2.0 1.6
7c Siblings remind .4 .3 .2 .3 1.1 .3

Other care practices
Member's clothes

By parents
6b Hang up 1.3 1.2 1,2 .7 1.8 .6

12b Put away 1.4 1.5 1.4 .9 1.7 .8

8b Repair 3.1 2.9 3.1 2.1 2.8 1.8
10b Wash 3.3 3.2 3.1 2.6 3.1 2.3
13b Iron 3.0 2.5 2.6 1.6 2.9 1.1

By siblings
6c Hang up .2 .3 .3 .1 1.4 .3

12c Put away .5 .4 .5 .3 1.0 .4

8c Repair .3 .2 .2 .1 1.6 .1

10c Wash .4 .5 .6 .5 .8 .6

13c Iron .4 .2 .5 .2 1.5 .2

Family's clothes
By parents

9b Repair 3.2 3,1 3.3 2.9 3.1 2.6
llb Wash 3.1 3.3 2.9 2.9 3.3 2.5
14b Iron 3.1 3.0 3.0 2.7 3.0 2.4

By siblings
9c Repair .5 .3 .3 .3 1.2 .4

lie Wash .6 .4 .5 .6 1.5 .7
14c Iron .3 .4 .6 .6 1.5 .6

0=never, 1=sometimes, 2=half the time, 3=usually, 4=aluays
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by all age groups. Frequency of reminders from parents decreases from

over "half the time" for Juniors (2.2) to under "half the time" for

Seniors (2.0 and 1.6), as indicated by mean responses to Q-7b.

Mean responses to Q-8a, Q-10a, and Q-13a indicate that independent

activities regarding the repairing, washing, and ironing of their own

clothing increases with age, especially for girls. Juniors and Inter-

mediate boys and Senior boys "sometimes" perform these tasks (.6 to 1.5),

Intermediate girls perform them "half the time" (1.8 to 2.6), and Senior

girls "usually" repair and iron their clothing (2.5 to 2.8).

Influentials

Mean responses to Q-7c reveal that siblings "never" remind most of

the 4-H members surveyed about clothing care (.2 to .4 except for Senior

boys--1.1 or "sometimes"). Mean responses to Q-7b indicate that parents

remind all age groups about clothing care "half the time" (1.6 to 2.4).

Other care practices

Mean responses to part c of Q-8 through Q-14 indicate that siblings

"never" perform clothing care tasks for either the adolescents' clothing

or their family's clothing for all age groups except Senior boys (.1 to

.7). The siblings of Senior boys perform these tasks for the boys' and

their family's clothing "sometimes" (.8 to 1.6).

Parents' responsibilities for repairing, washing, and ironing the

adolescents' and their family's clothing decline slightly as the 4-H

members get older, as indicated by mean responses to part b of Q-8 through

Q-11, Q-13, and Q-14. Mean responses indicate that parents "usually"

perform these tasks for Juniors and Intermediate boys and Senior boys

(2.9 to 3.3). Parents repair, wash, and iron their Intermediate and
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Senior daughters' clothing about "half the time" (1.1 to 2.6). Parents

"usually" perform these tasks for the family's clothes for all groups

(2.7 to 3.3) except Senior girls, for whom the frequency decreases to

"half the time" (2.4 to 2.6).

Purchase

Mean responses for clothing purchase practice items for each sex

and age group are given in table 17.

Independent activity

Mean responses to Q-15a, Q-17a, and Q-16a indicate that independent

activities related to adolescents' clothing purchase practices increase

with increasing age. 4-H members surveyed decide on clothing purchases

without help less than "half the time" as Juniors and Intermediates

(1.6 to 1.9). increasing to considerably over "half the time" as Seniors

(2.4 to 2.7). Frequency of shopping alone increases with age, especially

for boys, from "sometimes" for Juniors and Intermediates (.7 to 1.3) to

"half the time" for Seniors (2.1 and 1.5). Juniors make the final

decision about clothing purchased for them around "half the time" (1.7

and 2.2). Intermediate boys make this decision over "half the time" (2.6).

Intermediate girls and Senior boys "usually" make the final choice (3.0),

while Senior girls "always" make this decision (3.5).

Mean responses to Q-19a reveal that Juniors and Intermediate boys

"sometimes" pay for their clothing (.6 to 1.3), while Intermediate girls

and Seniors pay for their clothing around "half the time" (1.9 to 2.4).

Mean responses to Q-20a follow a similar pattern. Juniors and Intermediate

boys "sometimes" use their own cash to pay for their clothing (.6. to 1,5),
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TABU 17.--Mean responses for clothing purchase practices by sex and
age group

00ri
N2

g
z Item

Junior
Boys Girls

Intermediate
Boys Girls

Senior
Boys Girls

Independent activity
15a Decide without help 1.7 1.6 1.7 1.9 2.7 2.4
17a Make final choice 1.7 2.2 2.6 3.0 3.0 3.5
16a Shop alone .9 .7 1.3 9 2.1 1.5
19a Pay for clothes .6 1.1 1.3 1.9 2.4 2.3
20a Use own cash .6 1.0 1.5 1.8 2.3 2.4
20c Use own check .2 .5 .4 .4 .9 .4
20e Use own store account .2 .2 .3 .1 .7 .2
20g Use own bank card .2 .2 .4 .1 .4 .1
21a :ands from own earnings 1.3 1.4 1.8 2.4 2.7 2.6
27* No identical clothes 3.4 3.4 3.1 3.4 3.5 3.3
28* No similar clothes 3.2 3.2 3.0 3.1 3.2 3.1

Influentials
Parents:

15b Help asked 2.1 2.4 1.9 1.8 1.4 1.6
17b Make final choice 2.3 2,2 1.9 1.2 1.4 1.0
16b Shop with member 3.0 3.2 2.5 2.7 2.1 2.1
19b Pay for clothes 3.3 3.1 2.6 2.3 2.3 2.1
20b Use parent's cash 2.7 2.6 2.1 1.8 1.7 1.7
20d Use parent's check 1.7 2.2 2.0 1.4 1.5 1.2
20f Use parent's store acct. 1.0 1.2 1.5 1.0 1.3 .8
20h Use parent's bank card 1.0 1.4 1.7 .7 1.4 .7
20i Use layaway .6 .6 .7 .5 .6 .5
216 Funds from parents 2.1 2.4 2.1 1.7 1.8 1.7
21c Funds from clothing

allowance .6 .9 .4 .4 .5 .4
21d Funds from gifts 1.3 1.5 1.3 1.1 1.9 1,1

Siblings:
15c Help asked .3 .6 .6 .8 1.2 1.1
17c Make final choice .4 .3 .5 .2 .9 .4
16c Shop with member .8 .8 .9 1.0 1.1 1.1

Peers:
15d Help asked .2 .6 .8 1.3 .8 1.2
17d Make final choice .2 .3 .3 .4 .6 .5
16d Shop with member .4 .7 .7 1.4 .8 1.5
27a Identical to friends .7 1.1 1.1 1.1 .9 .9
27b Identical to leaders .5 .7 .9 .6 .4 .5
28a Similar to friends 1.3 1.4 1.5 1.6 1.6 1,6
28b Similar to leaders .6 .8 .9 1.0 .5 1,1

* Summary -- reversed mean value of all responses to question
0=never, 1=sometimes, 2=half the time, 3=usually, 4- always
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TABLE 17--Continued

O

ti)
g g Item

Junior
Boys Girls

Intermediate
Boys Girls

Senior
Boys Girls

Influentials (continued)
Medias
Look at advertisements

23a In newspapers 1.2 1.5 1.1 1.8 1.4 2.2
23b In magazines .9 1.3 1.4 1.8 1.1 2.3
23c On television 1.4 2.1 1.5 2.0 2.2 2.1
23d On radio (hear) .7 1.4 1.4 1.6 1.9 1,9
23e In mail catalogs 1.1 1,7 1.4 1.6 1.2 1.7
23f In store displays .9 1.7 1.5 2.2 2.0 2.3

Buy from advertisements
24a In newspapers .9 .7 .8 .8 .7 .9
24b In magazines .6 .7 .6 .6 .8 .8
24c On television .9 1.0 1.0 .8 1.4 .8
24d On radio .6 .7 .9 .7 1.1 .8
24e In mail catalogs 1.1 1.2 1.2 .8 .8 .8
24f In store displays .8 1.2 1.0 1.4 1.4 1.2

Newspapers
27c Buy identical clothes .5 .4 .6 .3 .5 .6
28c Buy similar clothes .7 .5 .8 .4 .5 .7

Magazines
27d Buy identical clothes .6 .4 .9 .4 4 .7
28d Buy similar clothes .6 .6 .8 .6 .5 .8

Television
27e Buy identical clothes .6 .5 1.1 .3 .6 .7
28e Buy similar clothes .5 .5 1.0 .5 1.0 .8

Other purchase practices
Planning

18a Preplan 1.4 1.5 1.7 1.8 2.0 2.1
18b Follow exact plan 1.2 1.1 1.5 1.4 1.3 1.5
18c Unplanned purchases 1.6 1.7 1.8 1.8 1.4 2.0

Store types
22a Department store 1.3 1.7 1.7 1.8 1.4 1.9
22b Discount store 1.1 1.1 1.4 .8 .8 .8
22c Mail-order catalog 1.4 1.3 1.2 .8 .8 .9
22d Specialty store 1.4 1.7 1.1 2.3 2.1 2.3
22e Variety store .7 .7 .9 .5 1.2 .4
22f Used-clothing store .6 .4 .4 .2 1.1 .4

0- never, lzzsometimes, 2#half the time, 3=usually, 4-always
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TABLE 17--Continued

0
r-I

tn)

otz Item
Junior
Boys Girls

Intermediate
Boys Girls

Senior
Boys Girls

Other purchase practices (continued)
.Label information

25a Price 2.2 2,6 2.7 2.9 2.5 2.9
25b Size 2.5 3.2 3.0 3.5 2.9 3.3
25c Fiber content 1.2 1.4 1.2 1.6 2.2 1.8
25d Care 1.0 1.2 1.0 1.5 1.9 1.9
25e Brand .8 1.2 1.4 1.7 1.9 1.5

Purchase factors
26a Fit 2.9 3.4 3.1 3.7 3.5 3.8
26b Style 1.7 2.5 2.2 3.2 2.9 3.2
26c Quality construction 1.3 2.2 2.2 2.9 2.9 2.9
26d Price 2.2 2.9 2.8 3.2 3.0 3.2
26e Care 1.6 1.6 1.4 2.1 2.6 2.2
26f Color 1.4 2.0 2.5 2.9 3.3 2.9
26g Brand 1.0 1.4 1.9 2.0 2.1 1.7
26h Other clothes 1.3 1.4 1.9 2.3 2.6 2.4
26i Latest fashion 1.2 1.7 1.8 2.2 1.7 2.0

0=never, 1=sometimes, 2=half the tine, 3=usually, 4=always
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while Intermediate girls and Seniors use their own cash to pay for their

clothing "half the time" (1.8 to 2.4). Most 4-H members "never" use

their own checks, store charge accounts, or bank cards to purchase

their clothing (.1 to .5 except for Senior boys' checks--.9 or "some-

times"). Mean responses to Q-21a indicate that use of personal earnings

for clothing purchases increases from "sometimes" for Juniors (1.3 and

1.4), to around "half the time" for Intermediates (1.8 and 2.4), to

"usually" for most Seniors (2.7 and 2.6).

Mean responses to Q-27* and Q-28* indicate that all groups "usually"

choose to purchase clothing that is not identical or similar to their

peers' clothing or clothing worn by people in magazines, newspapers, or

on television.(3.0 to 3.5).

Influentials

Mean responses to Q-15b, Q-17b, and Q-16b indicate that parents'

influence on clothing purchases decreases with increasing age. Parents

are asked to help make clothing choices over "half the time" for Juniors

(2.1 and 2.4), under "half the time" for Intermediates (1.9 and 1.8),

and "sometimes" for Seniors (1.4 and 1.6). Parents make the final decision

about adolescents' clothing purchases around "half the time" for Juniors

and Intermediate boys (1.9 to 2.3), decreasing to "sometimes" for Inter-

mediate girls and Seniors (1.0 to 1.4). Parents 'usually" shop with Juniors

and Intermediate girls (2.7 to 3.2), decreasing to around "half the time"

for Intermediate boys and Seniors (2.1 to 2.5).

Mean responses to Q-19b indicate that parents "usually" pay for

Juniors' clothing (3.3 and 3.1) and pay for Intermediates' and Seniors'

clothing "half the time" (2.1 to 2.6). Mean responses to Q-20 reveal
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that parents' cash is "usually" used to purchase Juniors' clothing (2.7

and 2.6), "half the time" for Intermediates' clothing (2.1 and 1.8), and

less than "half the time" for Seniors' clothing (1.7). Parents' checks

are used "half the time" for Juniors and Intermediate boys (1.7 to 2,2)

and "sometimes" for Intermediate girls and Seniors (1.2 and 1.5).

Parents' store charge accounts and bank cards are "sometimes' used by

all age groups (.7 to 1.7). Layaway is "never" used by most of the

survey respondents (.5 to .7). With decreasing use of parents' money

with increasing age, use of the survey respondents' own cash increases.

Mean responses to Q-21b indicate that parents' money is used for

clothing purchases for Juniors and Intermediate boys over "half the time"

(2.1 to 2.4) and less than "half the time" for Intermediate girls and

Seniors (1.7 to 1.8). Money for clothes from clothing allowances from

parents is "never" used for clothing purchases for most survey respondents

(.4 to .6 except for Junior boys--.9 or "sometimes"); however, it is not

known if or how often a clothing allowance is provided. Survey respond-

ents "sometimes" receive gifts of money for clothing purchases (1.1 to

1.9 for Q-21d).

Mean responses to parts c and d of Q-15, Q-17, and Q-16 indicate

that Juniors and Intermediate boys "never" shop with siblings or peers

(.4 to .9), and "never" ask them to help with clothing purchase choices

(.2 to .8). Intermediate girls and Seniors "sometimes" shop with siblings

and peers (.8 to 1.5) and "sometimes" ask them to help make clothing

Choices (.8 to 1.3). 4-H members surveyed "sometimes" purchased clothing

identical and/or similar to their friends' clothing, as indicated by

mean responses to Q-27a and Q-28a (.7 to 1.6), Mean responses indicate

that frequency of buying identical or similar clothing increased slightly
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with increasing age, especially for similar clothing (from 1.3 and 1.4 for

Juniors to 1.6 for Seniors). Clothing that is similar or identical to

school leaders' clothing is purchased less frequently (.5 to 1.1) than is

clothing identical or similar to friends' clothing (.7 to 1.6), although

both categories have mean values in the "sometimes" range.

Mean responses to parts c, d, and a of Q-27 and Q-28 indicate that

media influences on the survey respondents' purchase of clothing identical

or similar to clothing they see on television and in newspapers and maga-

zines is minimal (.3 to 1.1). Mean responses to Q-23 and Q-24 indicate

that the survey respondents look at or hear clothing advertisements in

or on newspapers, magazines, mail-order catalogs, store displays, radio,

and television more frequently (.7 to 2.3) than they purchase clothing

advertised in these places (.6 to 1.4). Seniors and Intermediate girls

consult these advertisements about "half the time" (1.6 to 2.3). while

Juniors and Intermediate boys consult them "sometimes" (.7 to 1.7).

Girls in each age group look at or hear clothing advertisements more

frequently than do boys in their age group. Television advertisements

and store displays are most frequently noticed by all age groups ("half

the time" - -1.5 to 2.3 for most age groups except "sometimes "- -1.4 and..9

for Junior boys). Intermediate and Senior girls also frequently ("half

the time") look at or hear clothing advertisements in newspapers and maga-

zines and on the radio (1.6 to 2.3). Survey respondents "sometimes" buy

clothing advertised in the places listed in Q-24 (.6 to 1.4). Items

advertised on television or seen in store displays are purchased more

frequently (.8 to 1.4) than items that are advertised in the other

places (.6 to 1.2).
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Other purchase practices

Responses to Q-18 indicate that preplanning of clothing purchases

increases with increasing age. Juniors "sometimes" preplan their

clothing purchases (1.4 and 1.5), Intermediates preplan clothing purchases

just less than "half the time" (1.7 and 1,8), and Seniors preplan cloth-

ing purchases "half the time" (2.0 and 2.1). The 4-H members surveyed

"sometimes" follow these plans exactly (1.1 to 1.5) and make "unplanned"

purchases of clothing "half the time" (1.4 to 2.0). Unplanned clothing

purchases increase slightly in frequency with increasing age (1.6 to 2.0)

except for Senior boys, who had the lowest mean for this item (1.4).

Mean responses to Q-22 indicate that Juniors purchase their clothing

most frequently in clothing specialty stores and department stores

(about "half the time"--1.3 to 1.7), followed by mail-order catalogs and

discount stores ("sometimes"--1.1 to 1.4). Intermediate girls shop over

"half the time" in clothing specialty stores (2.3) and less than "half

the time" in department stores (1.8). Intermediate boys shop most

frequently in department stores ("half the time"--1.7), followed by dis-

count, mail-order catalogs, and clothing specialty stores ("sometimes"

1.1 to 1.4). Seniors purchase their clothing in clothing specialty stores

"half the time" (2.1 and 2.3), followed by department stores (1.4 and 1.9).

4-H members surveyed seem to consistently patronize department stores

for clothing purchases "half the time" (1.3 to 1.9). Use of clothing

specialty stores increases with increasing age from "sometimes" (1,4 and

1.7 for Juniors) to over "half the time" (2.1 and 2.3 for Seniors),

except for Intermediate boys (1.1). Mail order and discount stores are

"sometimes" patronized, but frequency decreases with increasing age
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(1.1 to 1.4 for Juniors to .8 and .9 for Seniors). Variety and used -

clothing stores are seldom patronized by the survey respondents (.2 to

.9) except for Senior boys, who "sometimes" purchase clothing there

(1.2 and 1.1).

Use of label information for clothing purchases increases with

increasing age, as indicated by mean responses to Q-25. Size and price

information are used most frequently ("usually" - -2.2 to 3.5) by survey

respondents. Fiber content and care information are "sometimes" used

by Juniors and Intermediates (1.0 to 1.4) and about "half the time" by

Seniors (1.8 to 2.2). Use of brand name information increases from

"sometimes" for Juniors (.8 and 1.2) to about "half the time" for

Seniors (1.9 and 1.5). Generally, girls use label information more

frequently than do boys in each age group.

Responses to Q-26 indicate that "fit" is the factor most often

considered when these survey respondents purchase their clothes (2.9 to

3.8). Juniors and Intermediate boys "usually" consider fit (2.9 to 3.4),

while Intermediate girls and Seniors "always" consider fit (3.5 to 3,8),

Price is "usually" considered by most 4-H members (2.9 to 3.2 except

Junior boys - -2.2 or "half the time"). Style and quality of construction

are considered "half the time" by Juniors and Intermediate boys (1.7 to

2.5) and "usually" by Intermediate girls and Seniors (2.9 to 3.2). Care

requirements are considered "half the time" by all groups (1.4 to 2.6).

Color is considered "half the time" by Juniors and Intermediate boys

(1.4 to 2.5) and "usually" by Intermediate girls and Seniors (2.9 to 3.3).

Brand names and other clothes in their wardrobe are considered "sometimes"

by Juniors (1.0 to 1.4) and "half the time" by Intermediates and Seniors

(1.7 to 2.6). The latest fashions are considered "sometimes" by Junior
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boys (1.2) and "half the time" by the rest of the survey respondents

(1.7 to 2.2). Junior and Intermediate girls generally consider all of

the factors more frequently than do boys in their age group. Seniors

consider the factors with nearly equal frequencies, with some factors

being considered slightly more frequently by Senior boys and others by

Senior girls.

Analysis of Age Group Differences in Independent Activity

Selection

Items included in daily clothing selection practices which the

adolescent performs independently include choosing clothing for daily

wear by "myself ", choosing clothing for daily wear without asking for

help, and infrequently choosing clothing identical or similar to that

of friends, school leaders, and people in magazines and newspapers and

on television. Mean scores for each item for each age group were deter-

mined and then combined and an overall mean determined for each age

group. Analysis of variance of these means was calculated and the

results are shown in table 18. The 95 percent confidence level was

used. Results indicate that significant age group differences do exist

in the daily clothing selection practices which the adolescent performs

independently (p=0.0393<.05).

Care

Items included in the daily clothing care practices which the

adolescent performs independently include hanging up their clothing

themselves without being reminded, repairing their own clothes and their
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TABLE 18.--Analysis of variance of independent activity in clothing
practices grouped by age groups

Source df Sum of squares Mean square F
Significance

of F

Selection
Between groups 2 .1003 .0501 3.258 0.0393 *
Within groups 487 7.4945 .0154
Total 489

Care
Between groups 2 11.4348 5.7174 62.165 0.0000 **
Within groups 487 44.7900 .0920

Total 489 56.2248

Purchase
Between groups 2 8.6031 4.3016 64.774 0.0000 **
Within groups 487 32.3411 .0664
Total 489 40.9442

p<.05
*<.05
**<.01
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family's clothes, washing their own clothes and their family's clothes,

putting away their clean clothes, and ironing their own clothes and

their famiy's clothes. Mean scores for each item for each age group

were determined and then combined and an overall mean determined for

each age group. Analysis of variance of these means was calculated and

the results are shown in table 18. The 95 percent confidence level

was used. Results indicate that significant age group differences do

exist in the daily clothing care practices which the adolescent performs

independently (p=0.0000.01).

Purchase

Items included in the clothing purchase practices which the adoles-

cent performs independently include deciding which clothes to purchase

without asking for help, shopping alone, making the final decision about

clothing purchased for them, paying for their clothing themselves, using

their own cash, check, store charge account, and/or bank card to pay for

their clothing, using money from personal earnings to purchase their

clothing, and infrequently purchasing clothing identical or similar to

that of friends, school leaders, and people in magazines and newspapers .

and on television. Mean scores for each item for each age group were

determined and then combined and an overall mean determined for each

group. Analysis of variance of these means was calculated and the

results are shown in table 18. The 95 percent confidence level was used.

Results indicate that significant age group differences do exist in the

clothing purchase practices which the adolescent performs independently

(p=0.0000<.01).
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Analysis of 4-H Clothing Project Enrollment Level
Differences in Independent Activity

Selection

Items included in the daily clothing selection practices which

the adolescent performs independently and the procedure used for

determining the mean for each category of level of enrollment in the

4-H clothing project were the same as for the age group analysis.

Based on enrollment patterns, the five levels of enrollment in the

4-H clothing project are: not enrolled, enrolled in skill level 1,

enrolled in skill level 2 or 3, enrolled in skill level 4 or 5 or 6,

and enrolled in skill level 7 or 8 or 9. Analysis of variance of the

means for each level of enrollment was calculated, and the results are

shown in table 19. The 95 percent confidence level was used. Results

indicate that significant differences do not exist in the daily clothing

selection practices which the adolescent performs independently accord-

ing to level of enrollment in the 4-H clothing project (p=0.1880.05).

Care

Items included in the daily clothing care practices which the

adolescent performs independently and the procedure used for determining

the mean for each category of level of enrollment in the 4-H clothing

project were the same as for the age group analysis. The five levels

of enrollment in the 4-H clothing project are the same as those used in

the Selection analysis described previously. Analysis of variance of the

means for each level of enrollment was calculated and the results are

Shown in table 19. The 95 percent confidence level was used. Results
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TABLE 19.--Analysis of variance of independent activity in clothing
practices grouped by 4-H clothing project enrollment level

Source df Sum of squares Mean square F
Significance

of F

Selection
Between groups 4 .0955 .0239 1.545 0.1880
Within groups 474 7.3211 .0154
Total 478 7.4166

Care
Between groups 4 4.6802 1.1700 11.119 0.0000 **
Within groups 474 49,8780 .1052
Total 478 54.5582

Purchase
Between groups 4 2.5015 .6254 7.868 0.0000 **
Within groups 474 37.6742 .0795
Total 478 40.1757

p1.05
*<.05

**<.01
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indicate that significant differences do exist in the daily clothing care

practices which the adolescent performs independently according to level

of enrollment in the 4-H clothing project (p*L0000<.01).

Purchase

Items included in the clothing purchase practices which the adoles-

cent performs independently and the procedure used for determining the

mean for each category of level of enrollment in the 4-H clothing project

were the same as for the age group analysis. The five levels of enroll-

ment in the 4-H clothing project are the same as those used in the Selection

analysis described previously. Analysis of variance of the means for each

level of enrollment was calculated and the results are shown in table 19.

The 95 percent confidence level was used. Results indicate that signi-

ficant differences do exist in the clothing purchase practices which the

adolescent performs independently according to level of enrollment in

the 4-H clothing project (p=0.000<401).
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V. CONCLUSIONS AND DISCUSSION

The purpose of this research project was to examine the clothing

practices included in the purchase, daily selection, and care of cloth-

ing by adolescents, to determine to what extent these practices are

performed independently or influenced by others, and to identify the

dimensions of and factors involved in the activities themselves.

Objectives included the development of clothing practice profiles for

three age groups corresponding with divisions in the Oregon 4-H program,

a comparison of the clothing practices for age group differences, and

analyses of participants' responses for differences in clothing selection,

care, and purchase practices among the three age groups and among five

categories of level of enrollment in the 4-H clothing project.

Clothing Practice Profiles

Clothing practice profiles for Junior, Intermediate, and Senior

4-H members were developed by examining the distribution of responses

and the median, modal, and mean responses to each item on the Clothing

Practices Survey. Conclusions from this examination are presented for

each age group. Findings from the present study are also compared with

results from previous research.

Juniors

Selection

Clothing selection practices which Junior 4-H members (nine, ten,

eleven, and twelve year olds) perform independently include "usually"
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choosing the clothes they wear each day, "usually" making choices without

asking for help, and "usually" choosing clothes that are not identical

or similar to those worn by peers and people in newspapers, magazines, and

on television.

Few Juniors' parents choose their clothing more than "sometimes".

Peers and siblings seldom choose Juniors' clothing, and Juniors seldom

ask parents, peers, and/or siblings for help in selecting their clothing

for daily wear. Few Juniors consider choosing clothes that are identical

and/or similar to clothes worn by their friends or school leaders. They

wear more "similar" than "identical" clothes, and girls tend to dress

more like their friends than do boys.

Media influence on clothing selection is very minimal for this age

group. Juniors seldom choose clothes identical or similar to those seen

in newspapers and magazines. They more frequently ("sometimes") choose

clothing similar to that seen on television.

Juniors consider "clothes that are clean" most frequently when

deciding which clothes to wear each day, followed closely by "clothes that

look best on me" and "clothes that are comfortable". These three factors

are "usually" considered by Juniors. "Clothes that are my favorite color",

"the latest fashion", and "with a brand name" are considered "sometimes"

by 4H members in this age group, with girls more frequently considering

these factors than do boys.

Care

Most Juniors "usually" hang up their own clothes and put them away

after they are washed. Most boys and girls do these tasks at least "half

the time" without reminders from other people. Most Juniors rarely
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perform other tasks involving the repairing, washing, and ironing of

their own or their family's clothing, although girls perform these tasks

more often than do boys. Many girls wash and/or iron their own clothes

at least "sometimes".

Parents remind Juniors to hang up their clothing slightly more than

"half the time". Reminders from siblings and peers to hang up clothing

are minimal.

Most of the responsibility for repairing, washing, and ironing

adolescents' and their family's clothing "usually" rests with the parents.

These responsibilities are very rarely assumed by the Junior 4-H members

or their siblings.

Purchase

Most Junior boys and girls decide which clothes to buy without ask-

ing for help at least "sometimes". They make the final decision about

which clothing is purchased for them about "half the time". Very few

Juniors shop by themselves or pay for their own clothes. They "sometimes"

use their personal earnings to purchase their clothing.

Parents are "usually" asked to help Junior girls decide which

clothes to purchase and are asked to help Junior boys about "half the time."

Parents make the final decision about "half the time"--more often for boys

than for girls. Parents "usually" shop with Juniors and "usually" or

"always" pay for the clothing purchased for adolescents in this age group.

Siblings and peers are rarely asked to help choose, shop with, and/or

make the final choice of clothing for Junior boys and girls. However,

peer influence is "sometimes" involved when Juniors choose to purchase

clothing that is similar to that of their friends.
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Juniors "sometimes" preplan clothing purchases and follow these

plans exactly. They make "unplanned" purchases of clothing more fre-

quently-- closer to "half the time".

Parents 'usually" pay for the adolescents' clothing, with cash being

the most often used payment method ("usually"). Parents' checks are used

about "half the time", and parents' store charge accounts and bank cards

are "sometimes" used. Although Juniors "sometimes" use money they earn

themselves to purchase their clothing, money for their clothing comes

from their parents more than "half the time". Clothing allowances are

rarely used; however, it is not known whether or not they are even pro-

vided. Most Juniors "sometimes" receive money for clothing as gifts.

Juniors purchase their clothing most frequently in specialty cloth-

ing stores and department stores (about "half the time"), followed by

mail-order catalogs and discount stores ("sometimes"). Clothing is

seldom purchased in variety and used-clothing stores.

Juniors look at or hear advertisements on television, radio, and in

newspapers and magazines more frequently than they purchase clothing

advertised in these places. Girls consult these sources more frequently

than do boys, but frequencies for buying advertised items are similar.

Girls look at television advertisements "half the time", with newspapers,

magazines, and radio advertisements and store displays and mail-order

catalogs being consulted "sometimes". Advertised items are "sometimes"

purchased, with items advertised on television, mail-order catalogs, and

store displays purchased more frequently than items advertised in the

other places.

Most Juniors use price and size information on clothing labels more

than "half the time". Girls use label information more frequently than
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boys use this information. Juniors "sometimes" use fiber content, care,

and brand name information from clothing labels when purchasing their

clothing.

Juniors "usually" or "always" consider fit and price when purchasing

their clothing. Girls consider style, quality of construction, and color

over "half the time" when purchasing their clothing. Most boys consider

these factors "sometimes". Juniors "sometimes" consider current fashions,

care requirements, brand names, and other clothes they already have when

purchasing their clothing. Girls consider these factors more frequently

than do boys, with the exception of care, which they consider with equal

frequency.

Comparison of present and previous research

Results of this study indicate a greater degree of independence in

daily clothing selection practices than indicated in Gesell, Ilg, and

Ames' (1956) behavior profiles of ten, eleven, and twelve year olds.

The earlier study indicates more parent involvement than the present

study reveals. The present study also indicates a considerable interest

in wearing "clothes that are clean", whereas, Gesell, T1g, and Ames in-

dicated a tendency for young people in this age group not to notice or

mind if their clothing is not clean. The present study also indicates

that Juniors are more responsible for hanging up their clothing without

parental reminders than indicated by the description in the clothing care

practices section of the earlier study. Clothing purchase practices are

similar, with Juniors shopping with their parents most of the time and

having increasing responsibility for making the final decision about

their clothing purchases. Juniors in the present study make the final
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decision more frequently than in the earlier research by Gesell, 11g, and

Ames.

In the only other related research found for this Junior age group

which considered clothing selection practices, Thurber's (1971) conclusion

that girls refer to friends for clothing ideas more frequently than do

boys is indirectly confirmed in the present study; girls choose clothing

similar to their friends' clothing more frequently than do boys.

Intermediates

Selection

Most Intermediate 4H members (thirteen, fourteen, and fifteen year

olds) "usually" or "always" choose the clothing they wear each day, and

most decide what to wear without asking for help most of the time. They

"usually" choose clothes that are not identidal or similar to those worn

by peers and people in magazines, newspapers, and on television. Parents

and siblings seldom choose the clothes worn by Intermediates and are

seldom asked to help choose clothing for daily wear.

Peers, however, may influence clothing selection choices; most

Intermediates choose clothing identical and/or similar to their friends'

clothing at least "sometimes". Peers seldom actively participate in the

choice process by actually choosing the clothes or by being asked to help

choose clothing for daily wear. Clothing that is similar to friends'

clothing is more likely to be chosen than identical clothing. Clothing

similar or identical to friends' clothing is more likely to be chosen

than clothing similar or identical to clothing worn by school leaders.

Intermediates "sometimes" choose clothes that are similar to
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clothing they see worn by people in newspapers and magazines and on

television. Similar clothing is chosen more frequently than identical

clothing, and clothing seen on television is more frequently selected

than is clothing in newspapers or magazines.

Intermediates almost "always" consider "clothes that are clean",

followed by "clothes that look best on me" and "clothes that are com-

fortable", when deciding which clothes to wear each day. "Clothes that

are the latest fashion" and "my favorite color" are considered about

"half the time". Girls consider "clothes with a brand name" about

"half the time", and boys consider brand name clothing "sometimes".

Care

Most Intermediates "usually" hang up their own clothes and put away

their clothes after they are washed. Most boys and girls do these tasks

at least "half the time" with no reminders from other people. Intermediate

boys "sometimes" repair, wash, and iron their own clothes, while Intermediate

girls perform these tasks about "half the time". Girls also "sometimes"

assume responsibility for repairing, washing, and ironing their family's

clothing.

Parents remind Intermediates to hang up their clothing about "half

the time", with boys being reminded more frequently than girls. Reminders

from siblings and peers to hang up clothing are minimal.

Parents' responsibilities for repairing, washing, and ironing

Intermediates' clothing are less than for younger boys and girls. Boys'

parents "usually" perform these tasks, while girls' parents do these tasks

"half the time". Parents "usually" repair, wash, and iron the family's

clothing.
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Purchase

Intermediate boys and girls "sometimes" decide which clothes to buy

without asking for help, and they "usually" make the final decision about

which clothes are purchased for them. Intermediates "sometimes" shop

alone and pay for their clothing at least "sometimes".

Parents shop with intermediates over "half the time", but they are

asked to help make purchasing choices and make the final decision less

than "half the time". Parents pay for Intermediates' clothing more than

"half the time".

Siblings and peers are rarely involved in being asked to help choose,

shopping with, and making the final choice of clothing for Intermediate

boys and girls. However, girls do "sometimes" shop with their friends

and ask them to help decide which clothing to buy. Intermediates "some-

times" purchase clothing that is identical and/or similar to that of their

friends.

Intermediates preplan clothing purchases about "half the time" and

follow these plans slightly less frequently. Both boys and girls make

"unplanned" clothing purchases about "half the time".

Parents pay for adolescents' clothing more than "half the time", with

cash and checks being used about "half the time". Intermediates use more

of their personal earnings to pay cash for their clothes (about "half the

time") than Juniors. Girls use personal earnings for clothing more

frequently than do boys. Parents' store charge accounts and bank cards

are "sometimes" used to pay for Intermediates' clothing--more frequently

for boys than for girls. Parents provide the money for clothing about

"half the time", with clothing allowances rarely used (although it is not

known whether or not they were provided). Intermediates "sometimes"
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receive clothing as gifts.

Most Intermediate boys and girls purchase their clothing in depart-

ment stores about "half the time". However, girls purchase their cloth-

ing in specialty shops over "half the time", while boys shop in clothing

specialty shops only "sometimes". Discount stores and mail-order catalogs

are also "sometimes" used--more often by boys than girls. Intermediate

4-H members seldom purchase their clothing in variety and used-clothing

stores.

Intermediates look at or hear advertisements on radio and television

and in newspapers and magazines more frequently than they purchase cloth-

ing advertised in these places. Girls consult these sources more frequent-

ly (about "half the time") than do boys ("sometimes"), but frequencies

for buying advertised items in each of the sources are similar for boys

and girls. Both boys and girls look at television advertisements and

store displays more frequently than they look at newspaper, magazine,

or mail-order catalog or hear radio advertisements for clothing. Girls

most frequently purchase clothing they see in store displays or windows,

while boys most frequently purchase clothing advertised in mail-order

catalogs.

Intermediates "usually" use size and price information on clothing

labels when they purchase their clothing. Girls use label information

more frequently than do boys. Boys "sometimes" use brand, fiber content,

and care requirement information on labels when buying clothes, and

girls use these types of information around "half the time".

Intermediates "usually" or "always" consider fit when purchasing

their clothing. Girls "usually" consider price, style, quality of

construction, and color when buying clothes. Boys "usually" consider
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price but consider the other three factors slightly over "half the time".

Boys and girls consider other clothes they already have, brand names,

current fashions, and care requirements about "half the time". Girls

consider each of these factors slightly more often than do boys.

Comparison of present and previous research

Results of the present study closely parallel descriptions of cloth-

ing selection practices for thirteen, fourteen, and fifteen year olds in

the Gesell, Ilg, and Ames' (1956) study. In both studies, little parental

influence is present, and only minor advice is asked about Which clothes

to wear. Clothing care practices are also similar for the two studies.

Adolescents assume most of the responsibility for hanging up their cloth-

ing. Gesell, Ilg, and Ames report some repair of clothing by girls,

while the present study reports some responsibility for repairing, wash-

ing, and ironing their own clothing by both boys and girls. Purchase

practices vary; Gesell, Ilg, and Ames report more adolescents shopping

alone than was found in the present study. The present study reports

a greater proportion of the final decisions on clothing purchases being

made by the adolescent rather than the parents than was indicated in the

earlier study. Both the present study and the earlier study report that

girls show a greater consideration of style, color, and what friends wear

when deciding what clothes to buy than do boys.

Although the influence of the peer group on daily clothing choices

is reported in the present study, it does not seem to be as great as

that reported in previous studies by Ryan (1966), Davis (1970), Kelley,

Daigle, LaFleur, and Wilson (1974), Colquett (1980), and Kernan (1973).

The "sometimes" level of peer influence in the present study appears to
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coincide with Holman's (1972) conclusion.

The greater degree of influence of peers on girls' clothing choices

than on boys' clothing choices in the present study coincides with results

of Drake and Ford (1979).

The present study confirms the increasing clothing responsibilities

for older girls in the Intermediate age group reported by Barnes (1955)

and Morris (1958). Greater responsibility for personal and family

ironing than for personal and family washing is evident in the present

study and in the study by Barnes.

The greater influence of parents (rather than peers) over clothing

purchase practices reported in the present study confirms results by

Kelley, Geiger, and Bailey (1975). Both studies report that parental

influence on clothing purchases is greater than peer and media influences

on clothing purchases.

The greater influence of friends on girls' clothing purchase choices

than on boys' choices found in the present study confirms similar results

by Spears (1970) and Geiger (1972). The present study also duplicates

Geiger's conclusion that girls use newspapers and magazines for clothing

ideas more than boys use them. The present study's indication of the

greater use of television advertisements than other media advertisements

confirms similar findings regarding the use of television advertisements

by the 4H members in the Intermediate age group in Nickols and Powell's

(1979) study.

The present study seems to report more preplanning of clothing

purchases than was indicated by Kelley, Geiger, and Baily (1975). The

present study also indicates more unplanned purchases or impulse buying

than was reported by Barnes (1955) for this age group.
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Cash continues to be the most frequent method of paying for clothing,

although the present study reports more frequent use of checks, store

charge accounts, and bank cards than was indicated in earlier studies

(Ryan 1966, Brewton, 1973, Kelley, Geiger, and Bailey 1975, and Ruther-

ford 1970). The present study's finding that parents are the major

source of funds for clothing purchases confirms results of Kelley, Geiger,

and Bailey (1975).

Concerning the type of store patronized by Intermediates for their

clothing purchases, the present study reports frequent use of department

stores, which confirms Ryan's (1966) findings and part of the findings of

Brewton (1973) and Kelley, Geiger, and Bailey (1975). Brewton and Kelley,

Geiger, and Bailey also report the frequent use of discount stores, which

are used less frequently by respondents in the present study. Girls'

frequent use of specialty stores, reported by Clothes magazine ("Teen

Survey...", 1975), is confirmed by the present study.

Fit, comfort, and appearance factors are inportant considerations

when purchasing clothing for Intermediates in the present study ar'

previous research by Colquette (1980), Ryan (1966), Brewton (1973;

Cestia (1974).

Seniors

Selection

Most Senior 4-11 members (sixteen, seventeen, eighteen, and nineteen

year olds) "always" choose the clothing they wear each day, and most mem-

bers "usually" decide what to wear without asking for help. Parents and

siblings rarely choose clothes worn by Seniors, and they are seldom asked
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to help choose clothes for daily wear.

Peers have some influence on Seniors' clothing choices in that

Seniors "sometimes" select clothes similar to those their friends wear.

Both Senior boys and girls "sometimes" wear clothing that is identical

or similar to their friends' clothing. Girls are slightly more likely

to choose clothes identical and/or similar to school leaders' clothing

than are Senior boys. Seniors "sometimes" choose clothing that is similar

to clothing that they see worn by people in newspapers and magazines and

on television.

Seniors almost "always" consider "clothes that are clean", followed

by "clothes that look best on me" and "clothes that are comfortable"

when deciding which clothes to wear each day. "Clothes that are my

favorite color" and "the latest fashion" are considered around "half the

time". Most Seniors consider "clothes with a brand name" about "half the

time". "Clothes that my friends will be wearing" are "sometimes"

considered. Girls consider all of the previous factors more frequently

than do boys, except for "clothes that are clean" which they consider

equally.

Care

Most Seniors "usually" hang up and put away their clean clothes,

although Senior boys may only hang up their clothing "half the time".

Many Seniors do these tasks at least "half the time" without reminders

from other people. Most Senior boys repair, wash, and iron their own

clothes at least "sometimes", while most girls perform these tasks at

least "half the time", and many "usually" iron and repair their own

clothing.
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Parents remind Seniors to hang up their clothing less than "half the

time", with boys being reminded more frequently than girls. Reminders

from siblings and peers to hang up clothing are minimal.

Parents' responsibilities for repairing, washing, and ironing

Seniors' clothing again show a decrease with increasing age. 3oys'

parents "usually" perform these tasks, while girls' parents wash their

clothes around "half the time" and "sometimes" iron and repair their

daughters' clothing. Parents continue to "usually" repair, wash, and iron

the family's clothing, with girls assuming more frequent responsibility

for these jobs than do boys following the pattern of younger age groups.

Purchase

Senior 4-H members decide which clothes to buy without asking for

help more than "half the time", and they "usually" or "always" make the

final decision about which clothes are purchased for them. Most Seniors

pay for their own clothes and use their own cash to pay for the clothing

over "half the time". Boys shop alone around "half the time", while most

girls shop alone at least "sometimes". However, few girls "usually" or

"always" shop alone.

Parents shop with Seniors about "half the time", but they are asked

to help choose or make the final decision about which clothes to purchase

only "sometimes". They pay for their Senior children's clothing about

"half the time".

Siblings and peers are rarely involved in being asked to help choose,

shopping with, and making the final choice of clothing for Senior 4-H

members. However, Senior girls do "sometimes" shop with their friends

and ask them to help decide which clothes to purchase. Many Seniors
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"sometimes" purchase clothing that is identical and/or similar to their

friends' clothing.

Seniors preplan their clothing purchases at least "half the time"

and "sometimes" follow these plans exactly. Senior boys "sometimes" make

unplanned purchases, and Senior girls make unplanned purchases about

"half the time".

Parents pay for their Seniors' clothing about "half the time", with

Seniors also paying for their clothing about "half the time". Many

Seniors "usually" use money they earn to pay for their clothes. Parents'

cash, checks, store charge accounts, and bank cards are also "sometimes"

used to pay for clothes for Seniors. Clothing allowances are "rarely"

used. Seniors, like Intermediates and Juniors, "sometimes" receive gifts

of money for their clothing.

Many Seniors purchase their clothing in specialty stores more than

"half the time". Department stores are patronized about "half the time"

by Senior girls. Boys "sometimes" buy their clothes at department stores,

variety stores, and used-clothing stores. Some boys and girls in this

age group "sometimes" purchase their clothes at discount stores or from

mail-order catalogs,

Seniors look at or hear clothing advertisements on radio and television

and in newspapers and magazines more frequently than they purchase clothing

advertised in these places. Senior girls consult clothing advertisements

more frequently than do Senior boys. Boys purchase clothing advertised

on television and radio more frequently than do girls. Purchases result-

ing from advertisements in newspapers, magazines, mail-order catalogs,

and store displays are "sometimes" made by both girls and boys in this

age group.
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Most Seniors "usually" use size information on labels to help them

make their clothing purchases. Girls "usually" use price information,

and boys use price information over "half the time". Seniors use infor-

mation about fiber content, care requirements, and brand name about "half

the time".

Seniors "always" use fit to help them decide which clothes to purchase.

They "usually" consider color, price, style, and quality of construction

when buying their clothing. Care requirements and other clothes they

already have are considered more than "half the time", with boys thinking

about these two factors slightly more frequently than do girls. Brand

names and the latest fashions are also considered about "half the time"

by Seniors.

Comparison of present and previous research

Some results of the present study coincide with the description of

the clothing practices of sixteen year olds in Gesell, Ilg, and Ames'

(1956) study. Clothing care practices are similar, with both studies

indicating a preference for wearing clean clothing, general responsibility

for hanging up clothing, and some responsibility for washing, repairing,

and ironing their own clothing. As with the Intermediate age group,

Gesell, Ilg, and Ames report more Senior adolescents shopping alone

than was found in the present study. The earlier study also reports

more frequent final decision approval by parents for adolescents' clothing

purchases than was found in the present study. Gesell, Ilg, and Ames

report that "clothing allowances...are not (yet) very satisfactory for

most" (p. 322) which might explain the rare use of clothing allowances

in the present study. However, the present study does not assess whether
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or not a clothing allowance was ever. provided.

The slight decline in the present study from Intermediates to Seniors

in the frequency of choosing clothing similar to their friends contradicts

Drake and Ford's (1979) conclusion that "dressing for others" was more

important to tenth graders (Seniors) than to ninth graders (Intermediates).

This apparent difference may be a consequence of grouping three ages

together in the present study, thus attenuating differences between

adjacent years falling within different age groups.

The level of Choosing similar clothes for Seniors in the present

study does not seem to be as great as the high level of clothing conformity

for tenth graders in Clum and Eicher's (1972) study. However, grouping

three ages in one group in the present study might have affected this

factor.

The importance of choosing "clothes that look best on me" and the

lower importance placed on "clothes that my friends will be wearing" in

the present study seems to reinforce Kopitzke's (1971) finding that

dressing as an individual is more important to twelfth grade girls than

approval of others regarding the clothing they select. These findings

also seem to confirm Hendricks, Kelley, and Eicher's (1968) conclusion

regarding the use of clothing by twelfth grade girls to establish their

individuality.

The present study's finding that Seniors shop with their parents

more frequently than they shop with their peers seems to confirm the

current trend identified by Tootelian and Windeshausen's (1976) latest of

three surveys conducted over an eleven year period. Tootelian and Windes-

hausen's report of the use of personal earnings for clothing (which was

also reported by Majka (1977)) as well as use of parents' funds for
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clothing seem to be reflected in the present study's finding that Seniors

use personal earnings to purchase clothing more frequently than do younger

adolescents.

The present study's finding that Seniors most frequently shop in

specialty stores and department stores confirms conclusions by Majka (1977)

and by Clothes magazine (1975).

In comparing purchase factors which Seniors consider, Colquett's

(1980) stress on the importance of comfort and price seems to be confirmed

in the present study. Majka (1977) lists price, followed by fiber content

and care. The importance of price seems to be confirmed in the present

study; however, fiber content and care do not appear to be as important

in the present study as in Majka's study.

Age Group Comparison

Selection

Clothing selection practices which 4H members perform independently

involved choosing their clothes for daily wear themselves without asking

others for help, and infrequent selection of clothing identical or similar

to clothing of friends, school leaders, and people seen in magazines,

newspapers, and on television. Independence appears to increase with

age, from a mean response of "usually" performing these activities

independently for Juniors to almost "always" for Seniors.

Parents and siblings seldom choose clothing or are asked for help

in choosing clothing by the 4H members surveyed. Parents of Juniors

may "sometimes" choose their clothing and/or be asked to help with the

choice. These practices decrease as age increases.
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Peers' influence on clothing appears to increase slightly as age

increases from Juniors to Intermediates, and then decrease slightly from

Intermediates to Seniors for boys but not for girls. Juniors "sometimes"

choose to wear clothing similar or identical to their friends. Inter-

mediates choose identical clothing "sometimes" and similar clothing about

"half the time". Seniors choose identical clothing "sometimes". Senior

boys choose similar clothing between "sometimes" and "half the time",

while Senior girls continue to choose similar clothing about "half the

time". Survey respondents "sometimes" choose clothing identical or

similar to school leaders' clothing. Influence of school leaders

increases slightly with age, especially for girls.

Intermediate and Senior members surveyed "sometimes" choose clothing

similar to clothing worn by people on television and pictured in magazines

and newspapers. Juniors are rarely influenced by the media in this manner.

Of the seven selection factors to which 4-H members responded,

"clothes that are clean" is most frequently considered. Consideration

of this factor increases from "usually" for Juniors to almost "always"

for Seniors. "Clothes that look best on me" are considered "usually" by

Juniors and Intermediates and Senior boys, increasing to almost "always"

for Senior girls. Consideration of "comfort" increases from over "half

the time" for Juniors and Intermediate boys to "usually" for Intermediate

girls and Seniors. Favorite color and latest fashions are considered

"sometimes" by Juniors, increasing to about "half the time" for Inter-

mediates and Seniors.

Care

Most of the 4-u members surveyed "usually" hang up their clothing
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and put away their clean clothes. About "half the time" these tasks are

completed without reminders from parents. Frequency of reminders from

parents decreases from over "half the time" for Juniors to under "half

the time" for Seniors.

Independent activities regarding the repair, washing, and ironing

of their own clothing increase with age, especially for girls. Juniors,

Intermediate boys, and Senior boys "sometimes" perform these tasks;

Intermediate girls perform them around "half the time", and Senior girls

repair and iron their clothing considerably more than "half the time".

Reminders from siblings and others about clothing care are minimal

for all survey respondents. Responsibilities for care of adolescents'

and their family's clothing by siblings and peers are also rare.

Parents' responsibilities for repairing, washing, and ironing the

adolescents' and family's clothing decline slightly as the 4-H members

get older. Parents "usually" perform these tasks for Juniors and for

Intermediate and Senior boys. Parents repair, wash, and iron their

Intermediate and Senior girls' clothing about "half the time". Parents

"usually" perform these tasks for the family's clothes for all age groups,

except for Senior girls, when the frequency decreases to around "half the

time".

Purchase

Independent activities involved with their clothing purchases

increase with increasing age. 4-H members surveyed decide on clothing

purchases without help less than "half the time" as Juniors and Inter-

mediates, increasing to considerab]y over "half the time" as Seniors.

Frequency of shopping alone increases with age, especially for boys,
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from "sometimes" for Juniors and Intermediates to about "half the time"

for Senior girls, and over "half the time" for Senior boys. Juniors make

the final decision about clothing purchased for them around "half the

time". Intermediate boys make this decision over "half the time".

Intermediate girls and Senior boys "usually" make the final choice, while

Senior girls almost "always" make this decision.

Parents' influence concerning clothing purchase practices decreases

with increasing age. Parents "usually" shop with Juniors and Intermediate

girls, decreasing to around "half the time" for Intermediate boys and

Seniors. Parents are asked to help make clothing choices over "half the

time" for Juniors, under "half the time" for Intermediates, and between

"sometimes" and "half the time" for Seniors. Parents make the final

decision about adolescents' clothing purchases around "half the time" for

Juniors and Intermediate boys, decreasing to "sometimes" for Intermediate

girls and Seniors.

Juniors and Intermediate boys seldom shop with siblings or peers,

and they seldom ask them to help with clothing purchase choices. Inter-

mediate girls and Seniors "sometimes" shop with siblings and peers and

ask them to help make clothing choices. 4-H members surveyed "sometimes"

purchased clothing identical and/or similar to their friends' clothing.

Frequency increased slightly with increasing age, especially for similar

rather than identical clothing. Clothing that is similar or identical to

school leaders' clothing is purchased less frequently than is clothing

identical or similar to friends' clothing.

Preplanning of clothing purchases increases with increasing age.

Juniors "sometimes" preplan their clothing purchases, Intermediates

preplan clothing purchases slightly less than "half the time", and Seniors
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preplan clothing purchases "half the time". The 4-H members surveyed

"sometimes" follow these plans exactly, and they make "unplanned" purchases

of clothing less than "half the time". Unplanned clothing purchases

increase slightly in frequency with increasing age.

Parents "usually" pay for Juniors' clothing, and pay for Intermediates'

and Seniors' clothing around "half the time". Juniors and Intermediate

boys "sometimes" pay for their clothing, While Intermediate girls and

Seniors pay for their clothes around "half the time". Parents' money

is used for clothing purchases for Juniors and Intermediate boys over

"half the time", and for Intermediate girls and Seniors less than "half

the time". Use of personal earnings for clothing purchases increases

from "sometimes" for Juniors, to around "half the time" for Intermediates,

to "usually" for most Seniors. Clothing allowances from parents are

rarely used by 4-H members surveyed, perhaps simply because they may not

be provided. Survey respondents "sometimes" receive gifts of money for

clothing.

Parents' cash is used to purchase Juniors' clothing more than "half

the time", around "half the time" for Intermediates' clothing, and less

than "half the time" for Seniors' clothing. Parents' checks are used

around "half the time" for Juniors and Intermediate boys and "sometimes"

for Intermediate girls and Seniors. Parents' store charge accounts and

bank cards are "sometimes" used by all groups surveyed. Layaway is

seldom used by these survey respondents. With decreasing use of parents'

money as age increases, use of the survey respondents' own cash increases,

as previously mentioned.

Juniors purchase their clothing most frequently in clothing specialty

stores and department stores (about "half the time"), followed by mail-
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order and discount stores ("sometimes"). Intermediate girls shop over

"half the time" in clothing specialty stores, and less than "half the

time" in department stores. Intermediate boys shop most frequently in

department stores (less than "half the time"), followed by discount stores,

mail-order catalogs, and clothing specialty stores ("sometimes"). Seniors

purchase their clothes in clothing specialty stores more than "half the

time", followed by department stores. 4-H members consistently seem to

patronize department stores for clothing purchases around "half the time".

Use of clothing specialty stores increases with increasing age (from

"sometimes" to over "half the time"), except for Intermediate boys. Mail-

order catalogs and discount stores are "sometimes" patronized, but

frequency decreases with increasing age. Variety and used-clothing

stores are seldom patronized by the survey respondents, except for Senior

boys, who "sometimes" purchase clothing in these two types of stores.

Survey respondents look at or hear clothing advertisements in or on

newspapers, magazines, mail-order catalogs, store displays, radio, and

television more frequently than they purchase clothing advertised in

these places. Seniors and Intermediate girls consult these advertisements

about "half the time", while Juniors and Intermediate boys consult them

"sometimes". Girls in each age group look at or hear clothing advertise-

ments more frequently than do boys. Television advertisements and store

displays are most frequently noticed by all age groups ("half the time").

Intermediate and Senior girls also frequently ("half the time") look at

or hear clothing advertisements in newspapers and magazines or on the

radio. Survey respondents "sometimes" buy clothing advertised, with

items advertised on television or seen in store displays being purchased

more frequently than items advertised in other places.
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Use of label information for clothing purchases increases with age.

Size and price information are used most frequently ("usually") by

survey respondents. Fiber content and care information are "sometimes"

used by Juniors and Intermediates and about "half the time" by Seniors.

Use of brand name information increases from "sometimes" for Juniors to

about "half the time" for Seniors. Generally, girls use label information

more frequently than do boys in each age group.

"Fit" is the factor most often considered when these survey respond-

ents purchase their clothes. Juniors and Intermediate boys'"usually"

consider fit, and the remaining groups almost "always" consider it.

Price is "usually" considered by these 4-H members. Style and quality

of construction are considered around "half the time" by Juniors and

Intermediate boys and "usually" by Intermediate girls and Seniors. Care

requirements are considered about "half the time" by all groups. Color

is considered around "half the time" by Juniors and Intermediate boys

and "usually" by Intermediate girls and Seniors. Brand names and other

clothes in their wardrobe are considered "sometimes" by Juniors and

around "half the time" by Intermediates and Seniors. The latest

fashions are considered "sometimes" by Junior boys and around "half the

time" by the rest of the survey respondents. Junior and Intermediate

girls generally consider all of the factors more frequently than do

boys in their age group. Seniors consider the factors with nearly equal

frequencies, with some factors being considered slightly more frequently

by Senior boys and others by Senior girls.

Comparison of Present and Previous Research

Very few previous studies involve a comparison of clothing practices
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over this age span. The three studies that were found report purchase

practices only. Moschis, Moore, and Stephens (1977) reported greater

independence in purchasing practices for older adolescents, which appears

to be confirmed by the present study. Moschis (1978) and Moschis and

Churchill (1979) analyzed the effects of various marketing strategies

on adolescent consumers. It is difficult to compare their results with

the present study because different aspects were measured. The present

study's finding that Seniors more frequently look at or hear advertise-

ments on television or radio or in newspapers and magazines confirms

Moschis's and Moschis and Churchill's indication that older students

seek more information than do younger students.

Analysis of Age Group Differences in Independent Activity

Analysis of variance was used to test each of the hypotheses related

to age group differences in independent activity. The 95 percent confi-

dence level was used.

Hypothesis I. There are significant age group differences in the

daily clothing selection practices which the adolescent performs independ-

ently. Results of the analysis of variance indicate that Hypothesis I

may be retained, as significant age group differences do exist in the

daily clothing selection practices which the adolescent performs independ-

ently (1).05)*

Hypothesis II. There are significant age group differences in the

daily clothing care practices which the adolescent performs independently.

Results of the analysis of variance indicate that Hypothesis II may be

retained as significant age group differences do exist in the daily

clothing care practices which the adolescent performs independently (p<.01).
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Hypothesis III. There are significant age group differences in the

clothing purchase practices which the adolescent performs independently.

Results of the analysis of variance indicate that Hypothesis III may be

retained as significant age group differences do exist in the clothing

purchase practices which the adolescent performs independently (p<.01).

The analyses of variance reported above only establish the

statistical significance of the age group differences in independent

activity. The foregoing age group comparison of clothing practice profiles

should be consulted for specification of the directions, forms, types,

and amounts of differences in independent activity among the three age

groups.

Analysis of 4-H Clothing Project Enrollment Level Differences
In Independent Activity

Analysis of variance was used to test each of the hypotheses related

to differences in independent activity among adolescents with different

levels of enrollment in the 4-H clothing project. The 95 percent confidence

level was used.

Hypothesis IV. There are significant differences in the daily cloth-

ing selection practices which the adolescent performs independently accord-

ing to level of enrollment in the 4-H clothing project. Results of the

analysis of variance indicate that Hypothesis IV should not be retained,

as significant differences do not exist in the daily clothing selection

practices which the adolescent performs independently according to level

of enrollment in the 4-H clothing project (p).05).

Hypothesis V. There are significant differences in the daily cloth-

ing care practices which the adolescent performs independently according

to level of enrollment in the 4-H clothing project. Results of the
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analysis of variance indicate that Hypothesis V may be retained, as

significant differences do exist in the daily clothing care practices

which the adolescent performs independently according to level of

enrollment in the 4-H clothing project (p(.01).

Hypothesis VI. There are significant differences in the clothing

purchase practices which the adolescent performs independents according

to level of enrollment in the 4-H clothing project. Results of the analysis

of variance indicate that Hypothesis VI may be retained, as significant

differences do exist in the clothing purchase practices which the adoles-

cent performs independently according to level of enrollment in the 4-H

clothing project (p<.01).

Results of the analyses of variance for differences in independent

activity due to level of enrollment in the 4-H clothing project may be

explained by looking at the age and sex of the adolescents who are likely

to be included in each of the enrollment groups. Table 3 (page 38)

indicates that most of the survey respondents enrolled in the clothing

project were girls (seven boys reported enrollment in one of the clothing

project skill levels compared to 187 girls), Since members need to

complete one skill level before enrolling in the next skill level, only

older girls would be included in the higher skill level groupings.

Thus, most of the boys who responded to the survey and about half of the

girls are included in the "not enrolled " group, Junior girls and most

of the boys enrolled in clothing projects are included in either the

skill level 1 group or the skill level 2 and 3 group, Intermediate girls

would probably be in the skill level 2 and 3 group or the skill level

4 or 5 or 6 group, and Senior girls would be in the skill level 4 or 5

or 6 group or the skill level 7 or 8 or 9 group.
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Considering these enrollment patterns and the age group profiles, the

results of these analyses of variance may be more related to the age

and sex of the respondents in each enrollment group than to actual

participation in the 4-H clothing project.

Results of the age group analysis of variance for selection practices

indicate that there were significant age group differences in independent

activity, but comparing the probability calculations for selection and

care and purchase practices suggests that differences may not be as great

for selection practices as for care and purchase practices. Considering

that the "not enrolled",group for the clothing project enrollment categories

includes all age groups and examining the range of means for independent

selection practices (table 15 page 82), it is not surprising that the

analysis of variance did not reveal significant differences in selection

practices.

Examining the clothing practices profiles of care practices performed

independently reveals that Intermediate girls and Senior girls perform

many of these activities more frequently than Juniors and Intermediate

boys and Senior boys. This trend and the enrollment patterns for the

clothing project categories suggest that significant differences might

occur in the clothing care practices performed independently according

to level of enrollment in the 4-H clothing project. Clothing purchase

practices performed independently also increase to a greater degree with

age than do clothing selection practices. Because of this trend and

the enrollment patterns for the clothing project, significant differences

in the clothing purchase practices performed independently are also likely

to occur.
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VI. SUMMARY AND RECOMMENDATIONS

Summary

The purpose of this research project was to examine the clothing

practices included in the purchase, daily selection, and care of cloth-

ing by adolescents, to determine to what extent these practices are

performed independently or influenced by others, and to identify the

dimensions of and factors involved in the activities themselves.

Objectives involved the development of the clothing practice profiles

for three age groups corresponding to divisions in the Oregon 4-H

program, a comparison of the clothing practices for age group differences,

and analyses of participants' responses for differences in the clothing

selection, care, and purchase practices among the three age groups and

among five categories of level of enrollment in the 4-H clothing project.

The Clothing Practices Survey was developed by the researcher to be

used to obtain this information from Oregon 4-H members. The Survey

was completed by 490 Oregon 4-H members who attended seven summer programs

throughout Oregon in June and July 1981. Participants were nine to

nineteen years old. Numbers in each of the three age groups were

Juniors (nine through twelve years old)--276, Intermediates (thirteen

through fifteen years old)--145, and Seniors (sixteen through nineteen)

--69.

The Clothing Practices Survey consisted of 34 items: Q-1 through

Q-5 concerned clothing selection practices, Q-6 through Q-14 concerned

clothing care practices, Q-15 through Q-28 concerned clothing purchase

practices, and Q-29 through Q-34 asked for demographic information.
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Participants indicated the frequency of the activity involved with each

of the clothing practice items by circling one of the following responses:

never, sometimes, half the time, usually, and always. Responses to each

item were assigned the values 0 (never) through 4 (always). The distri-

bution of responses to each item was tabulated for each sex and age group,

and the median, modal, and mean responses were calculated for each item

for each sex and age group. The mean responses for each item were also

calculated for each category of participation in the 4-H clothing project.

The distribution of the responses and the median, modal, and mean

responses for each item for each sex and age group were used to develop

a descriptive clothing practice profile for each age group. These age

group profiles were compared and similarities and differences noted.

Age Group Comparison

The age group comparison revealed increasing frequency of independ-

ent activity in all three clothing practices areas (selection, care, and

purchase). Influence of parents, siblings, peers, and media on clothing

selection, care, and purchase practices was examined. Parental influence

on daily selection, care, and purchase practices appears to decrease with

increasing age. Siblings' influence on selection, care, and purchase

practices is minimal for all age groups. Peer influence on selection

and purchase practices increases from "never" or "sometimes" for Juniors

to "sometimes" or "half the time" for Intermediates and Seniors. Media

influence on daily clothing selection practices and clothing purchase

practices in terms of wearing or buying identical or similar clothing is

minimal. Media influence on clothing purchase practices in terms of look-

ing at advertisements increases with age, while purchases of advertised
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clothing remain about the same for all age groups. Age group comparisons

were also made for selection factors and other care and purchase practices

which are included in each of the following sections.

Selection

Independent activity

Independent selection practices include choosing clothing for daily

wear without asking others for help, and infrequent selection of clothing

identical or similar to clothing of friends, school leaders, and people

in newspapers, magazines, and on television. Independence in choosing

clothing for daily wear without asking others for help appears to increase

from "usually" performing these activities for Juniors to almost "always"

for Seniors. However, the opposite trend occurs for selection of clothing

identical or similar to clothing of friends, school leaders, and people

in newspapers, magazines, and on television: Juniors choose identical or

similar clothing less frequently than do Intermediates and Seniors.

Influentials

Parental influence on daily selection practices decreases with increas-

ing age. Parental influence in terms of choosing clothes or being asked

to help choose clothing for daily wear decreases from "sometimes" for Juniors

to almost "never" for Seniors. Siblings' influence on selection practices

is minimal for all age groups. Peer influence on selection practices

increases from seldom for Juniors to "sometimes" or "half the time" for

Intermediates and Seniors. Wearing identical or similar clothing increases

from "sometimes" for Juniors to about "half the time" for Intermediates



133

and Seniors. Media influence on daily clothing selection practices is

minimal, but increases slightly from almost "never" for Juniors to

"sometimes" for Intermediates and Seniors in terms of wearing clothing

identical or similar to clothing seen on television or in newspapers or

magazines.

Selection factors

Of the seven selection factors considered by survey respondents,

"clothes that are clean" is most frequently considered, followed by

"clothes that look best on me" and "clothes that are comfortable".

Favorite color and the latest fashions are also considered. Older 4-H

members consider the selection factors more frequently than do the younger

4-H members. Girls generally consider each of the factors more frequently

than do boys in their age group.

Care

Independent activity

Independent clothing care practices include hanging up clothing

without being reminded, putting away clean clothing, and repairing, wash-

ing, and ironing one's own and one's family's clothing. Hanging up

clothing and putting away clothing increase in frequency from around

"half the time" for Juniors and Intermediate boys to "usually" for Inter-

mediate girls and Seniors. Repairing, washing, and ironing their own

clothing increases from "sometimes" for Juniors and Intermediate boys

and Senior boys to "half the time" for Intermediate girls, and over

"half the time" for Senior girls. Responsibilities for caring for their
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clothing increase slightly with increasing age, but remain around the

"sometimes" level.

Influentials

Parental influence on clothing care practices declines from over

"half the time" for Juniors and Intermediate boys to less than "half the

time" for Intermediate girls and Seniors in terms of frequency of remind-

ing 4-H members to care for their clothing. Siblings' influence on

clothing care practices is minimal for all age groups.

Other care practices

Parents' responsibilities for repairing, washing, and ironing the

4-H members' and their family's clothing decline slightly as the 4-H

members get older. Parents "usually" perform these tasks for Juniors

and Intermediate boys and Senior boys, decreasing to about "half the time"

for Intermediate girls and Senior girls. Parents "usually" perform these

tasks for the family's clothes for all groups, except for Senior girls,

when the frequency decreases to around "half the time".

Purchase

Independent activity

Independent purchase practices include deciding which clothes to

purchase without asking for help, making the final decision about clothing

purchased, shopping alone, paying for their clothing themselves, using

money from personal earnings for clothing purchases, and infrequently

purchasing clothing identical or similar to that of peers and people in
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magazines and newspapers and on television. Independent activity increases

with increasing age. Deciding which clothes to purchase without help and

making the final choice increase in frequency from less than "half the

time" for Juniors, to "half the time" for Intermediates, to "usually" for

Seniors. Shopping alone increases in frequency from "sometimes" for

Juniors to "half the time" for Senior boys. Paying for their clothing

themselves increases from "sometimes" for Juniors to over "half the time"

for Seniors. Using personal earnings for clothing purchases likewise

increases from "sometimes" for Juniors to over "half the time" for Seniors.

All three groups "usually" purchase clothing that is not identical or

similar to their peers' clothing or to clothing seen in newspapers or

magazines or on television.

Influentials

Parental influence on clothing purchase practices decreases with

increasing age. Parental influence on purchase practices involving

helping 4-H members choose their clothes, making the final choice, shop-

ping with the 4-H member, and paying for the clothes with money from

parents decreases from "half the time" or "usually" for Juniors to "half

the time" or "sometimes" for Seniors. Siblings' influence on purchase

practices is minimal for all age groups. Peer influence on purchase

practices involving helping 4-H members choose their clothes and shopping

with the 4-H member increases from seldom for Juniors and Intermediate

boys and Senior boys, to between "sometimes" and "half the time" for

Intermediate girls and Senior girls. Peers' influence in terms of buying

identical or similar clothing increases slightly with increasing age,

but remains around the "sometimes" level.
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Media influence in terms of buying clothing identical or similar to

clothes seen on television or in newspapers or magazines is minimal for

all age groups. However, survey respondents do report that media adver-

tisements influence their clothing purchases. Survey respondents look at

or hear clothing advertisements in newspapers, magazines, mail-order

catalogs, store displays, and on radio and television more frequently

than they purchase items advertised in these places. Seniors and Inter-

mediate girls consult these advertisements about "half the time", while

Juniors and Intermediate boys consult them "sometimes". Girls in each

age group look at or hear clothing advertised more frequently than do

boys. Television advertisements and store displays are more frequently

noticed by all age groups than advertisements in the other media. Survey

respondents "sometimes" buy clothing which they see or hear advertised.

Items advertised on television or seen in store displays are purchased

more frequently than items that are advertised in other places.

Other purchase practices

Preplanning clothing purchases increases with increasing age from

"sometimes" for Juniors to "half the time" for Seniors. Survey respond-

ents "sometimes" follow these plans exactly, and they make "unplanned

purchases less than "half the time". Unplanned clothing purchases

increase slightly in frequency with increasing age.

Parents' cash is used most frequently to purchase 4-H members'

clothing, from "usually" for Juniors to "half the time" for Intermediates

and Seniors. Parents' checks are used "half the time" for Juniors and

Intermediate boys, and "sometimes" for Intermediate girls and Seniors.

All groups "sometimes" use parents' store charge accounts and bank cards.
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Layaway is seldom used by these survey respondents. With the decreasing

use of parents' money with increasing age, use of the survey respondents'

own cash increases, as well as use of money from personal earnings.

Survey respondents consistently seem to patronize department stores

for clothing purchases--around "half the time". Use of clothing specialty

stores increases with increasing age, from "sometimes" for Juniors to

over "half the time" for Intermediate girls and Seniors. Mail-order and

discount stores are "sometimes" patronized, but frequency decreases with

increasing age. Variety and used-clothing stores are seldom patronized

by survey respondents, except for Senior boys, who "sometimes" buy clothing

in variety and used-clothing stores.

Use of label information for clothing purchases increases with

increasing age. Size and price information are used most frequently

("usually") by survey respondents. Fiber content and care information

are "sometimes" used by Juniors and Intermediates, and about "half the

time" by Seniors. Use of brand name information increases from "some-

times" for Juniors to about "half the time" for Seniors.

"Fit" is the factor most frequently considered when these survey

respondents purchase their clothes. Fit is "usually" considered by

Juniors and Intermediate boys, increasing to almost "always" by Inter-

mediate girls and Seniors. Price, style, and quality are "usually" con-

sidered by most 4-H members surveyed. Care requirements and color are

considered "half the time" to "usually ", with older members considering

these factors more frequently than do younger members. Brand names,

other clothes in their wardrobes, and the latest fashions are considered

"sometimes" by younger respondents, increasing to around "half the time"

for older respondents.
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Hypothesis Testing

Analyses of variance were used to test the study's six hypotheses

in order to determine if significant differences existed in the clothing

selection, care, and purchase practices which adolescents perform independ-

ently. The 95 percent confidence level was used. Significant differences

were found in the selection, care, and purchase practices for the three

age groups. Significant differences were found in care and purchase

practices for 4-H clothing project enrollment categories, but not in

selection practices.

Recommendations

For Use of the Present Study

The Clothing Practice Profiles developed from this study can be

used as a basis for planning future revisions of the Oregon 4-H clothing

project. Activities can be planned which relate to present clothing

practices. as well as to develop interest in and lay the groundwork

for building new skills. For example, preplanning clothing purchases

and providing and using clothing allowances are practices which are not

presently used to their full potential. Perhaps this situation arises

due to a lack of awareness of these practices, how they operate, options

possible, and potential benefits. This information could be incorporated

into the 4-H clothing project and/or clothing information or consumer

education programs for 4-H members and 4-H leaders in general who may or

may not be involved with the 4-H clothing project.

Selection portions of the Clothing Practice Profiles could be used
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as the basis for a unit on decision making which could be connected with

the 4-H clothing project or be part of a session on values clarification.

Suggestions for using clothing for a values clarification session are

given in appendix G.

Purchase portions of the Clothing Practice Profiles can be used as

a basis for planning consumer education projects and/or the clothing

management, consumership, and wardrobe building portions of the 4-H

clothing project. By recognizing the changing patterns in clothing

purchase practices as age increases, the program could be directed

toward the specific needs of the age group involved in the program.

The Clothing Practice Profiles might also be used for adult programs

for parents of adolescents. The Profiles could provide a basis for under-

standing one aspect of adolescent behavior. Many parents are reinforced

by comparing their childrens' behavior with some type of behavior profile

as an aid to understanding and accepting their children's behavior.

Parents could administer a simplified version of the Clothing Practices

Survey to their own children and compare their children's responses with

the Clothing Practice Profiles. Junior high and high school home economists

and consumer education teachers could also use this technique in order to

determine how their students compare with "average" behavior for a

particular age group. The Clothing Practice Profiles could be summarized

and illustrated in bulletin or pamphlet for for easier use by parents

and teachers for the comparison procedures suggested previously.

Retailers and advertisers who are targeting the adolescent market

might benefit from an examination of the parts of the Clothing Practice

Profiles which concern adolescents' attention to different types of

advertising. Types of advertising which lead to most frequent purchases
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might also be of interest.

Data gathered in the present research project might also be

examined more closely for differences in mean responses to each item

according to level of enrollment in the 4-H clothing project. Profiles

for the different levels of clothing project participation could be

developed following a pattern similar to the age group profiles. This

information would also be helpful in planning future revisions of the

4-H clothing project.

For Future Research

The Clothing Practices Survey could be administered to non 4-H

members to develop Clothing Practice Profiles for adolescents in general.

These Profiles could be compared with the Profiles in this study to see

if differences exist in the clothing practices of 4-H members and adoles-

cents in general.

The Clothing Practices Survey could be altered and administered to

a group of parents, with the present form being administered to their

adolescents. Adolescents' responses could be compared with their

parents' responses as a means of determining whether or not adolescents'

perceptions of their clothing practices agree with their parents'

perceptions of their activities.

The issue of amount of agreement and disagreement regarding the

selection, care, and purchase of clothing between adolescents and their

parents, their siblings, and/or their peers could be investigated.

Questions on the amounts and sources of agreement and disagreement

related to each of the clothing practice areas (selection, care, and

purchase) between adolescents and each of the groups mentioned previously
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could be explored.

One of the three clothing practice areas (selection, care, or pur-

chase) could be examined in greater detail. For example, in the clothing

purchase area. the sources of money for clothing and how that money is

spent could be investigated in greater detail. Questions might be related

to family resource management issues and how adolescents spend the money

they have, as well as where they get the money, and other items on which

they spend their money. The clothing allowance issue could be investigated

in order to determine if clothing allowances are provided, attitudes toward

allowances for specific items, and any budgeting techniques used by

adolescents.
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APPENDIX A

CLOTHING PRACTICES SURVEY*

I am interested in learning more about young
clothes. I am asking you to help me by answering
as well as you can. lour name will not appear on
answers will be confidential.

The survey is in two parts. Part I asks for
and your clothes. Fart II asks for some general
and your family.

This is not a test. There are no "right" or
answer each item as honestly as you can.

Thank you for your help.

Part CLOTHING PRACTICES

people and their
the following questions
the survey so all your

information about you
information about you

"wrong" answers. Please

Janet May

Please circle the answer which best describes how often you do the task
described in the question or how often each of the people mentioned help
you with the task. Please answer all of the questions and circle one
answer in each line of answers. If you do not understand a question,
please circle the question number and word(s) and ask to have the question
explained to you.

API QUESTION:

How often do the following people fix your
myself
parent(s)
brother(s) or sister(s)
another person (specify)

7e7e7
SoatetiruTF1

Half the time{
Usually

Always
breakfast7---

SAMPLE SITUATION: 'Cour sister usually fixes your
breakfast, but sometimes your mother fixes it
and sometimes you fix your breakfast yourself.
You would answer this question like this

SAMPLE ANSAR:
How often do the following people fix your breakfast?

myself
parent(s)
brother(s) or sister(s)
friend(s)
another person (specify)

A U

A U
A U

A U

A

A

A

A
A

U

U

U

U
U

S

S

S
I -

a

N

N

N

S N

S N
S

S

S

N

N

* Questionnaire used in this study was typed with "letter Gothic" type
and pica spacing for easier readability.



Never
Sometimes

Half the time'
Usually

AlQ-1.

How often do you wear clothes that are identical
271 7or exactly the same as those of the following

people1
* a. friends A U 1

, 3 N
b. popular students or school leaders A U 3 S N
c. people in newspapers A U ,

z S N
d. people in magazines A U -, S N
e. people on television A U 4 3 N

Q-2. How often do you wear clothes that are similar
to those of the following people but not
exactly the same?
a. friends
b. popular students or school leaders
c. people in newspapers
d. people in magazines
e. people on television.

Q-3. How often do the following people choose the
clothes that you wear each day?
a. myself
b. parent(s)
c. brother(s) or sister(s)
d. friend(s)
e. another person (specify) OS

How often do you ask the following people to
help you decide what clothes to wear each day?
a. I decide without asking for help
b. parent(s)
c. brother(s) or sister(s)
d. friend(s)
e. another person (specify)

loe

:1-5. How often do you consider the following things
when you decide which clothes to wear?
a. clothes that look best on me
b. clothes that my friends will be wearing
c. clothes that are comfortable
d. clothes that are my favorite color
e. clothes that are the latest fashion
f. clothes with a brand name or label

clothes that are clean
h. other (specify)

A

A

A
A
A

A
A
A
A
A

A

A
A
A
A

A
A
A
A
A
A
A
A

U

U

2

U

U

U

U

U

U

U

U

U

U
U

U

Letters were emitted from questionnaires used in the study

3

S

3

3

S

3

S

3

S

S

3

S

S

S
S

3

S

S

S

N

N

N

N

N

N
N

N
N

N
N

S N
S N

N

S N
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Q-6. How often do the following people hang up
away your clothing after you wear it?
a. myself A U :t 3 N
b. parent(s) A U 4 S N
c. brother(s) or sister(s) AU:1.3N
d. another person (specify) .. AUi.SN

Q-7. How often do the following people remind you to
hang up or put away your clothing after you wear
it?

a. I hang up my clothes without reminding AUtSN
b. parent(s) AUT3 N
c. brother(s) or sister(s) . A U 4. S N
d. another person (specify) .. A U i S N

Q-8. How often do the following people mend or repair
your clothing?

Never
Sometimes

Half the time
Usually

Always
or iF-7

a. myself
b. parent(s)
c. brother(s) or sister(s)
d. another person (specify)

AU.4.3N
A U 4 3 N
A U i. i5 N

..AUi-3N
How often do the following people mend or repair
your fa,wily's clothing?
a. myself AlCi 43N
b. parent(s) AU-1.3N
c. brother(s) or sister(s) A U i S N
d. another person (specify) AUt3N
How often do the following people wash or clean
your clothing?
a. myself AU-13-3N
b. parent(s) A U -i- 3 N
c. brother(s) or sister(s) A U S 3 N
d. another person (specify) A U..,.2 3 N

How often do the following people wash or clean
your family's clothing?

A U + S Na. myself
b. parent(s) A U S N
c. brother(s) or sister(s) AU4S N
d. another person (specify) . AU4SN
How often do the following people put away your
clean clothes after they are washed?
a. myself A Ul

?
3 N

b. parent(s) AU,SN
c. brother(o) or sister(s) A U 1 S N
d. another person (specify) AU+SN
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Never
Sometimes

Half the time
UsuallY

1 -13. If ironing is needed, how often do the folio
ing people iron your clothes?
a. MY3elf A U
b. parent(s) A U
c. brother(s) or sister(s) A U
d. another person (specify) A U

1 -14. If ironing is needed. how often do the follow-
ing people iron your family's clothes?
a. myself A U
b. oarent(s) A U
c. brother(s) or sister(s) A U
d. another person (specify) A U

-15. How often do you ask the following people to
help you decide what clothes to buy?
a. decide without asking for help A U
b. parent(s) A U
c. brother(s) or sister(s)
d. friend(s)

A U

e. another person (specify) A U

'.1-16. How often do the following people go with you
when you shop for clothes?
a. shop by myself A
b. oarent(s) A U
c. brother(s) or sister(s)
d. friend(s)

A U

U
e. another person (specify) A U

-17. How often do the following people make the
"final" decision about the clothes that are
bought for you?
a. myself A
b. parent(s) A U
c. brother(s) or sister(s) A U
d, friends A U
a. another person (specify) A U

4-18. How often do you "pre-plan" your clothing
purchases before you go Shopping for clothes?" A U
How often do you follow this plan exactly? A U
How often do you make "unplanned" purchases of
clothes? A U

A

21'

N

5 N
S S
S N

S

S

S
S

S

S

S

S

S
S

S

S

N

N
N

N

N
N

N

N

is

3

N
N

N

N
N

N
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:Dever

Sometimes1
Ralf the time

sua
Always

Q-t9. How often do the following people pay for youi
clothes?
a. myself A
b. parent(s) A
c. another person (specify) .. A

4 -20. How often do you or your family use the follow-
ing methods to pay for your clothes?
a. my own cash
b. my parent's cash
e. my own check (my own account)
d. my parent's check
e. my own store charge account (my account)
f. my parent's store charge account
g. my own bank credit card (my own account)
h. !!y parent's bank credit card
4. layaway
j. other (specify)

4-21. How often do you get the money you spend for your
clothes from the following sources?
a. personal earnings
b. parent(s)
c. clothing allowance from parent(s)
d. gifts
e. other (specify)

How often do you shop for clothes in the follow-
ing places?
a. department stores (such as Meier & Frank)
b. discount stores (such as K Mart)
c. mail order catalogs (such as Sears)
d. clothing stores (sell clothes only)
e, variety stores (such as Woolworths)
f. used clothing stores
g. other (specify)

Ci-23. How often do you look at or hear clothing
advertisements in the following places?
a. newspapers
b. magazines
c. television
d. radio
e. mall order catalogs
f. store displays or windows
g. other (specify)

U*SNUtSN
3

AU4SNAUT3NAU4SNAUTSNAUtSNAUiSNAU-SN
A TT

AU*S NAU*SN

A U 3 N
A U S NAU1SNAUTSNAUTSN

A U Z S N
A U i S N
A U S N
A U N
A U 3N
AU t SN
AU S N

A U 3

A U S N
A U S N

A U S N
A U S N
A U S N
A U S N
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Never
Sometimes

Half thilFg9
Usually

Ali5.71
Q -24. How often do you bjEy clothing that you see OF--1

hear advertised in the following places?
a. newspapers A U t 3 N
b. magazines A U 3 N
c. television A U 3 N
d. radio A U S N
e. mail order catalogs A U i S N
f. store displays or windows A U S N
g. other (specify) .. A U S N

!;-25. How often do you use the following kinds of
label information to help you decide what
clothes to buy?
a. price
b. size
c. fiber content
d. care instructions
e. brand name
f. other (specify)

-26. How often do you consider the following things
when you buy your clothes?
a. fit
b. style
c. quality of construction
d. price
o. are requirements (wash or dry clean)
f. color
3. brand name
h. other clothes I already have
i. the latest fashion
j. other (specify)

';-27. How often do you knowingly buy clothes that are
identical or exactly the same as those of the
following people?
a. friends
b. Popular students or school leaders
c. people pictured in newspapers
d. people pictured in magazines
e. people on television

:1-28. How often do you knowingly buy clothes that are
similar to those of the following people but
not exactly the same?
a. friends
b. popular students or school leaders
c. people pictured in newspapers
d. people pictured in magazines
e. people on television

AUt S N

A U t S N
AUi-SN
A U t S N
AUt 3 N

AUj 3 N

A U t 3 NAUtSN
A U S N

AUtSN
A U t S N
A U t S N
AUt3 NAUtSNAUtSNAUtSN

AUtSNAU+SN
7AUIS N

A U S ii2

A U 2

A
A
A
A
A

U 4 3 N

U S N
U N
U S N
U iSN
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PLEASE CHECK TO SEE THAT YOU HAVE CIRCLED AN ANSWER IN EACH LINE
OF ANSWERS.

Part II. GENERAL INFORMATION

Q-29. What is your present age? years
When were you born?

month day year

Q-30. What is your sex? (Circle the number of your answer.)
1 boy
2 girl

Q-31. How many brothers and sisters do you have?
(Write the number in each space. If none, write "0")

younger brothers
younger sisters
older brothers
older sisters

Q-32. Have you ever enrolled in the 4-H Clothing Project?
(Circle the number of your answer.)

1 No
2 Yes

If Yes, how many years have you been enrolled in the clothing
project, and what is the highest skill level you have completed?
(Write the number in each space.)

Number of years in 4-H Clothing
Highest skill level completed

Q-33. What is the type or size of the area where you live?
(Circle the number of your answer.)

1 Farm or ranch
2 Open country or town with less than 10,000 people
3 Town of 10,000 to 50,000 people (such as Medford, Corvallis,

Pendleton)
4 Suburb of a city with over 50,000 people (such as Gresham,

Beaverton, Springfield)
5 City with over 50,000 people (Portland, Eugene, Salem)

Q-34. In which county do you live? County

THANK YOU FOR YOUR HELP.

PLEASE USE THIS SPACE FOR COMMENTS ABOUT YOUR CLOTHING AND/OR QUESTIONS
ON THIS SURVEY.
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APPENDLK B

DIRECTIONS FOR ADMINISTRATION OF
THE CLOTHING PRACTICES SURVEY

INSTRUCTIONS TO ADMINISTRATORS: Please read through the survey
completely several days before you plan to administer it so that
you are familiar with the types of questions and the method used
for marking answers. Please call Janet May (646 4912--collect)
if you have any questions about the survey or its administration.

INSTRUCTIONS TO PARTICIPANTS (to be read by administrator):
The Clothing Practices Survey was developed as a way of getting
information about young people and their clothing. There are
no right or wrong answers to the questions, Please answer each
question as honestly as you can.

The survey is in two parts. Part I asks you for information
about you and your clothes. Part II asks for some general
information about you and your family.

Please read the instructions for Part I as I read them aloud.

(Read instructions for Part I from page 1 of Survey.)

A sample question, situation, and answer are given on page 1.
Are there any questions?

Please be sure to circle one response in each horizontal line of
answers. If a question does not seem to apply to you, then "never"
is probably the appropriate response.

ADMINISTRATOR: Please ask participants to check to see if they have
circled one response in each horizontal line of answers before they
turn in their surveys.
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APPENDIX

CR1ARIA FOR INSTRUMENT EVALUATION BY PANEL

1. Does the item seem relevant to the purpose of the research?
(Research purpose: To examine the clothing practices related to
the purchase, daily selection, and care of clothing by young people
10-18 years old.)
a. Does the item relate to one or more of the following general

questions about the clothing practices of clothing purchase,
daily selection, and care?
(1) Who influences the activity or clothing practice?
(2) Who directs the activity or clothing practice?
(3) Who performs the activity or clothing practice?
(4) What is the scope of the activity or clothing practice

performed?
(5) Is there agreement or conflict associated with the activity

or clothing practice?
b. Does the item distinguish concrete differences in clothing

practices or does it duplicate another item?

2. Evaluate the individual items in terms of usefulness, appropriateness,
and validity by scoring each item as follows:

2 - very useful, appropriate, valid
1 - somewhat useful, appropriate, valid
0 - not useful, appropriate, valid

PLEASE USE THE ATTACHED SCORE SHEET FOR QUESTIONS 1 and 2.

3. Are the items arranged in a clear, logical, easily understood manner?

Suggestions for rearrangement or changes:

4. Is the reading level of the instrument appropriate for this age group
(10-18 year olds)?

Circle the word(s), phrases, or.parts which might be problems and
suggest revisions, if possible.

5. Is the physical appearance of the survey appropriate?

Suggestions for improvement:

6. Is the length of the survey appropriate for this subject and age group?

Suggestions for improvement:

Please use the back of this paper for additional comments,
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APPENDIX D

11EM SCOM SHEET FOR PANEL EVALUATION

Please score each item on relevance to the research purpose, usefulness,
appropriateness, and validity using the following point values:

2 - very relevant, useful, appropriate, valid
1 - somewhat relevant, useful, appropriate, valid
0 - not relevant, useful, appropriate, valid

E
;4

0 20
N...,)

,...

.0 H
i-i 0H 41
O 0 41> E- H

C'-H
0
c-

0
0
cn

0
E-4 H

Q-1 Q-17 Q-33

Q-2 Q-18 Q-34

Q-3 Q-19 Q-35

Q-4 Q-20 Q-36

Q-5 Q-21 Q-37

Q-6 Q-22 4-38

Q-7 Q-23 Q-39

Q-8 Q-24 Q-40

Q-9 Q-25 Q-41

Q-10 Q-26 Q-42

Q-11 Q-27 Q-43

Q-12 Q-28 Q-44

4-13 Q-29 Q-45

Q-14 Q-30 Q-46

4-15 Q-31 Q-47

Q-16 Q-32 Q-48

tiH ti

H



EXTENSION SERVICE

Oregon
Stat

University

6995 SW Fir Court
Beaverton, Oregon 97005
March 17, 1981

Agent
County Extension Offioe

Oregon

Dear

APPENDIX E

IETTER TO AGENTS

Corvallis, Oregon 97331

Adolescents' decision making processes regarding their clothing purchases,
daily clothing selection, and care of their clothing are part of the current
focus on consumer behavior research. Information concerning these clothing
practices could be useful in future planning for the Oregon 4-H Clothing
project, leader training, and state-wide activities related to the clothing
area.

We are asking for your cooperation in helping us obtain this information by
asking your LI-E members who attend your summer camp to complete a Clothing
Practices Survey (copy enclosed).

We plan to administer the questionnaire in the senior rap sessions at 4-R
Summer Week but need your help in providing information on the clothing
practices of younger 4-8 members. Your participation is important for us
to achieve a state-wide sampling of 4-1:1 members which will enhance the
credibility of our study.

In our pretest we found that most 10-18 year olds can complete the survey in
20-30 minutes with very little or no assistance from the administrator. We
will provide the survey forms and pencils. All you need to do is set aside
a 30 minute time period in your camp schedule for each member to participate
in this quiet paper and pencil activity, read the instructions for admin-
istering the survey (copy enclosed) to your 4-H members, and collect and
return the completed survey forms to us.

If you would like to incorporate this activity into an introduction to a
discussion of clothing or general values and/or values clarification, we
have included a discussion guide for you to use.

Please complete the enclosed card indicating your interest in helping us
with this research project. Your early reply will be appreciated.

Sincerely,

Redacted for Privacy
Janet May
Graduate Student
Research Coordinator

401

EXTENSION
SERVICE

Ardis W. Koester
Textiles & Clothing Specialist
Research Adviser

ACIICIAIUNI. Horne Economics. 4-1-1 Youth. Forestry, Community Orreloomert. and MUM, Advisory Program,
Oregon State Univenuty, United States Department of Ad:a:WWII), and Oregon Counties c000trat.n;
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APPENDIX F

AGENT REPLY CARD

Please check and complete the appropriate spaces.

I am willing to include the completion of the Clothing
Practices Survey in my camp program.
Camp name
Ages of campers
Approximate number of campers
Dates camp is held

I might be willing to participate but need more information.
Kind of information needed:

I am not willing to participate in this research project.

Comments or questions:

signed
name phone number
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APPENDDC G

VALUES AND CLOTHING PRACTICES DISCUSSION GUIDE

Clothing educator Marilyn Horn maintains that "clothing reflects the
ideas people hold to be of value" (Horn, Marilyn. The Second Skin: An
Interdisciplinary Study of Clothing. 1975: 74). Thus, a discussion of
factors influencing clothing choices can be a way of identifying and
clarifying values.

The Clothing Practices Survey was developed as the instrument to be
used for a research project whose purpose is to examine the clothing
practices represented by the purchase, daily clothing selection, and
care of clothing by young people ages ten to eighteen.

The following general questions were used in selecting questions
for the survey:

1. Who influences the activity or clothing practice?
2. Who directs the activity or clothing practice?
3. Who performs the activity or clothing practice?
4. What additional factors are involved in the activity or clothing

practice that is performed?

After participants have completed the survey, a discussion can be
directed toward values clarification by recollecting responses involving
the people who influence the participant's choices. Values the participant
expresses in his/her clothing choices, the values of the people who
influence his/her choices, and possible value agreement and conflict could
be considered.

Several clothing research studies have explored clothing values, and
suggestions for the organization of clothing values and definitions of
values related to clothing from these research studies are given below,
followed by suggestions for discussion questions.

CLOTHING IKPORTANCE AND CLOTHING CONFLICT (Kirby, P.L. 1966. Master's
thesis. Purdue University)
I. Clothing Importance

A. Importance of own clothing and appearance
1. Security
2. Happiness
3. Individuality
4. First impressions
5. Satisfaction
6. Financial

B. Importance of clothing and appearance within peer group
1. Opposite sex
2. Friends

3. Leadership
4. Fads
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II. Clothing Conflict
A. Relationship of parents and teenagers in teen-age clothing

behavior
1. Parental assistance
2. Parental approval
3. Fads
4. Finances

B. Influence of school upon clothing behavior
1. Restrictions
2. School Activities
3. Teachers

CLOTHING VALUES (Creekmore, A.M. 1965. Unpublished measure of eight
clothing values. Oregon State University)
1. AESTHETIC: desire for, appreciation of or concern with beauty in

clothing
2. ECONOMIC: desire for conservation of time, energy and money in

relation to clothing use and selection
3. EXPLORATORY: desire for and appreciation of clothing items as a

source of raw material for experimentation
4. POLITICAL: desire for prestige, distinction, leadership or influence

through the use of clothing
5. RELIGIOUS: desire for a symbolically moral expression in clothing use
6. SENSORY: desire for comfort in clothing, such as warmth, coolness,

smoothness, tightness, looseness, or firmness in the use of clothing
7. SOCIAL: concern for others in the use of clothing
8. THEORETICAL: desire to understand why clothing is used or needed and

why it satisfies

ASPECTS OF CLOTHING (Creekmore, A.M. 1967. Michigan Agricultural Experi-
ment Station Project 784)
1. AESTHETIC: use of clothing to achieve a pleasing or beautiful appear-

ance
2. APPROVAL: use of clothing to attain a feeling of belonging or the

approval of others; usually indicates conformity to group norms
3. ATTENTION: seeking of prestige and status through use of clothing;

may be either socially approved or disapproved
4. COMFORT: use of clothing to achieve comfort whether this relates to

temperature, physical response to textures, or tightness or looseness
of garments

5. DEPENDENCE: sensitivity to the influence of clothing feelings (sense
of well being, general good feeling, or changing of moods)

6. INTEREST: willingness to give attention, investigate, manipulate, or
experiment with clothing

7. MANAGEMENT: thoughtful and careful use of time, money, and energy in
planning, buying, and using clothing; thus an economic aspect

8. MODESTY: preference for inconspicuous clothing, quite conservative in
color, fit, design, and body exposure
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DISCUSSION QUESTIONS:

1. What is a value?

2. How do your clothing choices express your values?

3. What values do you express when selecting your clothing? caring for

your clothing? purchasing your clothing?

4. What values are others expressing when they influence your clothing
choices?

5. What types of value agreement or conflict are involved with your
clothing selection, care, and/or purchase?

6. Using one of the clothing value definitions or organization schemes
given above, give a specific situation which illustrates each of the
concepts in that scheme.
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APPENDIX H

TABLES OF THE DISTRIBUTION OF RESPONSES
ON THE CLOTHING PRACTICES SURVEY

BY SEX AND AGE GROUP



TABLE 20, -- Distribution of responses for clothing selection practices of Junior 4-H members

Question
Boys (n=66)
N S f U A No

Girls (n=210)NS/UA Nonumber Item 0 1 2 3 4 response 0 1 2 3 4 response

Independent aotivity
30 Choose clothes daily 6 5 7 11 35 2 12 15 4 72 100 74a Ask no help 8 12 4 20 20 2 16 50 16 79 40 91 No identical clothes 0 0 2 15 49 0 0 2 9 68 126 52 no similar clothes 0 2 5 21 38 0 0 2 22 107 74 5

Influential.
Parents.

3b Choose clothes 30 17 6 4 4 5 75 96 12 9 7 1146 Asked to help 24 27 9 2 0 4 46 118 13 17 4 12Siblings.
30 Choose clothes 53 2 2 1 2 6 160 27 4 3 2 144c Asked to help 50 7 2 1 0 6 120 59 7 6 1 17

Peers:
3d Choose clothes 55 3 0 3 2 3 130 55 4 6 2 134d Asked to help 48 8 2 1 0 7 90 79 22 2 0 17la Identical to friends 30 28 3 4 1 0 38 140 13 12 3 4lb Identical to leaders 53 7 4 0 0 2 112 61 16 5 3 132a Similar to friends 16 31 8 7 4 0 8 110 47 34 4 72b Similar to leaders 45 12 4 3 0 2 80 80 21 13 2 145b Consider what friends

wear 35 16 3 5 1 6 51 111 11 20 5 12

Summary -- reversed mean value of all responses to question
0=never. 1- sometimes, 2-half the time. 3=usually, 4=always



TAME 20Continued

Question
Boys (n.66)NSIU A No

Girls (n..210)NSillA Nonumber Item 0 1 2 3 4 response 0 1 2 3 4 response

Influential. (continued)
Medias
Newspapers

to Wear identical clothes 59 5 0 0 0 2 172 18 4 2 0 142c Wear similar clothes 53 9 1 1 0 2 133 53 7 3 0 14Magazines
ld Wear identioal clothes 57 4 1 1 0 3 152 36 7 1 1 132d Wear similar clothes 48 13 0 3 0 2 126 56 8 4 1 15Television
le Wear identical clothes 46 14 1 1 1 3 140 46 4 4 2 142. Wear similar clothes 43 15 4 1 0 3 107 67 15 5 2 14

Solsotion factors
5a Look best on me 3 8 10 16 25 4 2 22 20 93 66 750 Comfort 5 11 15 16 19 0 5 50 30 59 58 85d Color 21 19 10 4 7 5 31 79 40 34 16 1050 Fashion 31 17 2 4 5 7 45 61 27 45 19 135f Brand 31 14 3 6 4 8 61 68 18 31 17 155g Clean 7 6 1 12 35 5 7 15 10 31 134 13

0.never. 1...sometimes, 2..half the time. 3.mssually. 4...always



TABLE 21.-- Distribution of responses for clothing care practices of Junior 4-H members

Question
number Item

Boys (n=66)NS-111A
0 1 2 3 4

No
response

Girls (n=210)NSIUA
0 1 2 3 4

No
response

Independent activity
6a Hang up or it away

after mooring 7 8 9 19 20 3 18 24 17 71 73 7
12a Put away Olean clothes 6 7 10 15 27 1 5 35 22 63 83 2
7a No reminders 8 25 13 8 9 3 22 80 38 43 22 5
8a Repair own clothes 38 16 0 2 3 7 71 101 11 12 7 8

10a Wish own clothes 37 15 3 5 2 4 61 89 21 19 11 9
13a Iron own clothes 38 14 0 3 3 8 60 73 18 34 18 7
9a Repair family's clothes 46 9 1 1 3 6 134 54 6 3 5 8

11a Wash family's clothes 40 11 1 3 4 7 88 73 16 15 10 8
14a Iron family's clothes 43 10 2 1 1 9 89 78 12 13 5 13

Influentials
7b Parents remind 7 19 8 18 13 1 23 57 21 71 33 5
70 Siblings remind 47 9 1 1 2 6 156 27 5 8 2 12

0=never, lmeometimes, 2=half the time. 3=usually, 4= always



TABU; 21--Continued

Question
number Item

Boys (n=66)NStU
0 1 2 3

A
4

No
response

Girls (n=210)NSIUA
0 1 2 3 4

No
response

Other care practices
Hember's clothes
By parents

6b Hang up 15 24 11 6 4 6 18 24 17 71 73 712b Put away 21 16 10 5 8 6 5 35 22 63 83 28b Repair 2 10 2 18 32 2
7eil

1010 11 12 7 8
lob Wash 0 5 7 14 39 1 21 19 11 913b Iron 5 8 2 16 35 0 73 18 34 18 7

By siblings
6c Hang up 48 9 2 0 0 7 56 85 20 23 14 12
12o Put away 39 13 4 3 0 7 52 74 26 36 16 68c Repair 48 8 3 0 1 6 10 28 13 80 74 510c Wash 45 10 5 1 1 4 5 15 14 70 100 613c Iron 44 9 5 1 0 7 27 37 15 64 65 2

Family's clothes
By parents

9b Repair 2 6 4 16 37 1 12 18 7 63 107 3
lib Wash 2 5 6 20 31 2 8 8 16 65 107 6
14b Iron 3 9 4 12 35 3 14 21 14 65 89 7

By siblings
90 Repair 45 9 3 3 1 5 155 32 4 3 2 14
llo Wash 39 10 5 3 2 7 127 54 7 4 4 1414c Iron 41 11 4 0 0 10 140 43 8 1 3 15

0=never, 1=sometimes, 2=half the time, 3=usually, 4=alweys



TABU 22. -- Distribution of responses for clothing purchase practices of Junior 4-11 members

Question
number Item

Boys (n=66)NStU
0 1 2 3

A
4

No
response

Girls (n=210)NStUA
0 1 2 3 4

No
response

Independent aotivity
15a Decide without help 12 24 4 11 9 6 43 66 28 39 19 15
17a Make final Choice 13 20 6 10 9 8 27 46 17 63 41 16
16a Shop alone 32 16 1 3 7 7 108 59 7 9 10 17
19a Pay for clothes 31 20 3 1 1 10 56 99 14 15 8 18
20a
20o

Use own cash
Use own check

30
48

21

8
3
0

0
0

1

1

11

9 1i5t 11:
10
5

11

8
8
7

18
18

20, Use own store account 49 5 0 1 1 10 164 13 1 3 5 24
20g Use own bank oard 47 6 2 1 0 10 170 11 3 3 1 22
21a Funds from own earnings 24 17 4 8 8 5 43 84 25 30 15 13
27* No identical clothes 2 2 7 14 40 1 2 9 14 68 113 4
28* No similar clothes 3 1 10 15 34 3 3 8 24 80 89 6

* Summary -- reversed mean value of all responses to question
0=nevers 1=sometimes, 2...elt the time, 3=usually. 4...always



TABLE 22-- Continued

Question
Boys (n=66)
N S f U A No

Girls (n=210)NS*UA No
number Item 0 1 2 3 4 response 0 1 2 3 4 response

Influontials
Parents.

15b Help asked 9 16 7 16 11 7 12 52 26 64 43 13
17b Hake final choice 7 12 11 10 18 8 17 66 23 56 37 11
16b Shop with member 4 5 5 20 28 4 4 13 12 77 95 9
19b Pay for clothes 2 1 8 17 33 5 1 17 13 89 78 12
20b Use parent's cash 4 9 9 19 19 6 12 31 21 97 35 14
20d Use parent's check 14 18 7 13 7 7 21 50 21 75 25 18
20f Use parent's store acct. 28 14 3 5 5 11 85 42 8 36 17 22
20h Use parent's bank card 27 17 3 5 5 9 65 59 12 31 20 23
201 Use layaway 36 9 5 3 1 12 96 60 11 7 1 35
21b
21c

Funds from parents
hands from clothing

16 9 8 11 18 4 16 41 22 80 38 13

allowance 39 9 4 5 1 8 106 40 15 24 11 14
21d Funds from gifts 18 23 9 3 6 7 27 100 27 30 10 16

Siblings.
150 Help asked 45 9 3 0 0 9 106 62 11 6 2 23
17c Hake final choice 44 6 1 3 1 11 149 27 8 3 1 22
16o Shop with member 33 14 1 6 3 9 80 74 21 11 3 21

15d
Peers,

Help asked 48 7 0 1 0 10 107 62 12 8 2 19
17d Make final choice 50 1 3 0 1 11 139 35 7 3 1 25
16d Shop with member 41 12 2 1 1 9 92 74 11 14 0 19
27a Identical to friends 37 18 5 1 3 2 54 101 24 15 10 6
27b Identical to leaders 44 10 4 2 2 4 117 50 11 12 10 10
28a Similar to friends 19 26 6 2 10 3 26 115 25 22 15 7
28b Similar to leaders 44 6 5 4 2 5 92 71 17 12 7 11

0=never. 1=sometimes, 2 =half the time. 3=usuallY. 104/1w8W5



TABLE 22- -Continued

Question
Boys (n=66NS I U A No

Girls (n=210)NS/BA No
number Item 0 1 2 3 4 response 0 1 2 3 4 response

Influentials (continued)
Media*

Look at advertisements
234 In newspapers 21 21 7 7 5 5 57 66 29 26 22 10
23b In magazines 29 19 5 1 6 6 53 82 27 22 15 11
23o On television 21 15 9 9 6 6 26 52 33 53 36 10
23d On radio (hear) 32 19 1 4 2 8 56 73 24 22 22 13
234 In mail catalogs 24 18 7 9 2 6 41 68 22 44 23 12
231 In store displays 25 23 6 4 1 7 34 80 23 43 21 9

Buy from advertisements
24a In newspapers 30 17 8 1 4 6 95 78 12 5 7 13
24b In magazines 37 14 3 2 3 7 111 64 7 13 3 12
24c On television 30 15 7 6 1 7 67 88 17 20 5 13
24d On radio 36 14 2 3 2 9 106 66 8 10 7 13
24e In mail catalogs 25 16 7 11 1 6 62 79 21 25 10 13
24f In store displays 28 20 7 5 0 6 47 100 20 25 5 13

Newspapers
27c Buy identical clothes 45 7 7 1 2 4 143 40 9 5 3 10
28c Buy similar clothes 37 14 7 0 3 5 128 49 8 10 3 12

Magazines
27d Buy identical clothes 42 10 5 1 4 4 132 52 5 5 3 13
28d Buy similar clothes 38 16 4 2 1 5 116 58 11 11 3 11

Television
27e Buy identical clothes 46 6 3 4 3 4 127 49 9 7 3 15
284 Buy similar clothes 41 14 3 0 3 5 118 56 12 8 1 15

0=never, 1...sometimes, 2=half the time, 3=usually, 4=always



TABLE 22-- Continued

Question
number Item

Boys (n..66)NSIU
0 1 2 3

A
4

No
response

Girls (n210)NSIUA
0 1 2 3 4

No
response

Other purchase practices
Planning

18a Preplan 16 22 9 5 6 8 39 74 30 34 14 19
18b Follow exact plan 26 14 6 10 3 7 50 84 31 17 4 24
18c Unplanned purchases 14 20 9 8 7 8 24 77 36 32 22 19

Store types
22a Department store 15 27 8 9 2 5 41 65 23 51 18 12
22b Discount store 18 25 10 3 2 8 60 88 20 24 6 12
22c Mail-order catalog 16 17 12 11 1 9 50 86 25 28 8 13
22d Specialty store 13 26 10 9 2 6 29 85 27 43 16 10
22e Variety store 32 16 6 2 1 9 102 66 11 11 4 16
22f Used-clothing store 34 12 7 2 0 11 141 39 5 7 4 14

Label information
25a Price 8 13 14 14 13 4 14 27 37 68 57 7
25b Size 7 12 7 15 20 5 6 21 18 45 114 6
25c Fiber content 24 15 11 3 6 7 50 73 31 25 19 12
25d Care 21 25 5 3 3 9 80 63 17 17 21 12
25e Brand 34 11 6 3 3 9 74 60 29 19 18 10

Purchase factors
26a Fit 4 10 5 12 13 2 4 11 11 60 120 4
26b Style 13 21 6 8 11 7 13 38 26 74 50 9
26c Quality construction 16 14 11 7 14 4 24 52 34 43 46 11
26d Price 7 16 13 11 16 3 7 33 16 58 86 10
26e Care 15 23 5 8 10 5 48 66 27 27 32 10
26f Color 20 17 6 8 8 7 23 64 34 47 32 10
26g Brand 28 16 5 6 5 6 65 64 21 27 20 13
26h Other clothes 20 19 11 4 7 5 55 68 25 23 23 16
261 Latest fashion 26 15 9 5 6 5 42 68 21 38 24 17

0=never, lasometimes, 2..half the time, 3.musually, 4=always



TABLE 23.--Distribution of responses for clothing selection practices of Intermediate 4-H members

Question
number Item

Boys (n=17)NSIUA
0 1 2 3 4

No
response

Girls (n=128)NSillA
0 1 2 3 4

No
response

Independent activity
3A Choose clothes daily 1 1 3 2 10 0 4 2 2 36 83 14a Ask no help 3 1 4 8 1 0 3 10 10 79 25 1rt No identical clothes 0 0 2 8 7 0 0 0 9 53 65 12* No similar clothes 0 1 4 9 3 0 0 4 31 64 28 1

Influentials

3b
Parents,

Choose clothes 6 8 3 0 0 0 72 50 1 1 3 14b Asked to help 8 7 1 1 0 0 43 70 6 3 0 6Siblings*
3c Choose clothes 12 4 1 0 0 0 109 15 1 0 0 34c Asked to help 13 2 1 0 1 0 63 55 2 2 0 6Peers:
3d Choose clothes 11 3 3 0 0 0 70 49 4 2 1 24d Asked to help 10 4 2 1 0 0 34 74 9 7 / 3is Identical to friends 6 6 2 3 0 0 24 78 18 5 2 1lb Identical to leaders 7 9 0 1 0 0 63 48 8 6 1 22a Similar to friends 3 2 5 7 0 0 3 59 24 31 10 12b Similar to leaders 6 6 3 2 0 0 23 65 22 12 5 15b Consider what friends

wear 6 7 3 1 0 0 26 65 16 14 4 3

* Summary--reversed mean value of all responses to question
0=never. lmsometimes. 2=half the time. 3=usually. 4=always



TABLE 23--Continued

Question
number

Boys (n =17)NS1UA
Item 0 1 2 3 4

No
response

Girls (n=128)NSIUA
0 1 2 3 4

No
response

Influentials (continued)
Medias

Newspapers
lc Wear identical clothes 13 4 0 0 0 0 95 29 2 0 0 22c Wear similar clothes 10 4 3 0 0 0 68 46 10 2 0 2Magazines
Id Wear identical clothes 11 5 1 0 0 0 68 48 7 3 0 22d Wear similar clothes 7 8 1 1 0 0 48 53 17 8 0 2Television
le Wear identical clothes 9 6 2 0 0 0 75 46 3 2 0 22e Wear similar clothes 7

selection factors

7 2 1 0 0 49 56 14 6 1 2

5a Look best on me 0 2 1 10 It 0 0 5 8 56 55 45c Comfort 0 5 0 7 5 0 3 13 18 51 42 15d
5e

Color 2
Fashion 2

5

2

5

5
3

7
1

0
1

1 (5) 3?
37 40 11

1'251 Brand 6 7 3 1 0 0 20 37 25 33 11 25g Clean 0 0 1 5 11 0 6 1 2 17 100 2

Omnever, 1.,sometimes, 2-half the time, 3=usnally. 4=always



TABLE 24.--Distribution of responses for clothing care practices of Intermediate 4-H members

Question
number Item

Boys (n=17)NStUA
0 1 2 3 4

No
response

Girls (n=128)NStUA
0 1 2 3 4

No
response

Independent activity
6a Hang up or put away

after wearing 1 5 1 5 5 0 0 5 12 36 73 2
12a Put away clean clothes 2 1 3 6 5 0 2 9 19 37 61 0
7s No reminders 2 4 3 4 3 1 7 34 20 43 23 1

8a Repair own clothes 8 6 2 0 1 0 11 52 14 30 21 0
10a Wash own clothes 6 7 2 1 1 0 9 55 25 27 10 2
13a Iron own clothes 8 5 3 0 1 0 5 28 22 34 38 1

941 Repair family's clothes 15 1 1 0 0 0 41 63 7 13 2 2
11a Wash family's clothes 4 8 4 0 1 0 28 55 20 22 2 1

14a Iron family's clothes 9 3 2 0 1 2 35 57 23 6 6 1

Influentials
7b Parents remind 2 2 5 3 5 0 23 40 11 37 16 1

7c Siblings remind 14 1 1 0 0 1 97 23 4 1 0 3

0=never, 1=sometimes, 2=half the time, 3=usually. 4=always



TABLE 24 -- Continued

Question
Boys (n.17)
N S U A No

Girls (n "128)NSIUA NoNumber Item 0 1 2 3 4 response 0 1 2 3 4 response

Other care practices
Member's clothes

By parents
6b Hang up 7 4 3 2 1 0 66 40 6 9 2 512b Put away 4 6 4 2 1 0 58 41 15 11 3 08b Repair 1 1 1 7 7 0 19 28 17 51 11 210b Wash 0 2 2 6 7 0 5 16 21 59 26 113b Iron 1 3 3 4 6 0 29 40 21 25 11 2By siblings
6c Hang up 14 2 0 1 0 0 110 13 0 1 0 412o Put away 11 5 0 1 0 0 95 26 2 2 0 380 Repair 14 2 1 0 0 0 109 10 2 0 0 710c Wash 10 4 3 0 0 0 81 34 6 1 3 313c Iron 11 5 0 1 0 0 107 14 3 0 0 4Family's clothes

By parents
9b Repair 1 1 1 3 11 0 5 12 11 56 41 3lib Wash 1 0 4 6 6 0 2 13 17 58 37 114b Iron 1 1 2 4 7 2 8 13 20 49 36 2By siblings
9c Repair 14 2 0 1 0 0 93 26 3 1 0 511c Wash 10 6 0 1 0 o 75 38 7 2 3 314c Iron 9 4 1 1 0 2 76 37 6 0 5 4

0.never, 1.sometimes, 2.half the time, 3=usually, 4=always



TABLE 25.-- Distribution of responses for clothing purchase practices of Intermediate 4-H members

Question
number Item

Boys (n=17)NStUA
0 1 2 3 4

No
response

Girls (n=128)NSIUA
0 1 2 3 4

No
response

Independent activity
15a Decide without help 1 9 0 4 1 2 11 48 21 39 8 117a Make final choice 0 4 2 5 4 2 5 14 14 42 52 116a Shop alone 5 5 2 2 1 2 41 69 5 8 3 2
19a Pay for clothes 3 7 1 3 0 3 6 52 25 30 13 220a Use own cash 3 5 4 2 1 2 6 61 19 31 9 220c Use own check 10 3 1 0 0 3 97 16 3 4 5 320e Use own store account 11 3 1 0 0 2 118 4 0 1 0 5
20g Use own bank card 12 1 1 1 0 2 117 5 0 1 0 521a Funds from own earnings 4 3 4 4 2 0 3 31 25 50 19 027* No identical clothes 0 1 2 9 5 0 0 2 6 53 67 028* No similar clothes 0 1 3 8 5 0 1 1 16 70 40 0

* Summary -- reversed mean value of all responses to question
0=never, 1=sometimes, 2=half the time, 3=usually, 4=always



TABLE 25--Continued

Question
number Item

Boys (n=17)NS/UA
0 1 2 3 4

No
response

GirlsNStUA
0 1

(n=128)

2 3 4
No
response

Influentials
Parents'

15b Help asked 3 3 2 6 1 2 10 51 24 33 8 2
17b Make final choice 3 3 3 5 1 2 40 44 18 18 5 316b Shop with member 1 4 2 3 5 2 1 24 11 70 20 2
19b Pay for clothes 0 4 2 4 4 3 3 28 32 49 14 220b Use parent's cash 0 6 3 5 1 2 6 56 23 34 7 220d Use parent's check 1 5 3 5 1 2 35 44 11 32 3 320f Use parent's store acct. 5 4 1 4 1 2 55 37 10 20 3 320h Use parent's bank card 4 3 2 5 1 2 75 28 5 13 2 5201 Use layaway 7 6 1 1 0 2 71 47 4 1 0 521b Funds from parents 1 5 4 6 1 0 15 54 18 31 7 321c Funds from clothing

allowance 12 3 2 0 0 0 94 17 9 6 0 221d Funds from gifts 2 10 3 2 0 0 14 93 11 6 2 2
Siblings'

15o Help asked 9 3 3 0 0 2 51 56 6 10 0 517o Make final choice 10 2 1 1 0 3 97 25 1 1 0 416o Shop with member 6 4 5 0 0 2 44 55 10 14 1 4
Peers'

15d Help asked 6 6 3 0 0 2 19 69 17 16 3 4
17d Make final choice 11 3 1 0 0 2 86 27 9 1 1 416d Shop with member 7 6 1 1 0 2 19 66 17 20 3 3
27a Identical to friends 6 6 4 0 1 0 31 65 16 15 1 027b Identical to leaders 7 5 4 1 0 0 72 39 6 9 1 1
28a Similar to friends 3 6 5 2 1 0 12 64 18 28 6 0
28b Similar to leaders 8 3 5 1 0 0 47 55 11 11 3 1

0=never. 1=sometimes, 2=half the time, 3=usually. 4=always



TABLE 25--Continued

Question
Boys (n=17)NS/UA No

Girls (n=128)NSillA No
number Item 0 1 2 3 4 response 0 1 2 3 4 response

Influentials (continued)
Medial

Look at advertisements
23a In newspapers 5 8 3 0 1 0 19 52 11 28 18 0
23b In magazines 5 6 2 3 1 0 22 44 17 27 17 1
23c On television 2 8 4 2 1 0 7 58 14 29 19 1
23d On radio (hear) 4 7 4 0 2 0 26 54 6 24 16 2
23e In mail catalogs 4 7 3 2 1 0 25 49 13 26 12 3
23f In store displays 2 10 2 1 2 0 4 43 22 41 15 3

Buy from advertisements
24* In newspapers 8 7 0 2 0 0 49 60 12 3 3 1
24b In magazines 10 5 1 1 0 0 65 47 8 6 0 2
24c On television 6 7 2 2 0 0 43 70 11 1 2 1
24d On radio 6 7 3 1 0 0 60 45 16 4 1 2
24e In mail catalogs 4 9 1 3 0 0 53 56 10 7 0 2
24f In store displays 5 9 1 2 0 0 17 69 17 18 4 3

Newspapers
27c Buy identical clothes 10 4 2 1 0 0 95 25 4 3 0 1
28c Buy similar clothes 9 4 3 1 0 0 78 43 2 3 0 2

Magazines
27d Buy identical clothes 7 4 6 0 0 0 81 38 5 3 0 1
28d Buy similar clothes 9 3 5 0 0 0 60 57 6 2 2 1

Television
27e Buy identical clothes 6 5 5 1 0 0 94 26 4 3 0 1
28e Buy similar clothes 6 5 6 0 0 0 75 44 5 2 0 2

0=never, 10sometimes, 2=half the time, 3=usually, 4=always



TABLE 25--Continued

Question
number Item

Boys (n=17)NStUA
0 1 2 3 4

No
response

GirlsNStUA
0 1

(n=128)

2 3 4
No
response

Other purchase practices
Planning

18a Preplan 2 6 3 2 2 2 14 43 30 30 9 2
18b Follow exact plan 5 3 3 3 1 2 27 46 33 18 2 2
18c Unplanned purchases 0 8 3 3 1 2 9 47 33 28 9 2

Store types
22a Department store 2 8 2 3 2 0 13 53 15 37 9 122b Discount store 6 4 2 4 1 0 52 56 11 6 1 222c Hail-order catalog 6 5 3 3 0 0 50 60 6 10 0 222d Specialty store 7 5 0 3 1 1 4 37 21 47 17 222e Variety store 8 5 2 2 0 0 69 49 5 2 0 322f Used-clothing store 12 1 3 0 0 1 105 17 3 0 0 3

Label information
25a Price 0 3 3 7 4 0 1 16 23 40 48 025b Size 0 2 2 7 6 0 0 4 11 33 79 125c Fiber content 5 5 6 0 1 0 24 50 20 19 12 325d Care 6 7 3 0 1 0 32 46 17 20 11 225e Brand 5 6 2 3 1 0 20 41 25 33 7 2

Purchase factors
26a Fit 0 3 2 3 9 0 0 2 5 27 94 026b Style 1 5 3 6 2 0 2 8 13 45 59 126c Quality construction 3 1 5 5 3 0 2 15 21 41 47 226d Price 1 2 3 4 7 0 4 10 12 29 72 126e Care 5 7 0 4 1 0 19 31 19 37 20 2
26f Color 1 5 2 2 7 0 3 15 26 34 49 126g Brand 2 7 3 1 4 0 15 39 19 40 12 326h Other clothes 1 5 7 2 2 0 5 41 21 37 23 1
26i Latest fashion 1 7 6 1 2 0 8 36 22 43 16 3

0..never, 1.sometimes, 2=half the time, 3=usually, 4=always



TABLE 26.--Distribution of responses for clothing selection practices of Senior 4-H members

Question
number Item

Boys (n=10)NSIUA
0 1 2 3 4

No
response

Girls (n=59)NSIUA
0 1 2 3 4

No
response

Independent activity
3a Choose clothes daily 0 0 1 0 9 0 0 0 0 6 53 0
4a Ask no help 0 1 0 5 4 0 0 10 5 33 9 2
1* No identical clothes 0 1 0 3 6 0 0 0 3 32 24 0
2* No similar clothes 1 1 0 3 5 0 0 3 12 32 12 0

Influentials

3b
Parents,

Choose clothes 7 2 0 1 0 0 42 16 0 0 0 1
4b Asked to help 4 5 0 1 0 0 18 35 4 1 0 1

3c

Siblings,

Choose clothes 8 1 0 1 0 0 45 13 0 0 0 14c Asked to help 6 2 0 2 0 0 23 29 5 2 0 0

3d
Peers,

Choose clothes 6 2 2 0 0 0 35 21 1 1 0 1
4d Asked to help 7 2 0 1 0 0 17 30 6 6 0 0
111. Identical to friends 4 3 2 0 1 0 17 33 6 3 0 0
lb Identical to leaders 6 3 1 0 0 0 25 24 6 It 0 0
2a Similar to friends 2 4 2 1 1 0 2 25 11 16 5 0
2b Similar to leaders 4 3 1 0 1 1 15 24 7 10 3 0
5b Consider what friends

wear 4 3 3 0 0 0 20 29 6 4 0 0

* Summary -- reversed mean value of all responses to question
Oanever, lasometimes. 2ahalf the time. 3=usually, 4=always



TABLE 26 - -Continued

Question
number Item

Boys (n'10)
N S f
0 1 2

U
3

A
4

No
response

Girls (n=59)NSfUA
0 1 2 3 4

No
response

Influentials (continued)
Media'

Newspapers
to Wear identical clothes 8 1 1 0 0 0 44 15 0 0 0 02c Wear similar clothes 6 2 0 0 2 0 26 27 5 1 0 0

Magazines
1d Wear identical clothes 7 2 0 1 0 0 26 29 1 1 2 02d Wear similar clothes 7 1 1 0 1 0 15 33 7 2 1 1

Television
le Wear identical clothes 7 2 0 0 1 0 28 26 3 1 1 02e Wear similar clothes 7 1 1 0 1 0 20 33 3 3 0 0

Selection factors
5a Look best on me 0 1 1 3 5 0 0 1 2 24 32 0
5c Comfort 0 1 1 4 4 0 0 8 3 17 30 15d Color 0 4 2 3 1 0 5 14 13 17 10 05e Fashion 3 0 4 2 1 0 8 14 13 16 7 15f Brand 4 2 2 2 0 0 11 21 9 14 3 15g Clean 0 0 0 3 6 1 1 2 1 6 49 0

0.never, 1..sometimes, 2=half the time. 3,..usually, 4=always



TABLE 27.-- Distribution of responses for clothing care practices of Senior 4-H members

Question
number Item

Boys (n=10)NSIUA
0 1 2 3 4

No
response

Girls (n=59)NS/UA
0 1 2 3 4

No
response

Independent activity
6a Hang up or put away

after wearing 2 2 1 4 1 0 3 3 3 14 36 012a Put away clean clothes 1 1 0 4 4 0 0 6 3 13 36 1?a No reminders 2 5 1 1 1 0 4 11 10 18 16 08a Repair own clothes 2 61100 2 13 7 25 12 010a Wash own clothes 2 5 1 0 2 0 1 22 10 9 17 0134 Iron own clothes 2 6 0 2 0 0 6 10 2 12 28 19a Repair family's clothes 5 4 0 1 0 0 12 32 7 7 1 011a Wash family's clothes 4 4 1 0 1 0 7 30 8 7 6 114a Iron family's clothes 6 2 0 0 2 0 16 26 8 6 2 1

Influentials
7b Parents remind 1 3 2 3 1 0 17 16 8 8 10 07c Siblings remind 5 2 0 3 0 0 48 8 2 1 0 0

0=never, 1=sometimes. 2=half the time 3=usually. 4=always



TABLE 27--Continued

Question
number Item

Boys (n=10)NS1UA
0 1 2 3 4

No
response

Girls (=59)NSitIA
0 1 2 3 4

No
response

Other care practices
Member's clothes

By parents
6b Hang up 2 4 0 2 2 0 37 15 2 3 2 0

12b Put away 1 6 0 1 2 0 33 12 5 7 1 18b Repair 1 1 0 5 3 0 7 24 8 12 8 0
10b Wash 0 1 0 6 3 0 5 15 8 22 9 0
13b Iron 1 0 1 5 3 0 22 21 4 8 3 1

By siblings
6e Hang up 4 3 0 1 2 0 49 7 0 3 0 0

12c Put away 5 3 0 1 1 0 41 11 4 0 1 2
Sc Repair 3 2 2 2 1 0 52 6 1 0 0 0

10o
130

Wash
Iron

5
3

4
3

0
2

0
0

1

2
0
0 13

2

2
4
1

0

1

2

2
Family's clothes

By parents
9b Repair 0 1 1 4 4 0 4 9 8 23 14 1
lib Wash 0015 4 0 3 14 6 21 15 0
14b Iron 0 2 0 4 4 0 5 14 6 21 12 1

By siblings
9c Repair 3 4 1 2 0 0 39 17 1 2 0 0

11c Wash 2 5 0 2 1 0 31 17 4 5 0 2
14c Iron 3 4 0 1 2 0 34 18 2 1 2 2

0=never, lmsometimes, 2 "half the time, 3musually, 4=always



TABLE 28.--Distribution of responses for clothing purchase practices of Senior 4-H members

Question
number Item

Boys (n=10)NS/UA
0 1 2 3 4

No
response

Girls (n=59)NS/UA
0 1 2 3 4

No
response

Independent activity
15a Decide without help 0 2 2 3 3 0 3 12 5 34 4 1

17a Make final choice 0 1 0 7 2 0 0 3 2 15 39 0
16a Shop alone 1 3 2 2 2 0 10 26 8 13 1 1
19a Pay for clothes 0 2 4 2 2 0 2 17 12 20 8 0
20a Use own cash 1 3 1 2 3 0 1 15 12 21 10 0
20c Use own check 5 2 1 0 1 1 44 9 1 3 0 2
20e Use own store account 7 0 1 0 1 1 53 4 1 0 1 0
20g Use own bank card 8 0 0 0 1 1 55 2 1 0 0 1
21a Funds from own earnings 1 1 1 4 3 0 2 14 3 27 12 1
27* No identical clothes 0 0 1 3 6 0 0 0 6 27 25 1
28* No similar clothes 0 1 1 3 5 0 0 3 8 29 18 1

* Summary -- reversed mean value of all responses to question
0=never, 1=sometimes. 2=half the time, 3=usually, 4=always



TABLE 28--Continued

Question
number Item

Boys (n=10)
N S f
0 1 2

U
3

A
4

No
response

Girls (n=59)tiSfUA
0 1 2 3 4

No
response

Influentials
Parents'

15b Help asked 3 2 3 2 0 0 5 29 8 13 1 317b Make final choice 1 6 2 0 1 0 16 33 4 5 1 016b Shop with member 1 2 3 3 1 0 0' 21 10 27 1 019b Pay for clothes 1 2 2 3 2 0 2 20 10 21 6 020b Use parent's cash 0 6 2 1 1 0 3 28 11 15 2 020d Use parent's check 1 5 3 0 1 0 18 25 7 7 2 0201 Use parent's store acct. 3 4 1 1 1 0 30 19 2 5 3 020h Use parent's bank card 3 4 0 2 1 0 35 17 2 2 3 0201 Use layaway 6 3 0 1 0 0 35 17 5 0 0 221b Funds from parents 1 5 1 1 2 0 4 29 7 14 4 121c FUnds from clothing
allowance 7 2 0 1 0 0 47 4 1 5 1 121d Funds from gifts 0 6 1 1 2 0 7 40 8 2 0 2

Siblingss
15c Help asked 3 4 1 2 0 0 19 21 9 5 1 4170 Make final choice 6 1 2 0 1 0 44 7 5 0 2 116o Shop with member 3 4 2 1 0 0 19 23 8 7 1 1

Peerss
15d Help asked 6 2 0 2 0 0 14 28 7 7 1 217d Make final choice 8 0 1 0 1 0 40 14 2 2 1 016d Shop with member 4 4 2 0 0 0 9 27 10 10 3 027a Identical to friends 4 3 3 0 0 0 21 24 10 3 0 127b Identical to loaders 7 2 1 0 0 0 34 18 5 1 0 128a Similar to friends 1 5 2 1 1 0 5 30 li 9 3 128b Similar to leaders 6 3 1 0 0 0 17 27 9 3 2 1

0..never, Ussometimes. 2=half the time. 3=usually, 4=always



TABLE 28--Continued

Question
number Item

Boys (n=10)
N S t
0 1 2

U
3

A
4

No
response

Girls (n=59)NSIUA
0 1 2 3 4

No
response

Influentials (continued)
Media,
Look at advertisements

23a In newspapers 3 3 2 1 1 0 3 22 9 9 15 1
23b In magazines 4 4 0 1 1 0 6 16 7 12 17 1
23c On television 1 3 1 3 2 0 5 22 5 15 11 1
23d On radio (hear) 2 3 1 2 2 0 9 21 9 7 12 1
23e In mail catalogs 4 2 3 0 1 0 10 26 1 14 7 1
23f In store displays 1 3 3 1 2 0 3 19 4 20 12 1

Buy from advertisements
24a In newspapers 6 2 1 1 0 0 15 38 2 3 0 1
24b In magazines 6 2 1 0 1 0 18 36 2 2 0 1
24c On television 3 3 2 1 1 0 15 39 3 1 0 1
24d On radio 4 3 2 0 1 0 20 35 0 2 1 1
240 In mail catalogs 4 4 2000 21 29 3 4 0 2
24f In store displays 2 5 1 1 1 0 9 34 8 6 1 1

Newspapers
27c Buy identical clothes 7 2 0 1 0 0 32 21 3 2 0 1
28c Buy similar clothes 7 2 0 1 0 0 26 26 3 3 0 1

Magazines
27d Buy identical clothes 7 2 1 0 0 0 29 22 5 2 0 1
28d Buy similar clothes 7 2 0 1 0 0 21 29 6 2 0 1

Television
27e Buy identical clothes 5 3 1 0 0 1 30 20 6 1 1 1
28e Buy similar clothes 5 3 0 1 1 0 26 23 6 2 1 1

0=never, 1=sometimes, 2=half the time, 3=usually, 4=always



TABLE 28--Continued

Question
number Item

Boys (n.10)N StUA
0 1 2 3 4

No
response

Girls (n.59)NSIUA
0 1 2 3 4

No
response

Other purchase practices
Planning

18a Preplan 2 2 2 2 2 0 3 18 14 19 5 018b Follow exact plan 3 3 2 2 0 0 9 22 15 12 0 118c Unplanned purchases 3 3 2 1 1 0 2 23 13 15 5 1
Store types

22a Department store 4 2 1 2 1 0 8 20 5 17 8 122b Discount store 6 2 0 1 1 0 28 18 7 4 1 122c Mail-order catalog 5 4 0 0 1 0 20 30 3 5 0 122d Specialty store 1 4 0 3 2 0 2 18 7 21 9 222e Variety store 4 4 0 0 2 0 42 12 2 2 0 122f Used-clothing store 6 1 0 2 1 0 46 7 1 3 1 1
Label information

25a Price 0 4 1 1 4 0 1 6 9 21 21 125b Size 0 2 1 3 4 0 2 3 6 11 36 125o Fiber content 2 1 2 3 2 0 8 21 13 8 8 125d Care 3 2 1 1 3 0 6 20 11 14 7 125e Brand 1 5 0 2 2 0 11 24 7 1) 3 1
Purchase factors

26a Fit 0 1 0 2 7 0 1 0 0 10 48 026b Style 0 2 1 3 4 0 1 4 2 27 25 026c Quality construction 0 3 0 2 5 0 2 5 12 20 20 026d Price 0 2 1 2 5 0 1 2 12 16 28 0
26e Care 1 2 1 2 4 0 4 20 9 14 12 026f Color 0 0 2 3 5 0 1 4 8 30 16 026g Brand 1 3 2 2 2 0 9 20 13 10 6 1
26h Other clothes 1 0 3 3 2 1 1 13 14 19 11 126i Latest fashion 2 3 1 4 0 0 4 22 11 15 7 0

0=never, 1.sometimes, 2=half the time, 3=usually, 4=always


