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This thesis is a study of the job satisfaction Home Economics 

majors experience from their work in junior executive positions in 

retailing, an investigation of their former expectations and approach 

to ,retailing, and an evaluation of certain specific course areas usu- 

ally included in clothing, textiles, and related course areas in 

Home Economics curriculums. 

Information was obtained by surveying women currently in 

junior executive positions with retail firms in the western states. 

The satisfaction of respondents who had completed requirements 

for a degree in Home Economics was then compared with the satis- 

faction of young women who had completed requirements for a de- 

gree in any other four -year college curriculum. 

It became apparent from a review of the current literature 

on job satisfaction studies that three main categories of job satis- 

faction are agreed upon by many researchers. These are the 
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satisfaction which the worker's pay and status brings him in the 

outside community, the satisfaction the individual receives from 

being employed by a certain firm and being in certain surroundings, 

and the intrinsic satisfactions of the actual work being done. These 

three categories were used as a basis to develop situations which 

were felt to influence job satisfaction. These situations were then 

used to form the job satisfaction measurement used in this study. 

A questionnaire was constructed to measure job satisfaction, 

realistic approach, and adequate preparation, and was set up in 

three parts. The first part of the questionnaire required the re- 

spondent to indicate demographic information, to give reasons for 

selecting a retail career, to evaluate major preparation, and to 

objectively rate her job satisfaction. The second part of the ques- 

tionnaire measured preparation and realistic approach to retailing, 

and the third part consisted of 81 situations designed to yield a sat- 

isfaction score. 

Four hundred and ninety questionnaires were sent to twenty - 

three personnel directors in department and departmentalized 

speciality stores in the western states with a request that these 

personnel directors distribute the questionnaires to their executive 

trainees. Eight personnel directors indicated that they had dis- 

tributed the questionnaires to their trainees and requested copies 

of the results of this study. Ten replied that they did not wish their 



trainees to cooperate in the study and 164 incompleted question- 

naires were returned by them. Five personnel directors did not 

reply to the author's letter asking for cooperation. Of the 326 

questionnaires possibly distributed to trainees, 120 were returned 

by young women in junior executive positions. Fifty -eight of the 

120 were discarded as unusable, leaving 62 returns composed of 

25 Home Economics majors and 37 non -majors. This was a 19 

percent return of the total number of questionnaires which could 

have been received by trainees. 

The returned questionnaires were analyzed with the use of 

several statistical techniques. A mean satisfaction score for each 

respondent was determined on the basis of responses to the 81 situ- 

ations in Part C. The Student's t -test was then used to test for dif- 

ferences between the average of the Home Economics majors' 

scores and the average of the non -majors' scores. Respondents 

were classified by age, length of service, age at decision of occu- 

pation, and location of college attended, and multiple range tests 

were used to test for differences in job satisfaction between re- 

spondents checking the various classifications. 

Frequency counts were made of the reasons each respondent 

indicated for selecting a retail career. Frequency counts were 

also made of each respondent's evaluation of certain clothing, tex- 

tiles, and related course areas. The Student's t -test was used to 



test for d i f fer e n c e s in the realistic approach, as well as to 

determine the difference in preparation, between the two groups. 

The four questions designed to measure realistic approach were 

also analyzed independently with the use of the chi- square test for 

independence to determine if there was a significant difference be- 

tween the realistic approach of the two groups based on the individ- 

ual questions. Means for all respondents, means for Home Eco- 

nomics majors, and means for non -majors were determined for 

each of the 81 situations measuring job satisfaction to identify situ- 

ations with which respondents in each of these groups were satisfied 

or dissatisfied. These situations were arranged in order from 

high satisfaction to low satisfaction for all respondents and listed 

in Appendix C. Also included in Appendix C are the differences 

between the major means and non -major, means for each of the 81 

situations. The relationship between respondents' objective ratings 

of satisfaction and their subjective satisfaction scores are dis- 

played in a two -way contingency table to show the distribution of 

frequency of occurrence of the subjective and objective measure- 

ments. 

The data collected from the questionnaire revealed that the 

mean satisfaction scores of majors and non -majors differed, and 

non -majors were significantly more satisfied than majors in retail 

junior executive training. Majors were more satisfied than 



non -majors with some situations and dissatisfied with others. The 

recommendation was made that these situations be presented to 

Home Economics majors planning to enter retail careers in order 

that they might more fully realize how these situations in their 

future work will affect them personally. 

Non -majors were also significantly more realistic than ma- 

jors in, their approach to retailing. Majors felt significantly more 

adequately prepared than non- majors in clothing, textiles, and re- 

lated course areas, but a few areas of inadequacy in Home Econom- 

ics college preparation were noted for the majors. Generally, it 

appeared that Home Economics majors feel their college major is 

useful in their retail work, and a greater percentage of the majors 

than the non- majors would again select the same college curricu- 

lum if given the opportunity to choose again. 

Reasons for selecting retail careers were similar for the two 

groups and an interest in clothing was the reason most frequently 

indicated by both groups. It was concluded that Home Economics 

majors in this study may experience less satisfaction in retail 

careers than non -majors because of a lack of a realistic approach, 

and that future research should be conducted to determine what 

causes this dissatisfaction, and how it may be alleviated. 
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SATISFACTIONS AND DISSATISFACTIONS OF COLLEGE 
HOME ECONOMICS MAJORS IN RETAIL CAREERS 

INTRODUCTION 

Retailers, business administrators, professors, psycholo- 

gists, and other persons interested in human relations are seriously 

investigating factors which contribute to an individual's satisfaction 

with his work. As work is one of man's main activities, it seems 

likely that if an individual is satisfied and contented with his situa- 

tion at work, he generally will be a more contented and happy per- 

son. Retailing executives, and particularly junior executives, have 

frequent occasions to meet the customer personally. Unhappy, 

dissatisfied employees cannot be expected to present a good front 

to the customers they serve and the public they meet. Heyel states 

that an employee is a "walking advertisement" for his company and 

can present a good front to the public only if he is enthusiastic a- 

bout his job (35, p. 19). Three years ago the author of this thesis 

was serving customers as an assistant buyer in a California retail 

firm and became interested in the satisfactions and dissatisfactions 

Home Economics majors experience in retail junior executive posi- 

tions. Upon entering graduate school this problem was chosen for 

individual investigation and this thesis is the report of that research. 

One author has divided the satisfaction the worker receives 
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from his work into five categories: (1) The intrinsic satisfactions 

the worker receives from performing a job which challenges his 

abilities, which shows his worth, and which allows him to do the 

types of things he enjoys doing, (2) The feeling of belonging to an 

immediate work group, (3) The identification with the company 

when in the larger social system, (4) The satisfactions derived 

from relationships with the supervisor as a personality, and (5) In- 

direct satisfactions found in the outside community through the 

prestige and wages of his job (44, p. 76). 

Most of the research concerning job satisfaction has been in 

the form of morale studies, and until recently, has concentrated 

mainly on satisfaction and morale among the rank and file, rather 

than on management personnel. An extensive review of almost 

2,000 writings on research about job satisfaction and job attitudes 

was published by the Psychological Service of Pittsburgh in 1957. 

The Service concluded that there is an urgent need for a better 

understanding of the attitudes of both managers and workers about 

their jobs (33, p. vii). 

One psychologist recently stated, "Our picture of the prob- 

lems of human motivation and organizational goals will never be 

complete without an anlysis of the directing part of the structure as 

well as the larger portion of the work force. One area of motiva- 

tional studies is surprisingly lacking - -the study of motivation of 
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management." (28, p. 187 -188). A Business Administration pro- 

fessor at the University of Oregon stated in 1964 that "...we know 

very little about the motivations of members of our managerial oc- 

cupations and the kinds of satisfaction which they derive from their 

jobs and their everyday work activities." (46, p. 35). 

Need for the Study 

A few studies have considered job satisfaction of Home Eco- 

nomics teachers, but none have directly studied the satisfaction of 

Home Economics majors who selected a retail career. As a con- 

siderable number of young women planning executive careers in 

retailing select a Home Economics or a Clothing and Textiles cur- 

riculum in college, there is a need for research to be conducted to 

determine if their philosophic and academic preparation for retailing 

is such that these women find satisfaction in their chosen vocation. 

While discussing Home Economics majors planning to enter retail 

careers, LaGrange states, "If these students were better prepared 

in college, they might command higher beginning salaries, perform 

more responsible and interesting assignments with higher prestige, 

and thus avoid much of the discouragement which they meet in the 

first working experience." (50, p. 2). 

This study is concerned with job satisfaction of Home Eco- 

nomics majors in retail junior executive positions, and the 



implications the results may suggest for Home Economics. The 

findings of this study should be beneficial to vocational advisors in 

high schools and colleges as they counsel young women, and to 

Home Economics teachers in colleges and universities in the west- 

ern states, since the results could be applicable to curriculum re- 

vision and course content. As the satisfactions Home Economics 

majors experience in retail careers have not been explored previ- 

ously, it is felt that it would stimulate more interest in researching 

an area of Home Economics training not yet fully explored. Hope- 

fully, this thesis will aid young women entering retail careers to 

better understand what to expect in retailing and to approach théir 

occupation realistically and fully prepared. Mainly, it is hoped 

that this thesis will help them to eventually find the maximum satis- 
, 

faction possible in their occupation. 

Statement of the Problem 

There are two main purposes of this study: (1) To determine 

the satisfaction Home Economics majors experience from their 

work in training for retail executive positions, and (2) To evaluate 

their college coursework and course content as preparation for 

retail careers. The findings will be presented by analyzing re- 

sponses to a written questionnaire administered to young women 

currently in junior executive positions in retail firms in selected 

4 
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western states. 

The Objectives 

1. To compare the satisfaction Home Economics majors 

experience from their work in retail training with the satisfaction 

received by graduates in other college curriculums. 

2. To determine some specific situations which yield highest 

satisfaction or lowest satisfaction for young women in retail training. 

3. To determine if Home Economics majors approach retail 

careers realistically. 

4. To determine if certain specific expectations Home Eco- 

nomics majors held before entering retailing have been fulfilled. 

5. To determine if Home Economics majors feel their col- 

lege preparation in major subject areas is adequate for retail 

careers. 

6. To determine particular areas of strength or weakness 

in Home Economics curriculums. 

7. To determine reasons why Home Economics majors se- 

lect retail careers. 

The Hypotheses 

I.. Home Economics majors are as satisfied in junior execu- 

tive positions in retail careers as non -majors. 
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II. There is no difference between the realistic approach to 

retailing of Home Economics majors and the realistic approach of 

non -majors. 

III. Home Economics majors are as adequately prepared in 

clothing, textiles, and related course areas for retail careers as 

non -majors. 

IV. There is no difference between the reasons Home Eco- 

nomics majors select retail careers and the reasons non -majors 

select retail careers. 

Definition of Terms 

Perception is what is subjectively experienced as existing in 

a given social situation (69). 

An Attitude is the approval or disapproval of a situation in 

terms of the degree to which the individual's expectations, stand- 

ards, and needs are seen, or perceived, by the individual as being 

met. An individual's attitudes influence how he sees various as- 

pects of the world (69). 

Job Satisfaction or Dissatisfaction is the result of the atti- 

tudes a person holds toward his job. Job satisfaction is the fulfill- 

ment of aspirations and expectations, and results when the individ- 

ual receives from his work what he expects and wants to receive. 

Job dissatisfaction results when he does not (24, 69, 56). 
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Morale usually has a broader meaning than job satisfaction, 

and information about morale often includes information about job 

satisfaction. Morale appears to be generated within the work group 

and often concerns personnel practices, while job satisfaction is 

more individualized and personal (66). 

Retailing is the selling of goods for personal or household 

consumption: the final selling of goods to the ultimate consumer. 

Junior Executives or Trainees are young men and women 

working in lower management positions in retail organizations with 

the goal of becoming a buyer or other senior executive within the 

firm. 

A Realistic Approach is perceiving or expecting a given social 

situation to be as it exists. If the individual had a realistic approach 

to retailing, expectations about retailing held by the individual be- 

fore entering the occupation were well- founded or nearly accurate. 

Graduate Home Economics Majors are young women who have 

completed requirements for a bachelor's degree in a four -year col- 

lege curriculum in some phase of Home Economics. 

Graduate Non -majors are young women who have completed 

requirements for a bachelor's degree in a four -year college cur- 

riculum other than Home Economics. 
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The Setting of the Study 

This study has its setting in retail organizations known as 

department stores or departmentalized speciality stores in which 

goods are placed by type, price, function, or some other common 

characteristic into sections or departments for distribution to the 

consumer. Each section or department is generally controlled by 

its own hierarchy of executives, who in turn are controlled by 

higher management personnel. Lower executive or management 

positions within each department form a natural training ground for 

the development of young men and women for more important buying 

or senior executive positions within the firm. Seldom are two 

stores organized in the same manner, and the training junior execu- 

tives receive depends on the organization of the store and what the 

store considers necessary. 

The positions junior executives hold within the firm often are 

vastly different from store to store, but typically, trainees move 

through a series of promotions which require them to hold various 

positions such as head of stock in one department, assistant buyer, 

manager of a suburban branch department, sales manager of a 

downtown department, assistant fashion coordinator, and other sim- 

ilar junior executive positions. During this period of training and 

promotion, junior executives learn what goes on in a department 
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store, and how to execute those tasks which must be done in order 

for the store to function. Among other things, they learn by expe- 

rience how to serve customers, deal with salesmen, work with 

subordinates, and earn a profit for the individual department and 

the organization. If they meet qualifications set by the store, and 

openings occur, they are generally able to work their way from 

beginning trainee to buyer within seven or eight years in the larger 

firms. 

The Limitations of the Study 

This study is confined to department stores and departmental- 

ized speciality stores and their area branches in the seven metro- 

politan areas of the west including Los Angeles and San Francisco, 

California; Phoenix, Arizona; Seattle, Washington; Salt Lake City, 

Utah; Denver, Colorado; and Portland, Oregon. Stores surveyed 

in this study are limited in size to those employing a minimum of 

1,000 full -time employees in their total store operation. It was 

felt that stores of this size, rather than smaller firms, would be 

likely to have more formalized junior executive training which 

would attract young women interested in retail careers. 

All subjects in this study are women and their positions within 

the individual retail firms are limited to junior executive or trainee 

positions such as head of stock, assistant buyer, floater, trainee 
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squad member, manager of a branch department, assistant fashion 

coordinator, sales manager of a downtown department, assistant 

interior designer, and other similar positions. It was felt that 

buyers or senior executives would have different work situations 

from junior executives, and that their satisfaction with their work 

might be influenced by different variables than would junior execu- 

tives. 

The method of collecting data in this study is by questionnaire. 

As many studies have shown, personal interviews of subjects are 

costly, time -consuming, and difficult to analyze. Due to these 

reasons, it was decided to question subjects by mail rather than 

personal contact. 
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REVIEW OF THE LITERATURE 

During the past few years, considerable attention has been 

devoted to the study of human relations in work situations. Place- 

ment counseling, labor turnover and absenteeism, mental health, 

fringe benefits, supervision and attitudes, morale, productivity, 

and job satisfaction and dissatisfaction have all been investigated 

by persons involved with human relations problems. This particu- 

lar study is concerned with job satisfaction and dissatisfaction of 

junior executives in retailing. 

The following pages deal with some of the various aspects of 

job satisfaction and dissatisfaction as reported in the literature of 

the 20th century and reviewed by the author: (1) Types of job satis- 

faction studies, (2) The prevalence of job satisfaction and dissatis- 

faction, (3) Demographic characteristics of satisfied and dissatis- 

fied workers, and (4) Factors resulting in satisfaction and dissatis- 

faction among workers. 

Types of Job Satisfaction Studies 

A review of the literature reveals that many studies con- 

cerning various aspects of job satisfaction and dissatisfaction have 

been conducted, and many different techniques for measuring job 

satisfaction have been employed. Measurement and analysis 
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techniques used include questionnaires and tests such as the 

Rorschach Responses (41), the Likert Five Item Questionnaire (64), 

the Science Research Associates Employee Inventory (2), attitude 

and morale scales (75, 54), interest scales (41), and observations 

and interviews of workers by numerous trained psychologists. 

Robert Hoppock, H. Alan Robinson, and others have periodi- 

cally reviewed the literature concerning job satisfaction and dissat- 

isfaction. After reviewing the literature of 1949 they concluded 

that questionnaires of one type or another seem to be the main 

method of surveying employee attitudes (38), and this appears to 

hold true today. 

Hoppock's Job Satisfaction Blank has been used or adapted 

for numerous studies (41). This questionnaire consists of questions 

with closed answer responses, the checklist type of question with 

"yes ", "? ", and "no" responses, and some questions requiring 

free answers on the part of the respondent (37, p. 159 -162). 

Most researchers today feel that a questionnaire concerning 

work attitudes should test for three aspects of each situation as is 

typified by Rosen and Rosen. They investigated each topic in their 

questionnaire in terms of (A) standards (what should be done), 

(B) perceptions (what was seen as being done), and (C) evaluations 

(the feeling about what was seen as being done). They reasoned 

that satisfaction and dissatisfaction are related to the extent that 
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desires are perceived as being met (68). 

Prevalence of Satisfied and Dissatisfied Workers 

In regards to prevalence of dissatisfied workers, the Psychol- 

ogical Service of Pittsburgh while reviewing research and opinions 

on job attitudes of the last fifty years, states, "The prevalence of 

job dissatisfaction today is difficult to estimate with reasonable 

accuracy. The very term 'job satisfaction' lacks adequate defini- 

tion. Most attempts at anlysis agree that there are many facets to 

this term, and that job satisfaction is not a unidimensional attitude." 

(33, p. 1). Not only are there differences of opinion concerning a 

concise definition for the term "satisfaction ", but researchers will 

frequently place their main emphasis of study on aspects of satis- 

faction which differ from those considered important by other re- 

searchers. Many original methods of testing have been devised, 

often making it difficult to compare results of one study with results 

of another. In addition to methodological inconsistencies, the 

measurement of satisfaction of employees in different occupations, 

types of work, and skill levels, has made it difficult to compare or 

combine results of these studies to determine a reliable estimate 

of the prevalence of dissatisfaction. 

Centers reported that 84 percent of his 1,000 American males 

in a cross -section of occupations were satisfied (7), and Cramer, 
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studying male and female graduates of a Missouri high school, 

found 70 percent contented with their occupational situation (9). 

Robinson, Connors, and Robinson, while reviewing the literature 

concerning the prevalence of job satisfaction and dissatisfaction for 

the past 29 years concluded, "These studies.. yield 450 percentages 

ranging from 1 to 92 percent with a median of 13 percent dissatis- 

fied. The median has fluctuated between 12 and 13 percent dissatis- 

fied for the past decade." (67, p. 361). 

Blauner states that satisfaction varies greatly depending on 

the occupation of the worker. "Highest percentages of satisfied 

workers are usually found among professionals and businessmen. 

In a given plant, the proportion satisfied is higher among clerical 

workers than among factory workers, just as in general labor force 

samples it is higher among middle -class than among manual working 

class occupations." (4, p. 341). 

In a study of the morale of college trained adults, Miller 

found that executives and managers exhibit high morale more often 

than low. He explains that this may be due to personality traits 

which would make the individual choose an executive position in the 

first place, or to the fact that the position of the executive in the 

social hierarchy tends to satisfy his pride (54). The National In- 

dustrial Conference Board studied 1074 male college graduates who 

had completed various company management training programs and 
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concluded, "Perhaps no other group in business has higher morale." 

(58, p. 30). 

It has been found that reasons given by workers for being 

satisfied with their jobs are less precise than the responses given 

by dissatisfied workers (32). Reynolds and Shister state, "A dis- 

satisfied worker is likely to have some localized grievance which 

he can definitely state, a satisfied worker has only a general 

pleasant feeling about the situation." (65, p. 8). 

Characteristics of Satisfied Workers 

Numerous studies have been conducted to determine which 

workers are more satisfied and to describe satisfied workers in 

terms of age, length of service, educational level and training, sex, 

and marital status. Included in the following pages are character- 

istics of satisfied workers found in the literature which are felt to 

be relevant to this study. 

The analysis of studies concerned with satisfaction in relation 

to age shows a fairly consistent trend. In general workers starting 

their first job show high morale, but during the next few years 

satisfaction tends to decrease and continues low until around the 

age of 30, at which time satisfaction and morale generally climbs 

with age. Benge and Copell's survey found workers under 20 high 

in morale, from 20 to 29 low in morale, and those older than 29 
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again higher in morale (3). Morse states that, "The need for pay 

and job status increases as the employee grows older.. This growing 

need, if not adequately fulfilled, leads to a discrepancy between the 

level the individual aspires to in the hierarchy and where he is." 

(56, p. 164) . 

The Psychological Service of Pittsburgh summarized the age 

characteristic of satisfied workers in their 1957 review of the 

literature: 

"The results of 17 out of 23 studies on the job satis- 
faction of workers at various age levels present the 
following picture: morale is high when people start 
their first jobs; it goes down during the next few 
years, and remains at a relatively low level; when 
workers are in their late twenties or early thirties 
morale begins to rise. This rise continues through 
the remainder of the working career in most cases." 
(33, p. 11). 

It would be expected that length of service would show similar 

trends in relation to satisfaction, as would age, since the older 

worker would have been employed longer, and Benge and Copell 

found this to be true. Employees having worked less than one year 

had high morale or job satisfaction; one to two years, average mor- 

ale; three to four years, low; five to nine years, lowest; ten to 

nineteen years, average; and twenty plus years had high morale 

(3). In Hull and Kolstad's sample, employees with less than one 

year of service generally had higher morale than those from one 

to five years of service (39, p. 357). 
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John and Dorothy Dyer conducted research concerned with the 

relationship between the age at which a vocational choice is made 

and the permanence of that choice. The original work by John 

Dyer was started in 1924 at the University of Kansas. One hundred 

one male students were questioned about their vocational plans and 

when they had chosen their career. Five years later they were 

requestioned to see if they had remained in their originally chosen 

occupation. Ninety percent of those who had made their decisions 

before entering high school were still in their original choice of 

work, but those who had made their choices in high school and col- 

lege had changed their occupations more often (11). After a ten 

year interval, Dorothy Dyer followed up the original 101 students 

tested by John Dyer and concluded that vocational decisions of col- 

lege graduates made early in life have the greatest holding power, 

and that decisions made in line with family tradition, boyhood oc- 

cupations and hobby have a high degree of permanence (10). 

Ginzberg and associates investigated how an occupation is 

chosen by studying males in elementary schools and colleges. They 

developed the theory that occupational choice is a developmental 

process consisting of a series of decisions made over a minimum 

period of six years, typically ten years or more, and that each 

decision is based on experiences up to that point, and in turn in- 

fluences future experiences. Thus, they concluded, career choice 
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is a matter of compromise (20, p. 198). 

Goldsen, et al, studied nearly 3,000 students on college 

campuses and concluded that the student who selected a profession 

and stayed with it throughout his college career has been more suc- 

cessfully conditioned to the values, standards, and subcultures of 

his profession than his counterpart who shopped around for a career 

during his early years of college (21, p. 42). The Psychological 

Service of Pittsburgh concluded that those who acquire training or 

education for a particular field of work enjoy greater job satisfac- 

tion. Those persons who make vocational choices early, and with 

a knowledge of themselves and the world, are less likely to change 

their occupation and are more likely to find satisfaction in their 

work (33, p. 221 -222). 

Studies relating job satisfaction to amount of education com- 

pleted have had varying conclusions. Centers and Cantril studied 

a national cross -section of 1165 individuals and found that present 

income is generally a more reliable index to present satisfaction 

and desire than is education. They found a drop in the worker's 

liking for his job with increased education only for the minority 

of their national sample earning higher wages. These more highly 

educated persons were dissatisfied with their jobs and wanted sig- 

nificantly higher income than others in the same economic group 

(8). 
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Vollmer and Kinney found in their study that, "The higher the 

worker's educational level, the more likely he is to report dissatis- 

faction with his job; conversely, the lower the worker's educational 

level, the more likely he is to report high satisfaction with his job 

(76, p. 39). Kornhauser and Sharpe found no relationship between 

education and satisfaction while studying a population of female 

factory workers (47). On a higher occupational level, the study of 

Home Economics teachers by the American Vocational Association 

reported increased satisfaction with increased education. They 

reasoned that the increase in satisfaction was either a cause of, 

or a result of, increased education among these college graduates 

(1, p. 7). One recent study found that nurses form an image of 

their profession, and satisfaction with the profession depends on 

how well they see themselves fitting that image (73, p. 65). 

Another study found that nurses increasingly identified with, and 

felt they became a part of, their occupation as years of professional 

training increased (49). 

Morse found that increased education among white -collar 

workers increased the need for pay and status (56, p. 164). In 

another study, Mann found that increased education made men in 

blue -collar occupations and women in white -collar occupations 

more likely to be dissatisfied with the amount of job responsibility 

allowed in those occupational levels. He concluded that educational 
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institutions tend to create levels of aspiration and expectations about 

occupational opportunities which present jobs do not meet (53, p. 

902). 

Habbe states that the important factor in an individual's 

morale is not his actual level of achievement, but the gap which 

exists between what he achieves, and what he expects to achieve 

(27). He studied over 1,000 college gradiates from one to six 

years after graduation and found that 14 percent expressed a failure 

of their job to meet expectations (26). Hamilton found that her 

sample of undergraduate Home Economics majors planning retail 

careers lacked a realistic view of the retailing field and 54 percent 

of the alumnae studied indicated that the main area of deficiency in 

their undergraudate curriculum was the lack of a realistic view of 

retailing. She concluded that the lack of actual work experience as 

part of their curriculum could account for the large number of 

alumnae who were later disillusioned with retailing. About 15 per- 

cent of her sample said they selected a retailing major because it 

sounded glamorous (29, p. 25). Approximately one -half of the col- 

lege graduates studied by the National Industrial Conference Board 

said they had a realistic view of what their present job would be 

like when they left college (58, p. 32) . 

Porter states, "...lower -level managers' expectations in 

most of the specific need satisfaction areas are much more 
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divergent from their perception of reality than is the case for top 

managers." He concludes that either the expectations of lower - 

level managers must be changed or else the possibilities for satis- 

faction from the job will have to be changed (60, p. 383). Harrison 

suggested future research concerning what expectations of satis- 

faction obtainable from work in general and from a specific job in 

particular, individuals hold, and concluded, "We would anticipate 

that the effects of the opportunities offered by the job would vary 

with the expectations of the individual." (30, p. 433). 

Generally, the research shows that work outside the home or 

work for pay is not as important to women as it is to men, and, 

therefore, women receive slightly higher satisfaction scores than 

men. Zaleznik, Christensen, and Roethlesberger found that wo- 

men expect, and are expected by society, to achieve less in their 

work situations than men, and that, therefore, it was not surprising 

to find women in their sample expressing and feeling more satis- 

faction with their work than men (77, p. 394 -404). Brayfield, 

Wells, and Strate found that job satisfaction or job adjustment was 

related to life adjustment in general to a greater degree among 

men than among women. They felt that work was a less important 

factor in the lives of the women than in the lives of the men they 

studied (6). 

Kuhlen studied graduate students and also found that occupation 
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is psychologically more central or important to men than to women 

(48). Rachman and Kemp report research concerning job satisfac- 

tion and contentment of retail buyers. They found that on the aver- 

age, the women studied were happier with their jobs than the men, 

but buyers generally registered a high level of job satisfaction. 

Buyers in their sample were happiest when they were performing 

duties directly connected with buying activities (63). 

Kornhauser and Sharp found no relationship between job atti- 

tudes and marital status in their study of factory girls (47). Kolstad 

studied selling and non - selling employees of an Eastern department 

store and found no significant differences in morale scores between 

married and single women (45). Robinson, Connors, and Robinson 

concluded from previous research that, "Married women are rela- 

tively satisfied with their jobs, but don't as do single women, work 

as much for the satisfaction work itself affords." (67, p. 360). 

Increasing attention has been given to the relationship be- 

tween the worker and his emotional life. According to Inlow, 

"... job satisfaction appears to be a part of a general pattern of the 

personality, interests, and experiences of the individuals who were 

surveyed." (40, p. 180). 

Each individual is "conditioned" by his experiences, and 

brings to his job a complex pattern of behavior, attitudes, and con- 

cepts which are a result of his life experiences. His expectations 
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about the job are a result of this "conditioning ", and he has certain 

demands and is seeking certain satisfactions from his job. These 

personal conditions for job satisfaction are discussed by Gardner 

and Moore in their 1964 edition of Human Relations in Industry. 

They state, "...we can describe the well- adjusted person as one 

who finds some balance between the satisfactions he is seeking, 

between his demands and expectations, and the satisfactions which 

the job provides. The poorly adjusted individual is the one whose 

demands are much greater than the satisfactions he receives." 

(18, p. 388). 

Friend and Haggard conducted a study which deals with the 

work and emotional adjustment of individuals. It presents an analy- 

sis of a group of men and women who came to a counseling service 

for guidance between 1934 and 1941. These individuals were placed 

into either a high or a low satisfaction group, and then trends based 

on their individual personality traits were taken from their life 

histories. Several characteristics of the highly adjusted or highly 

satisfied group were closely -knit families, feelings of affection for 

fathers, ability to make decisions independently, fewer experiences 

of sibling rivalry, persistence, security within themselves, flexi- 

bility, seeking of work, and dependability (16, p. 47 -48). Kates, 

however, could find no relationship between job satisfaction and the 

Rorschach signs of maladjustment (41, p. 29). 
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The Psychological Service of Pittsburgh summarizes: 

"The satisfied worker is, in general, a more flexible, 
better adjusted person who has come from a superior 
family environment. He is realistic about his own 
situation and about his goals. The worker dissatisfied 
with his job in contrast, is often rigid, inflexible, un- 
realistic in his choice of goals, unable to overcome 
environmental obstacles, generally unhappy, and dis- 
satisfied. It must be emphasized that not all workers 
with these psychological characteristics are dissatisfied 
with their jobs. The data do show that workers dissat- 
isfied with their jobs often show these characteristics." 
(33, p. 41). 

Job Satisfaction Factors 

Herzberg, Mausner, and Synderman collected data on how 

workers felt about various aspects of the job and what factors were 

associated with these feelings or attitudes. They found that re- 

spondents who were satisfied with their jobs tended to describe 

factors that were task oriented, but the respondents who were dis- 

satisfied with their jobs more frequently reported factors involving 

the job context or surroundings (34, p. 63). Zaleznik, Christensen, 

and Roethlesberger state, "The individual's satisfaction or dissat- 

isfaction is determined by his total situation at work and at home, 

in every aspect of his life." (77, p. 256). 

Hoppock feels that there is no such thing as job satisfaction 

independent of the other satisfaction of one's life. There are de- 

grees of satisfaction and individuals tend to seek the optimum degree 
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of satisfaction. He states, "A person may be satisfied with one 

aspect of his job and dissatisfied with another." (37, p. 5). He 

further adds, "Through some psychological or physiological mech- 

anism, most of us acquire a sort of vaguely defined attitude toward 

our total job situation." (37, p. 48). 

A Fortune survey of factory workers conducted by Elmo 

Roper attempted to isolate which factor or combination of factors 

produced the greatest job satisfaction. Roper concluded, "...what 

makes for the satisfaction of a worker with his company is not 

what morale factors a worker has, but how many." (13, p. 6). 

Thus, Roper concludes that a worker having any two factors is as 

satisfied as another with two different factors. A worker having 

five factors is more satisfied than a worker having only four, and 

so on. 

Friedlander and Walton studied scientists and engineers of 

a number of firms who were appraised by management as being 

more productive than comparable employees. They found that 

factors which lead to positive motivations and satisfaction are ele- 

ments central to the work process -- interest in work, importance 

of work, challenging projects. These factors can produce or pre- 

vent job satisfaction, but those factors which lead to negative mo- 

tivations or dissatisfaction are peripheral to the work process 

itself, such as pay and promotion, supervision, leadership and 
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management, housing, living costs, etc. - -and can produce or pre- 

vent job dissatisfaction. They concluded that satisfaction and dis- 

satisfaction are neither related nor complementary (15). 

The employee's attitudes about his job will, in part, deter- 

mine the satisfaction received from the work situation. Morse 

states that satisfaction depends basically on what the individual 

wants in relation to what he receives. "The greater the amount the 

individual gets, the greater his satisfaction, and, at the same time, 

the more the individual still desires, the less his satisfaction." 

(56, p. 28). 

Schaffer developed the theory that, "Overall job satisfaction 

will vary directly with the extent to which those needs of an individ- 

ual which can be satisfied in a job are actually satisfied; the stronger 

the need, the more closely will job satisfaction depend on its ful- 

fillment." (71, p. 3). Three main areas of fulfillment leading to 

job satisfaction emerge in the literature today: (1) Monetary, 

prestige, or recognition rewards, (2) Co- workers and aspects con- 

cerned with the specific place of work, and (3) Actual work content, 

the accomplishment of specific ends, or the intrinsic nature of the 

work performed (14). Just what aspects of these factors contribute 

more toward job satisfaction has been the question of many re- 

search studies. 

The relationship between the salary, status, and prestige 
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aspects and satisfaction is uncertain, but from the literature it 

appears that fairness in pay is more important than the actual a- 

mount of salary received (54, 12). In a study of job satisfaction 

among railroad workers, Stagner, Flebbe, and Wood found that, 

"...those whose jobs have led to positions of prestige and profit 

show high satisfaction scores, whereas those whose jobs have led 

to frustrations and disappointments show low satisfaction." (72, 

p. 305). In a survey administered by the management of a candy 

company, Benge and Copell report a significant relationship between 

earnings and job satisfaction. They found that employees with good 

morale generally had high or low earnings, whereas those in the 

middle earning brackets had lower morale (3). Inlow (40) and 

Miller (54) in their studies of college graduates found that dissatis- 

faction was directly related to income. However, contrary to these 

studies, Habbe found no significant relationship between job satis- 

faction and earnings among life insurance agents (25). 

Katz states, "Wages and job level are related to satisfaction 

only as they are interpreted by the individual in the light of his 

training and experience." (44, p. 78). Morse found that the satis- 

faction an individual obtains from his pay and status depends upon 

the extent to which his pay and job status level at a particular stage 

of his life cycle meets his aspirations. She found that satisfaction 

with pay and status depended on a variety of factors such as the 
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amount of relevant training and experience of the individual, cultural 

expectations, and the degree of economic need of the person at that 

time (56, p. 111). Employees in the lower paying jobs of her sam- 

ple were generally more satisfied with their pay and status than 

those in higher paying jobs, and younger employees earning lower 

salaries were more satisfied than older employees with lower sal- 

aries. She reasons that younger employees do not experience as 

much economic need when just beginning their work life, but that 

older employees feel that they ought to have advanced further and 

be earning higher salaries. The gap between what older employees 

want and what they are getting is greater than the gap which exists 

for younger employees (56, p. 164). Tuckman and Lorge, studying 

projected feelings toward aging, concluded, "...when the individual 

can still look forward to wage increases and job promotions, his 

job satisfaction is high; whereas when he reaches the peak in salary 

and job responsibility, his job satisfaction is low. " (74, p. 148). 

In an early study by Centers and Cantril it was found that, 

generally, income was a more reliable index to satisfaction and 

desire than was occupation. However, they noted a tendency for 

persons in positions providing greater personal independence to be 

more satisfied in all income levels (8). In a later study by Morse 

and Weiss, salary was mentioned more frequently by managers 

and appeared to be more important to them than it was to 
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professional or sales people who stressed the content of the job 

itself (57). The Psychological Service of Pittsburgh concluded from 

research on the status and salary factor of job satisfaction that, 

"Although level of occupation... and income are closely 
related in our society, only level of occupation shows 
a clear -cut effect on job attitudes... the higher the oc- 
cupational level the greater the worker's satisfaction 
with his job... There is good support for the thesis that 
morale increases as the worker takes on increased 
responsibility and authority." (33, p. 23) 

The conditions surrounding the place of work such as co- 

workers, hours of work, the feeling of security resulting from being 

employed by a particular firm, company policies, and benefits have 

been the subject of numerous studies trying to determine what 

factors contribute to an individual's satisfaction with his job. 

Relationships with co- workers, superiors, and subordinates 

have generally been shown to have an influence on job satisfaction. 

The size of the firm has been thought to influence the size of work 

groups, suggesting that relationships with other members of the 

work force would be difficult to maintain in large firms, but Porter 

states that low morale and job dissatisfaction will not necessarily 

exist in a large firm as long as work units are kept small and social 

relationships are allowed to form (62). Hoppock found that the 

more satisfied teachers in his sample enjoyed better human rela- 

tions with superiors and associates (36), and Zaleznik, Christensen 

and Roethlesberger found that group membership or reward by the 
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group was a major determinate of worker satisfaction (77, p. 352). 

Miller found social approval by both co- workers and the community 

important to college trained adults (54). 

In regards to manager- subordinate relationships, Henry 

studied 100 successful businessmen to find common traits in per- 

sonality and stated that the managerial personality looks at his 

subordinates in a detached and impersonal way and sees them as 

"doers of work" rather than as people (31). Lodahl and Kejner 

found that the more satisfied engineering and nursing subjects of 

their study looked at subordinates in an impersonal way (52). 

Research has shown that the number of hours the employee 

must work in a job is more important to women than to men. In a 

study by Blum and Russ, married women disliked working long 

hours more than single women, and married men attached the least 

importance to hours of work of all the subjects in this study (5). 

Gadel compared a group of women aged 23 to 65 employed as part - 

time clerical workers with full -time younger workers, and found 

hours of work less important to the younger than the older women 

(17). 

Hamilton found that long working hours and marriage or fam- 

ily were the most important reasons why Home Economics majors 

trained in a Home Economics Business curriculum did not enter or 

stay in retailing. She stated that hours of work (Saturdays, evenings 
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and long hours) appeared to be the largest single dissatisfaction 

with a position in retailing (29, p. 35). Goldstucker named long 

hours with low status and low starting salary as one of the major 

reasons why more top students did not enter retail training (22). 

A feeling of security with the company appears to influence 

job satisfaction, although some workers rate it below other factors 

in importance. Grove and Kerr compared a group of female office 

workers in a company in receivership with a group of comparable 

employees in a financially sound firm. The office workers of the 

company in receivership had better pay, superior working condi- 

tions, and average supervision, but were found to be extremely low 

in job satisfaction. Grove and Kerr concluded that their low job 

satisfaction was due to a feeling of insecurity with the company in 

receivership (23). In another study, Geist found security less im- 

portant for job satisfaction to men than responsibility, freedom 

from interference, and intellectual stimulation (19). Blum and 

Russ found that both male and female workers over thirty years of 

age placed a greater emphasis on security than on advancement (5). 

Evaluation by fair standards has been found to be important 

in several studies (70, 65, p. 16). In these studies, fair evaluation 

by management and fair company policies were shown to be im- 

portant factors contributing to total satisfaction. In a study of col- 

lege trained adults, Miller found that women with high morale felt 
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ample opportunity for advancement and felt advancement was made 

on the basis of merit (55). 

Research has shown that benefits such as overtime, discounts, 

vacations, insurance plans, and the like, are not part of the work 

process itself, and may be less important to workers than is gener- 

ally supposed. Benefits might lead to greater satisfaction for the 

worker, but they will not replace frustrations which may be a part 

of the job (42, p. 147 -148). One study concluded that benefits are 

fairly standard from job to job today and are generally taken for 

granted by most workers (65, p. 94). 

The work content or the intrinsic nature of the job consists of 

all the many aspects of the actual work which would tend to be the 

same for this type of work regardless of where the job was per- 

formed. Friedlander and Walton found that, "...the degree to 

which an individual is satisfied would seem contingent upon the in- 

trinsic content and process of the work itself, while the degree to 

which he is dissatisfied is influenced by the contextual and environ- 

mental setting of the job." (15, p. 207). 

Katz reviewed several studies in which workers doing skilled 

work or who were in skilled occupations were found to be more sat- 

isfied than those in unskilled and he concluded, 

"... (The)... results suggest strongly that the greater 
gratifications found by higher -level occupational groups 
are not wholly a function of wages and conditions of 
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work. People do derive important satisfaction in the 
expression of their skills, in interesting and chal- 
lenging work, and in the sense of accomplishment 
from successful performance... the employees who 
were higher on intrinsic job satisfaction tended to be 
the people who described their jobs as having variety 
and as giving them some chance to make decisions." 
(43, p. 92). 

Morse found while studying white -collar workers and super- 

visors that the more skilled the work an employee is doing, the 

greater the likelihood that he will feel highly satisfied with the con- 

tent of the job. She states, The need for skilled, varied work is 

quite widespread in the white -collar population and those who are 

doing highly routine work will tend to be less satisfied with their 

jobs than those doing skilled, varied work." (56, p. 164). 

Herzberg, Mausner, and Synderman state, "Factors that 

lead to positive job attitudes do so because they satisfy the individ- 

ual's need for self -actualization in his work. Man tends to actualize 

himself in every area of his life and his job is one of the most im- 

portant areas. " (34, p. 114). They theorized that satisfaction with 

the conditions of work will bring the individual only to a level of 

relative neutrality toward his job, and that positive attitudes must 

come from opportunities for self- realization. 

Harrison studied a group of managers and found the oppor- 

tunity for self -actualization to be important and concluded, "Work 

done to date points to the inference that job attitudes of managers 
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and professional people are determined more by the opportunities 

for growth, achievement, and responsibility than by other aspects 

of the job." (30, p. 434). 

Porter reported research of a study of perceptions of need 

satisfactions of managers in all management levels working for a 

variety of companies. The subjects were asked to indicate the im- 

portance they placed on, and the deficiency they felt in, each of the 

five psychological need areas patterned after Maslow's hierarchy 

of prepotency (59). He concludes that self -actualization and auton- 

omy needs are seen by all management levels as the most im- 

portant and least fulfilled types of needs, and that these are the 

most critical psychological need areas for organizations to con- 

sider with their executives (61). Porter stated that lower and mid- 

dle-level managers appear to be more dissatisfied than managers 

in top -level positions (60). 

The literature reveals that there are many factors contributing 

to satisfaction, and that a number of different techniques have been 

used to determine the satisfaction workers receive from their jobs. 

Research is currently being conducted in this area of human rela- 

tions problems, and the author feels that research in this area 

concerning Home Economics majors would be both timely and 

beneficial. 
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PROCEDURE 

As the aim of this study was to determine the satisfaction 

Home Economics majors receive in junior executive positions in 

retail training, it was necessary to devise a method to measure job 

satisfaction. In order to accomplish this goal, the procedure of 

this study developed through the following steps: (1) Studying the 

present literature in the field and identifying factors usually af- 

fecting job satisfaction, (2) Selecting a control group for the pur- 

poses of comparison with Home Economics majors, (3) Constructing 

a questionnaire to be sent to Home Economics majors and the con- 

trol group, (4) Developing a method to score the completed ques- 

tionnaire, and (5) Statistically analyzing the data from the ques- 

tionnaires. 

Identification of Job Satisfaction Factors 

After reviewing the published literature on job satisfaction 

studies, it became apparent that there were three main categories 

of job satisfaction agreed upon by many researchers: (1) The sat- 

isfaction which the worker's pay and status from the job brings him 

in the outside community, (2) The satisfaction the individual re- 

ceives from being employed by a particular firm, from being in 

certain surroundings, and from the social relationships within the 
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firm, and (3) The intrinsic satisfactions of the actual work being 

done. Each of these categories could then be broken down into the 

many smaller parts which were felt to influence job satisfaction, 

and these smaller parts formed the basis of the job satisfaction 

measurement used in this research. 

Selecting a Control Group 

In order to determine the satisfaction of Home Economics 

majors, it was felt necessary to compare them with another group of 

young women currently in similar positions. As Home Economics 

majors have completed degree requirements in a four -year college 

curriculum, it was decided to compare Home Economics majors 

with college graduates of different majors. It was not the purpose 

of this study to compare Home Economics with any other specific 

college curriculum; therefore, a control group composed of 

trainees with a college degree in any college curriculum was de- 

cided upon. 

Construction of the Questionnaire 

A questionnaire (Appendix B) based on job satisfaction factors 

found in the literature was constructed to measure job satisfaction, 

and the questionnaire was set up in three parts. 

Part A requires the respondent to indicate by a check mark 
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demographic information such as age, number of years as an execu- 

tive trainee, present position within the firm, when the decision was 

made to enter retailing, college major and minor, formal education 

completed, and geographic location of college attended. Also in- 

cluded in Part A, because of required check mark responses, are 

questions concerned with why the trainee selected retailing as her 

career, an objective evaluation of course area and course content 

usually included in Home Economics college curriculums, and an 

objective rating of job satisfaction on the part of the respondent. 

Part B requires the respondent to draw a circle around the 

answers to three questions evaluating the respondent's college 

preparation for retailing, four questions designed to measure her 

realistic approach to retailing, and one question asking if she would 

again select retailing as her career. Possible answers to these 

eight questions are yes now , or .,. 

Part C is a subjective measurement designed to measure job 

satisfaction. Each of 81 statements requires the respondent to 

indicate the amount of satisfaction a particular situation gives her, 

and how often she experiences that situation. In this way, the 

respondent is required to place a value on each situation, and then 

indicate how often she perceives that this situation occurs for her. 

The questionnaire was distributed to ten members of the 

Clothing Buyer Class, a senior Home Economics course designed 

", 
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to inform students about the retail field. All of the ten members 

had at sometime been employed in sales positions and were then 

planning future retail careers. Six questionnaires were returned 

and each respondent offered suggestions and criticisms to the 

author. Several questions were eliminated in Part C and some 

questions were reworded for clarity. Part B was also shortened 

and new questions were included to measure realistic approach 

more adequately. After the changes were made, the questionnaire 

was checked by two Clothing and Textiles professors, three gradu- 

ate students, and one statistician. One minor wording change in 

Part C was made at this time. 

An introductory statement was then composed to accompany 

each questionnaire with the hope that an explanation of the purpose and 

a personal plea for cooperation might persuade subjects to com- 

plete and return the questionnaire. 

As the questionnaire would first be going to personnel direc- 

tors in department stores and departmentalized speciality stores 

for their cooperation, it was felt that more extensive cooperation 

would be obtained if the questionnaires were printed or reproduced 

in a professional manner. It was decided to have the forms repro- 

duced by the multilith process by a professional firm. A prime 

consideration at this point was to keep the questionnaire to a 

maximum of four pages so that personnel directors and the trainees 
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to whom the questionnaires were distributed would not become over- 

whelmed by length and would be more likely to cooperate in the study. 

Four hundred and ninety questionnaires, each consisting of 11 

questions in Part A obtaining descriptive and evaluative information, 

eight questions in Part B measuring realistic approach and college 

preparation, and the 81 situations in Part C yielding a total satis- 

faction score, were then sent with the cover letter and return enve- 

lopes for each questionnaire to twenty -three department store per- 

sonnel directors in the western states. 

Selection of the Subjects 

The selection of subjects included first selecting department 

stores and departmentalized speciality stores which trained young 

women, and then selecting the trainees within each of these retail 

organizations to complete the questionnaire. 

Retail organizations were limited to geographic area and size 

outlined earlier in the "Limitations of the Study." In selecting the 

firms to survey, a list of possible stores was distributed to Home 

Economics professors at Oregon State University to ascertain 

which stores they were familiar with or might recommend to young 

women wishing to enter retail training. Personnel directors of 

these stores were then mailed a certain number of questionnaires 

depending on their store size and type of training, and were asked 
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to distribute the questionnaires to their trainees. 

The selection of trainees to complete the form was made by 

the individual personnel directors in these retail firms. As Home 

Economics majors were mentioned in the cover letter to the per- 

sonnel directors, it was hoped that they would include all Home 

Economics majors they employed as junior executives. Because of 

the competitive nature of retailing, it was necessary that subjects 

remain anonymous, and therefore, no follow -up letter was possible 

for reminding subjects to complete and return the questionnaire. 

It was hoped that since most of the subjects would most likely have 

attended a college or university and be familiar with research 

studies, they would be more inclined to complete the questionnaire 

than if they had not attended college. 

Method of Recording the Scores 

Part A. The first eight questions in Part A could receive 

only one response and were designed to yield descriptive informa- 

tion about the respondents. Question 9 had nine parts with a check 

indicating a "yes" score and a blank indicating a "no" score on each 

part. Question 10 included fifteen items with spaces under a col- 

umn labeled "adequate" and a column labeled "inadequate ". A 

check in the adequate column was interpreted in the scoring as a 

"yes" and was given a value of +1. A check in the inadequate 
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column was interpreted as a "no ", and was given a value of -1. 

Answers to question 11 were placed on a rating scale and were 

scored as follows: Score 

Very satisfied 5 

More satisfied than dissatisfied 4 
About half and half 3 

More dissatisfied than satisfied 2 

Very dissatisfied 1 

Part B. The eight questions in Part B required the respondent 

to objectively answer " yes ", "? ", "no. " Questions 1, 3, and 4 

would be answered with a "yes" if the respondent felt her college 

preparation was adequate for retailing, and question 5 would be 

answered with a "yes" if she would again choose retailing as her 

career. The remaining four questions in Part B would be answered 

with a "yes" if the respondent had a realistic approach to retailing. 

In the scoring, a circle around "yes" received a score of +1, a 

circle around " ?" received a score of 0, and a circle around "no" 

received a score of -1. 

A score for adequate preparation was obtained by summing 

the individual scores for the fifteen parts of question 10 of Part A, 

and the three scores for questions 1, 3, and 4 of Part B. Each 

individual's score for adequate preparation could range from a +18 

to a -18. A score for realistic approach was obtained by summing 

the scores for questions 2, 6, 7, and 8 of Part B, and the realistic 

approach score for each individual could range from a +4 to a -4. 
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Part C. Two columns consisting of five spaces each followed 

every situation stated in Part C. Each situation was to receive two 

responses, one in each of the two columns. A check in the first 

space of either column received a score of 1; a check in the second 

space, a score of 2; and so on, through the last space in both col- 

umns in which a check received a score of 5. One satisfaction 

score for each situation was arrived at by subtracting one score 

from the other score for each situation. It was necessary to work 

with the two scores in such a manner to determine if a discrepancy 

existed between the value the respondent gave the situation, and how 

often she experienced the situation. There were twenty -five possi- 

ble combinations of the two responses for each situation, and these 

combinations were arranged on the following scale based on the dif- 

ference between the spaces checked in both columns. 

There were five possible combinations of responses which 

showed no difference between the value the respondent gave the situ- 

ation and how often the situation was experienced. 

Highest Almost always 
High Frequently 
Medium About half the time 
Low Occasionally 
Lowest Seldom or never 

There were eight possible combinations of responses which 

showed a difference of one space. 

High Almost always 



Medium 
Low 
Lowest 
Low 
Medium 
High 
Highest 

Frequently 
About half the time 
Occasionally 
Seldom or never 
Occasionally 
About half the time 
Frequently 

There were six possible combinations which showed a dif- 

ference of two spaces. 

Medium 
Low 
Lowest 
Medium 
High 
Highest 

Almost always 
Frequently 
About half the time 
Seldom or never 
Occasionally 
About half the time 

There were four possible combinations which showed a dif- 

ference of three spaces. 

Low 
Lowest 
High 
Highest 

Almost always 
Frequently 
Seldom or never 
Occasionally 

There were two possible combinations which showed a dif- 

ference of four spaces. 

Lowest 
Highest 

Almost always 
Seldom or never 
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This scale allowed the use of a formula which made scoring 

each situation a simple process. The lower score, regardless of 

column, was subtracted from the higher score, and that answer 

was then subtracted from five in order to invert the score and make 

the maximum satisfaction score equal to 5 and the minimum score 
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equal to 1. The use of this formula is illustrated below: 

First column Second column Substracted 
from five 

Total score for 
each situation 

5 5 =0 5 -0 = 5 

4 3 =1 5-1 = 4 
5 3 =2 5-2 = 3 

1 4 =3 5-3 = 2 

1 5 =4 5-4 = 1 

Several different ways a respondent might answer question 6 

of Part C are illustrated below as examples of this scoring process. 

6. knowing people from different cultures and backgrounds 

Amount of 
satisfaction this 
situation gives 

How often do you experience 
this situation? 

Assume that the respondent indicated she receives highest 

satisfaction from knowing people from different cultures and back- 

grounds, but she seldom or never knows people from different cul- 

tures and backgrounds. This would be interpreted in this study as 

an area of dissatisfaction. As the difference between the value the 

respondent gave the situation and how often the situation was expe- 

rienced is the greatest possible difference, this combination of 

responses for situation 6 would receive a final satisfaction score 

of 1. 

Now assume that the respondent indicated she receives highest 
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satisfaction from situation 6, but experiences the situation about 

half the time. 

There is still dissatisfaction with that situation, but not to as great 

an extent as before, so this combination of responses would receive 

a final satisfaction score of 3 for that situation. 

If the respondent indicated that she receives lowest satisfac- 

tion from knowing people from different cultures and backgrounds, 

but has occasion to know them frequently, there is still dissatisfac- 

tion with the situation. 

In that case the situation would receive a score of 2. 

As a final example, assume that the respondent indicated that 

she receives lowest satisfaction from this situation, but seldom or 

never experiences it. 

She has indicated that there is no discrepancy between the value 

she has given the situation, and how often she experiences it, and 

is therefore satisfied with this situation. This combination of re- 

sponses would receive a score of 5. 

Each situation in Part C was scored in the same manner, and 

each respondent received a satisfaction score on each situation. In 

order to arrive at a total satisfaction score for each respondent, 

7IIII I I 1,1 

,71 III -III I 
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the satisfaction scores of the 81 situations were added together and 

that answer was divided by 81 to find the mean or average satisfac- 

tion score for each respondent. 

Statistical Treatment of the Data 

Since the data could be analyzed most easily and accurately 

by computer, this method was used. With the aid of statisticians, 

it was possible to place the data from each questionnaire on two 

IBM cards, and fit the data to statistical tests which were felt to 

analyze it for the information desired. The necessary tests were 

then programmed for the computer, and the data from the ques- 

tionnaire was used and analyzed in the manner described in this 

section of the report. 

In Part A, questions 3,5,6, and 7 were used as control ques- 

tions to classify respondents according to position and training. 

These questions were also used to eliminate respondents in work 

positions not included in the author's definition of junior executives 

and those with less than a bachelor's degree from a four -year insti- 

tution. Questions 1,2,4, and 8 of Part A classified respondents 

according to age, length of service, age at decision of occupation, 

and location of college attended. Multiple range tests (51, p. 270- 

273) were used to test for differences in job satisfaction between 

respondents checking the various classifications of these questions. 
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Frequency counts were made on question 9 of Part A to identify 

reasons why respondents selected retail careers. Frequency counts 

were also used on the fifteen parts of question 10 to evaluate ade- 

quate preparation in clothing, textiles, and related course content 

usually found in Home Economics curriculums. In order to show 

the relationship between respondents' subjective satisfaction scores 

as measured in Part C, and their objective ratings of satisfaction 

in Part A, the objective and subjective scores were displayed in a 

two -way contingency table (51, p. 497). 

Frequency counts were made on questions 1, 3, and 4 of Part 

B, and a score for adequate college preparation for retailing was 

created by summing the scores for these three questions with the 

scores of the fifteen parts of question 10 of Part A. The Student's 

t -test (51, p. 142 -144) was used to determine if there was a signifi- 

cant difference between the adequate preparation score for the ma- 

jors and the score for the non -majors. The results of question 5, 

asking if the respondent would again select a retail career, were 

examined independently and a frequency count of the answers to 

this question was made. 

A total score for realistic approach was obtained by summing 

the responses to questions 2,6,7, and 8 of Part B. The Student's 

t -test was used to determine if there was a significant difference 

between the realistic approach of majors and that of non -majors. 
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The four questions were then analyzed independently with the use of 

the chi -square test for independence (51, p. 497) to determine if 

there was a significant difference between the realistic approach of 

the two groups based on the individual questions. 

The 81 situations in Part C were first analyzed by finding the 

satisfaction score for each person and using the Student's t -test to 

see if there was a significant difference in satisfaction between ma- 

jors and non -majors on the basis of these satisfaction scores. As 

the author wished to look at specific areas of high satisfaction and 

low satisfaction for all executive trainees and for Home Economics 

majors as a group, the mean for each of the 81 situations was de- 

termined for all the subjects combined, for Home Economics 

majors, and for non -majors. 
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RESULTS AND ANALYSIS OF THE DATA 

The results and analysis of the data will be discussed under 

the following headings: (1) Returns from the questionnaire, (2) 

Description of the samples of Home Economics majors and non-ma- 

jors, and (3) Statistical analysis of the data and the findings. 

Returns from the Questionnaire 

Of the twenty -three personnel directors originally contacted, 

eight replied that they had distributed the questionnaires to their 

trainees and requested copies of the results of this study. Ten per- 

sonnel directors replied that they did not have any trainees at this 

time, or that they did not wish their trainees to cooperate. The 

other five personnel directors did not reply to the author's letter 

asking for cooperation in this study, and they may or may not have 

distributed the questionnaires to their trainees. 

A total of 164 incomplete questionnaires were returned to the 

author by personnel directors, leaving 326 questionnaires which 

could have been distributed to trainees. It is not known how many 

of these 326 were given to trainees to complete, and how many were 

discarded by the personnel directors. Of the 326, 120 question- 

naires were completed and returned by young women in junior exec- 

utive positions. Fifty -eight of the 120 questionnaires returned 
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were discarded as unusable. Twenty -seven of the discarded ques- 

tionnaires had been returned by respondents who had completed 

some college, but had not completed a four -year degree. Thirty - 

one of the questionnaires were discarded because they were incom- 

plete, had been returned by buyers, or the respondents had not com- 

pleted any formal education beyond high school. Therefore, there 

were 62 usable returns, composed of 25 Home Economics majors 

and 37 non -majors to be analyzed. This was a 19 percent return 

of the 326 questionnaires which could have been received by 

trainees. 

Description of the Samples 

This study was concerned with junior executive trainees, 

therefore, it is not surprising that most of the respondents to the 

questionnaire were less than 30 years of age. Twenty -seven per- 

cent of the respondents were 21 or 22 years of age, 36 percent 23 

or 24 years, 19 percent were 25 or 26 years, 10 percent were 27 

or 28 years, and 8 percent were 29 years of age or older. The 

range of ages of majors and non -majors responding to the ques- 

tionnaire is shown in Table 1. 
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Table 1. Age Range of Respondents 
Age Groups Number of Home 

Economics Majors 
Number of 
Non -majors 

Total 
Number 

Percentage of 
Total Number 

Less than 21 years 0 0 0 

21 - 22 years 9 8 17 27.4 
23 - 24 years 7 15 22 35.5 
25 - 26 years 6 6 12 19.4 

27 - 28 years 2 4 6 9.7 

Over 29 years 1 4 5 8.0 

Most of the respondents, or 55 percent, had been an executive 

trainee less than one year, 27 percent from one to two years, 8 

percent from two to three years, 8 percent from three to four years, 

and 2 percent from four to five years. No respondents indicated 

they had been executive trainees more than five years. Table 2 

shows the length of time majors and non -majors responding to the 

questionnaire had been executive trainees with their firm. 

Table 2. Length of Service of Respondents 
Age Groups Number of Home Number of Total Percentage of 

Economics Majors Non -majors Number Total Number 

Less than 1 year 11 23 34 54.8 
1 to 2 years 9 8 17 27.4 
2to3years 3 2 5 8. 1 

3 to 4 years 2 3 5 8. 1 

4 to 5 years 0 1 1 1. 6 

Over five years 0 0 0 

Most of the respondents to the questionnaire were assistant 

buyers in their stores. Eleven percent of the respondents were 

beginning trainees, 5 percent were heads of stock, 60 percent 

-- 

- -- 
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were assistant buyers, 16 percent were branch department managers 

and 8 percent were in other junior executive positions. Table 3 

shows the positions of majors and non -majors responding to the 

questionnaire arranged from beginning trainee to higher executive 

positions. 

Table 3. Positions of Respondents 
Positions Number of Home 

Economics Majors 
Number of 
Non-majors 

Total 
Number 

Percentage of 
Total Number 

Beginning trainee 3 4 7 11. 3 

Head of stock 1 2 3 4. 8 

Assistant buyer 16 21 37 59. 7 

Branch department manager 4 6 10 16. 1 

Other 1 4 5 8.1 

Buying office 1 1 

Assistant floor manager 1 

Manager of two small departments 1 

Assistant coordinator 1 

Forty -three percent of the respondents had made their occu- 

pational choice during college, 31 percent after college, 24 percent 

during high school, and 2 percent before high school. Table 4 

shows when majors and non -majors responding to the questionnaire 

had selected their retail career. 

Table 4. Age at Decision of Occupation of Respondents 
Age Number of Home 

Economics Majors 
Number of 

Non-majors 

Total 
Number 

Percentage of 
Total Number 

Before high school 0 1 1 1.6 
During high school 5 10 15 24.2 
During college 18 9 27 43.6 
After college 2 17 19 30.7 
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Thirty- seven, or 60 percent of those completing the question- 

naire were non -majors, and 25, or 40 percent were Home Econom- 

ics majors. Only one of the non -majors indicated a minor in Home 

Economics while in college. All respondents had completed require- 

ments for a bachelor's degree and one non -major had completed 

requirements for a master's degree. Respondents were required 

to identify their college or university with one of the four geographic 

areas listed on the questionnaire. According to their own definitions, 

64 percent of the respondents had attended college in the west, 

23 percent in the middlewest, and 13 percent in the northeast 

section of the United States. None of the majors or non -majors had 

attended college in the southeast section of the country. Locations 

of colleges attended by respondents are shown in Table 5. 

Table 5. Location of Colleges Attended by Respondents 

Location Number of Home Number of Total Fèrcentage of 
Economics Majors Non - majors Number Total Number 

West 16 24 40 64.5 
Middlewest 8 6 14 22, 6 

Northeast 1 7 8 12. 9 

Southeast 0 0 0 

Statistical Analysis of the Data and the Findings 

The findings were considered under the following divisions: 

(1) Satisfactions of junior executives in retail training, (2) Realistic 

-- 
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approach of junior executives in retail executive training, (3) Pre- 

paration in specific clothing and textile course areas for retail 

careers, and (4) Reasons given by executive trainees for selecting 

a retail career. 

The satisfaction score based on the responses to the 81 situ- 

ations in Part C was computed for each respondent. The Student's 

t -test was used to determine if the average satisfaction score of 

Home Economics majors was significantly different from the aver- 

age satisfaction score of non -majors. The average of the non -ma- 

jors' scores was found to be significantly higher than the average 

of the major scores at the five percent level of significance. The 

average Home Economics score was 3.9225 based on 25 respond- 

ents, and the average non -major score was 4.0724 based on 37 

respondents. Therefore, hypothesis I, stating that Home Econom- 

ics majors are as satisfied in junior executive positions in retail 

training as non -majors, was rejected, and the alternative that 

non -majors are more satisfied than majors was accepted. 

The means for each of the 81 situations were computed, and 

situations of highest satisfaction to lowest satisfaction were then 

listed in order (Appendix C). The 11 situations on the questionnaire 

which showed the least discrepancy between the value all respond- 

ents gave the situation and how often they experienced the situation 

are shown in Table 6. Eleven situations were included in Table 6 
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as a natural cutting point occurred between the last situation listed 

on this table and the situation directly below it in Appendix C. Jun- 

ior executives in retailing were most satisfied with these situations 

on the questionnaire. 

Table 6. Eleven Situations Which Showed the Least Discrepancy 
Between the Value All Respondents Gave the Situation and 
How Often the Situation Was Experienced 

Situations Satisfaction 
Me ans 

63. being acquainted with executives 
68. knowing your responsibilities 
38. gaining valuable background or experience 
71. knowing of new products on the market 
18. feeling of security 
26. opportunity to learn new things 
81. having access to cultural opportunities 

8. doing work requiring cooperation with others 
11. being in large crowds 

67. consistencies in policies and practices within the store 

77. associations with other trainees 

4. 6129 
4.5483 
4. 4838 
4. 4838 
4. 4677 
4. 4516 
4. 4516 
4. 4354 
4. 4193 
4. 4193 
4. 4193 

Table 7 lists 11 situations on the questionnaire in which Home 

Economics majors experienced the least discrepancy between how 

often the situation occurred for them and the value they placed on 

the situation. The situations are similar to those indicated by all 

trainees as shown in Table 6, but Home Economics majors were 

satisfied with three situations not included in Table 6. These were 

situations: (6) knowing people from different cultures and back- 

grounds, (12) using time and energy to best advantage, and (2) op- 

portunity to help others. These three situations were not in the top 
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11 all trainees indicated as situations they were most satisfied with 

in Table 6, and they replaced numbers: (68) knowing your responsi- 

bilities, (18) feeling of security, and (11) being in large crowds. 

This does not mean that Home Economics majors placed more im- 

portance on, or ascribed a greater value to situations 6, 12, and 2, 

or that these situations made Home Economics majors more satis- 

fied with their jobs. It means that Home Economics majors were 

more satisfied with these situations than were all respondents as a 

group. 

Table 7. Eleven Situations Which Showed the Least Discrepancy 
Between the Value Home Economics Majors Gave the 
Situation and How Often the Situation was Experienced 

Situations Satisfaction 
Means 

26. opportunity to learn new things 
63. being acquainted with executives 
67. consistencies in policies and practices within the store 
81. having access to cultural opportunities 

6. knowing people from different cultures and backgrounds 
71. knowing of new products on the market 
77. associations with other trainees 
12. using time and energy to best advantage 
38. gaining valuable background or experience 

8. doing work requiring cooperation with others 
2. opportunity to help others 

4. 6400 
4. 6400 
4. 5600 
4.5600 
4. 4800 
4. 4800 
4. 4800 
4. 4400 
4. 4400 
4. 4400 
4. 3600 

The nine situations on the questionnaire which all respondents 

indicated they were least satisfied with are shown in Table 8. Only 

nine were listed in Table 8 as a natural cutting point occurred after 
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the last situation listed in this table. On these situations, respond- 

ents indicated the greatest discrepancy between the value they gave 

the situation and how often it was experienced, and were least sat- 

isfied with these situations. 

Table 8. Nine Situations Which Showed the Greatest Discrepancy 
Between the Value all Respondents Gave the Situation and 
How Often the Situation Was Experienced 

Situations Satisfaction 
Means 

54. working on Saturdays 
19. opportunity for travel 
69. opportunity for more vacation time than retailing allows 
49. opportunity for out -of -doors activity 
61. working during holidays or holiday seasons 
15. wearing "store regulation" colors 
4. commuting to work 

52. getting off later in the day than many people do 

55. receiving promotions on basis of merit 

2. 7580 
2.8225 
2.8870 
3. 1290 
3.1451 
3. 1774 
3. 1935 
3. 3709 
3. 3870 

Table 9 shows nine situations on the questionnaire in which 

Home Economics majors experienced the greatest discrepancy be- 

tween the value they placed on the situation and how often the situ- 

ation occurred for them. These nine situations are the same that 

all trainees indicated as shown in Table 8, but are arranged in a 

slightly different order. 
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Table 9. Nine Situations Which Showed the Greatest Discrepancy 
Between the Value Home Economics Majors Gave the 
Situation and How Often the Situation Was Experienced 

Situations Satisfaction 
Me ans 

54. working on Saturdays 
61. working during holidays or holiday seasons 
69. opportunity for more vacation time than retailing allows 
15. wearing "store regulation" colors 
19. opportunity for travel 

4. commuting to work 
49. opportunity for out -of -doors activity 
52. getting off later in the day than many people do 

55. receiving promotions on basis of merit 

2.0800 
2. 2800 
2.5600 
2. 7600 
2. 9200 
2. 9600 
3.0000 
3. 0400 
3. 2000 

The author feels it particularly important for Home Econom- 

ists working with students at the college level to examine the situ- 

ations with which Home Economics majors are more satisfied or 

less satisfied than non -majors, as it is these situations which may 

hold implications for course content of Home Economics curricu- 

lums. It is felt that young women planning retail careers should 

be aware of these situations, as course work of the college major 

is a likely place for women planning to enter retailing to acquire 

realistic information about retailing. In addition to the means for 

each of the 81 situations, Appendix C also shows the differences 

between the means of the Home Economics majors and the means 

of the non -majors for every situation in Part C. Home Economics 

majors were considerably more satisfied than non -majors with the 

following situations as listed in Table 10. Ten were included in 
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this table as a natural cutting point occurred after the last situation 

on this table. 

Table 10. Situations Home Economics Majors Were More Satisfied 
With Than Non -Majors 

Situations Difference in 
Satisfaction Means 

6. knowing people from different cultures and backgrounds . 5071 

25. working in an office . 3730 

33. performing administrative duties . 3200 
56. feeling successful in your job 3200 
26. opportunity to learn new things . 3157 

5. opportunity to enter into close friendships with others . 2671 

32. being pretty much your own boss . 2541 

67. consistencies in policies and practices within the store . 2357 

78. participation in professional activities . 2173 

65. having your boss praise you for doing good work . 2000 

It appears from these situations that Home Economics majors 

are contented with aspects of the actual work situation as they are 

considerably more satisfied with how often they work in an office, 

perform administrative duties, feel successful in their jobs, have 

the opportunity to learn new things, are their own bosses, observe 

store policies which are consistent with what actually occurs, and 

receive praise for the work they do. It is also striking that they 

are considerably more satisfied than non -majors with the situations 

in which they meet and know people from different cultures and 

backgrounds, and have the opportunity to enter into close friendships 

with others. It may be encouraging to Home Economists that they 
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are more satisfied than non -majors with their opportunities to par- 

ticipate in professional activities. Again it should be emphasized 

that they do not necessarily place more importance on these situa- 

tions, but they experience these situations nearly as often as they 

have indicated that they would like to experience them. 

Home Economics majors were considerably less satisfied 

than non -majors with the following situations in Table 11. Fifteen 

situations are included in Table 11 as a more natural cutting point 

occurred after the last situation in this table. 

Table 11. Situations Home Economics Majors Were Less 
Satisfied With Than Non -Majors 

Situations Satisfaction 
Me ans 

61. working during holidays or holiday seasons 1.4497 
S4. working on Saturdays 1. 1362 

7. having associations with inconsiderate people . 7232 

15. wearing "store regulation" colors . 6994 

51. working long hours . 6302 

47. having a lot of detail and paperwork to do . 5643 

52. getting off later in the day than many people do . 5545 

69. opportunity for more vacation time than retailing allows . 5481 

53. doing evening work . 5470 

60. being regarded as a salesgirl . 4810 

9. associations with persons in positions of less prestige . 4713 

59. having sufficient income to live in accordance with one's desires . 4637 

22. doing routine tasks . 4529 

18. feeling of security . 4486 

34. doing stock work . 4421 

The situations Home Economics majors were less satisfied 

with than non -majors are nearly the same situations which all 
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trainees were dissatisfied with, but Home Economics majors indi- 

cated dissatisfaction to a greater degree. Situations involving hours 

of work showed particular areas of dissatisfaction and this corre- 

sponds with the reason Home Economics majors do not enter or re- 

main in retail careers which Hamilton discussed (29, p. 35). Home 

Economics majors are considerably less satisfied than non -majors 

with having to wear "store regulation" colors. They appear to be 

more dissatisfied than non -majors with routine tasks, doing stock 

work, and the amount of detail and paperwork they must do. They 

are considerably less satisfied than non -majors with how often they 

associate with inconsiderate people, with people in positions of less 

prestige, and how often they are regarded as salesgirls. It is to be 

noted that Home Economics majors are considerably more satisfied 

than non -majors with how successful they feel in their jobs (Table 

10), but are considerably less satisfied than non -majors with their 

feeling of security. The majors also indicated that they are less 

satisfied with their income situation than are non- majors. 

The distribution of frequency of occurrence of the various 

subjective scores versus the objective ratings are displayed in the 

contingency table below. 
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Table 12. Comparison of All Respondents' Objective Ratings and 
Satisfaction Scores 

Objective 
Ratings <3.5 3.5 -3.7 37 -3.9 

Satisfaction Scores 
3.9 -4.1 4.1 -4.3 4.3 -4.5 4.5 -4.7 >4.7 

Total 
Number 

1 0 0 0 0 0 0 0 0 0 

2 1 0 1 0 0 0 0 0 2 

3 0 0 3 1 2 1 0 0 7 

4 2 3 7 9 5 1 1 0 28 

5 0 1 3 7 8 5 1 0 25 

Total 
Number 3 4 14 17 15 7 2 0 62 

It can be noted that the mean of the subjective satisfaction 

scores within any given objective rating tends to increase as objec- 

tive rating increases. This indicates that there is a positive rela- 

tionship between these two measurements of satisfaction. This 

would lead one to believe that the satisfaction score based on the 81 

subjective situations was not an inadequate measure of satisfaction. 

Multiple range tests were used to test for differences in sat- 

isfaction between the various age groups of respondents. Satisfac- 

tion of all respondents as related to age increased steadily from 

21 to over 29 years of age, but respondents less than 25 were sig- 

nificantly less satisfied than those over 25 at the one percent level 

of significance. Satisfaction in relation to age is shown in Table 13. 
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Table 13. Age in Relation to Satisfaction 
Ages Number of Home Number of Total Satisfaction 

Economics Majors Non - majors Number Means 

Less than 21 years 0 0 0 
21 - 22 years 9 8 17 3. 8998* 
23 - 24 years 7 15 22 3. 9736* 
25 - 26 years 6 6 12 4. 1132 
27 - 28 years 2 4 6 4. 1564 
Over 29 years 1 4 5 4. 1457 

* Significant at the .01 level of significance 

Multiple range tests were used to test for differences in satis- 

faction between newer trainees and trainees with longer service. 

This study found satisfaction decreasing until around the three year 

point, and then increasing slightly. According to most of the stud- 

ies in the literature, a distinct increase in satisfaction usually 

does not appear until around the ten year point (3) . This study found 

trainees with from two to three years of service significantly less 

satisfied at the one percent level of significance than the other 

groups. There was no significant distinction between those with 

less than two years of service and those with three to five years of 

service. Table 14 shows satisfaction in relation to length of serv- 

ice as found in this study. 

- -- 
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Table 14. Length of Service in Relation to Satisfaction 

Years of Service Number of Home 
Economics Majors 

Number of 
Non - majors 

Total Satisfaction 
Number Means 

Less than 1 year 11 23 34 4.0298 
1 to 2 years 9 8 17 4.0196 
2 to 3 years 3 2 5 3.7605* 
3 to 4 years 2 3 5 4. 1037 
4 to 5 years 0 1 1 4.0741 
Over 5 years 0 0 0 

Significant at the .01 level of significance 

Table 15 shows the relationship between age at decision of 

occupation and satisfaction. There was no significant difference at 

either the one percent or the five percent level of significance be- 

tween these four classifications. It was felt that if the sample size 

had been larger, significance might have shown. 

Table 15. Age at Decision of Occupation in Relation to Satisfaction 

Age at Decision Number of Home Number of Total Satisfaction 
Economics Majors Non - majors Number Means 

Before high school 0 1 1 4. 1235 
During high school 5 10 15 4.0000 
During college 18 9 27 3.9721 
After college 2 17 19 4.0721 

Location of college attended by respondents and satisfaction 

is shown in Table 16. Those who attended college in the north- 

east section of the country were significantly more satisfied at the 

one percent level of significance than the other two groups. There 

was no significant difference between those attending college in the 

- -- 
* 
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western and the middlewestern sections. 

Table 16. Location of College Attended in Relation to Satisfaction 
Location of college Number of Home 

Economics Majors 
Number of 
Non -majors 

Total 
Number 

Satisfaction 
Means 

Middlewest 8 6 14 3.9083 
West 16 24 40 3.9935 
Northeast 1 7 8 4.2855* 
Southeast 0 0 0 

'r Significant at the .01 level of significance 

Questions 2, 6, 7, and 8 of Part B were designed to measure 

realistic approach to retailing. The Student's t -test was used to 

determine if there was a difference between the realistic approach 

of majors and non -majors. The mean of the realistic approach 

scores for the 25 Home Economics majors was .4000 and the mean 

of the 37 non -majors' scores was 1.8648. Non -majors were found 

to be significantly more realistic in their approach to retailing at 

the five percent level of significance. Hypothesis II, stating that 

Home Economics majors are as realistic in their approach to re- 

tailing as non -majors was rejected, and the alternative that Home 

Economics majors are less realistic in their approach to retailing 

than are non -majors was accepted. 

The chi - square test of independence was used to analyze the 

results of each of the four questions, and non -majors were signif- 

icantly more realistic in their approach on questions 2 and 8 dealing 

with expected prestige and feeling that they had a realistic approach 

to retailing. There was not a significant difference between majors 

- -- 
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and non -majors in their expectations of advancements or expecta- 

tions of satisfaction to be derived from retailing. The four ques- 

tions designed to measure realistic approach are shown in Table 17 

with the frequency of each response for both majors and non -majors. 

Table 17. Responses to Individual Questions Measuring Realistic 
Approach 

Major 
Total Percentage of Percentage of 

Yes No ? Number Total Yes Total No 

2. Is the prestige associated with retailing what you expected it to be ? ** 

Home Economics 12 13 0 25 48.0 52. 0 

Non -major 26 4 7 37 70.3 10.8 

Chi Square = 15. 16823 > 5. 99 

6. Have you advanced in your profession as much as you had expected? 

Home Economics 19 6 0 25 

Non -majors 26 10 1 37 

Chi Square = . 79613 < 5. 99 

7. Is retailing as satisfying as you expected it to be? 

Home Economics 12 10 3 

Non -majors 26 9 2 

Chi Square = 3. 20812 <5. 99 

25 

37 

76.0 24. 0 

70.3 27. 0 

48.0 40. 0 

70.3 24. 3 

8. Did you have a realistic idea of retailing before you entered it ? ** 

Home Economics 10 14 1 25 40. 0 56. 0 

Non -majors 23 9 5 37 62.2 24.3 

Chi Square = 6. 80726 > 5. 99 

Significant at the .05 level of significance 

More than one -half of the Home Economics majors indicated 

that the prestige associated with retailing was not what they had 

expected it to be. This does not say that they feel there was more 
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prestige or less prestige with being employed in retailing, but 

merely that the prestige was not as they had expected. Nearly the 

same percentage of majors and non -majors replied that they had 

advanced as much in their profession as they had expected to ad- 

vance. A greater percentage of the Home Economics majors than 

the non -majors replied that retailing was not as satisfying as they 

had expected it to be, but the difference was not significant. Fifty - 

six percent of this sample of Home Economics majors stated that 

they did not have a realistic idea of retailing before they entered it. 

This percentage is comparable to the 54 percent of Hamilton's sam- 

ple of Home Economics alumnae currently in retailing positions 

who indicated that the main area of deficiency in their undergraduate 

curriculum was the lack of a realistic view of retailing (29, p. 25). 

A frequency count of the responses to question 5 of Part B 

was made and 64 percent of the Home Economics majors indicated 

they would again select retailing as their career. Twenty -four per- 

cent of the Home Economics majors responded that they would not, 

and 12 percent were uncertain. Sixty percent of the non -majors 

indicated that they would again select a retailing career, 19 per- 

cent said they would not, and 21 percent were uncertain. The re- 

sponses to question 5 are shown below: 
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5. If you had the opportunity to choose again, would you select 
retailing as your career? 
Major Yes No ? Total Percentage Percentage 

Number of Total yes of Total no 

Home Economics 16 6 3 25 64. 0 24. 0 

Non -majors 22 7 8 37 59.5 18.9 

A score for adequate preparation was obtained by summing the 

scores of the fifteen parts of question 10 in Part A and questions 1, 

3, and 4 of Part B. The Student's t -test was used to determine if 

there was a significant difference between the adequate preparation 

of majors and non -majors. The average of the majors' preparation 

scores was significantly higher at the five percent level of signifi- 

cance than the average of the non -majors' preparation scores. 

Therefore, hypothesis III, stating that Home Economics majors 

feel as adequately prepared as non -majors in clothing, textiles, 

and related course areas was rejected and the alternative that they 

feel more adequately prepared than non -majors was accepted. 

The main reason for including this portion of the questionnaire 

was to analyze specific areas of strength and weakness of college 

preparation in clothing, textiles, and related course areas to see 

if these areas are adequate for Home Economics majors in retail 

careers. One hundred percent of the majors felt their college pre- 

paration had given them adequate knowledge of women's clothing 

but only 12 percent felt their knowledge of men's clothing was 

adequate. More than 50 percent indicated that their preparation 
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was inadequate in children's clothing, realistic approach to retailing, 

knowledge of clothing and textile markets, buying of clothing and /or 

textiles, and knowledge of men's clothing. It appears that these 

might be areas to consider when planning course content in Home 

Economics at the college level. Table 18 shows the percentages 

of majors and non -majors that felt their preparation in these Home 

Economics course areas was adequate. 

Table 18. Percentages of Majors and Non -Majors That Felt College 
Preparation in Certain Clothing, Textiles, and Related 
Areas Was Adequate 

Areas Percentage of 
Home Economics 
Majors 

Percentage of 
Non -majors 

Knowledge of women's clothing 100.0 32. 4 

Construction of clothing 96.0 35. 1 

Selection of clothing 96.0 37. 8 

Design of clothing 96.0 34. 3 

Fashion 92.0 40. 5 

History of clothing and /or textiles 88.0 18. 9 

Determining textile qualities 84.0 29. 7 

Knowledge of trade papers such as Women's Wear 84.0 43. 2 

Knowledge of designers 64.0 29. 7 

Interior design and furnishing 56.0 24. 3 

Knowledge of children's clothing 40.0 18. 9 

Realistic approach to retailing 40.0 35. 1 

Knowledge of clothing and textile markets 32.0 27. 0 

Buying of clothing and /or textiles 24.0 13.5 
Knowledge of men's clothing 12.0 10. 8 

Seventy -two percent of the majors as compared to 68 percent 

of the non -majors would again select the same college major as 

preparation for their retail career. However, only 44 percent of 
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the majors, in comparison to 73 percent of the non- majors, indi- 

cated that their philosophy of life was consistent with the demands 

of their work. Eighty -eight percent of the majors, compared to 68 

percent of the non -majors, responded that the training of their col- 

lege major was useful in their present work. The results to ques- 

tions 1, 3, and 4 of Part B are shown in Table 19. 

Table 19. Responses to Questions Measuring Adequate Preparation 

Questions 

Percentage of 
Home Economics 
Majors Responding 
Yes 

Percentage of 
Non -majors 
Responding 
Yes 

1. If you had the opportunity to 
choose again, would you select 
the same college major as pre- 
paration for your retailing 
career? 

2. Is your philosophy of life con- 
sistent with the demands of 
your work? 

3. Is the training of your college 
major useful in your present 
work? 

72. 0 

44. 0 

88.0 

67. 6 

72. 9 

67. 6 

Frequency counts were made on the various parts of question 

9 to determine reasons majors and non -majors responding to the 

questionnaire selected retailing as their career. The most fre- 

quently checked response by both groups was an interest in clothing, 

followed by personal investigation, and previous sales experience. 

Promise of excitement was the fifth most indicated response for 
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majors, and the fourth most indicated for non -majors. The reason 

that retailing sounded glamorous was sixth most mentioned for ma- 

jors, and eighth for non -majors. About 15 percent of Hamilton's 

sample of Home Economics majors had selected a retail major in 

Home Economics because it sounded glamorous (29, p. 25), and 12 

percent of the Home Economics respondents in this study indicated 

that they selected a retail career for this reason. Table 20 shows 

the percentages of Home Economics majors and non -majors that 

indicated that these were reasons for selecting retail careers. 

Table 20. Reasons for Selecting a Retail Career 
Reasons Percentage of Home 

Economics Majors 
Indicating This 
Reason 

Percentage of 
Non -majors 
Indicating This 
Reason 

Interest in clothing 96. 0 54. 1 

Personal investigation 40.0 40.5 
Previous sales experience 32. 0 40.5 
Personal contacts 32.0 24. 3 

Promise of excitement 16. 0 32. 4 

Sounded glamorous 12.0 5. 4 

Professional guidance 8. 1 

High school or college counselor 2. 7 

Other reasons 10. 8 

Sound career for a woman 2. 7 

Family in retailing 2. 7 

Experience in window display 2. 7 

Change from teaching 2. 7 

No statistical tests other than a frequency count were adminis- 

tered to the responses to question 9 of Part A, but it is felt safe to 

conclude that both groups indicated similar reasons for selecting 

- - -- 
- - -- 
- - -- 
- - -- 
- - -- 
- - -- 
- - -- 
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retail careers. Therefore, hypothesis IV, stating that Home Eco- 

nomics majors will have the same reasons for selecting a retail 

career as non -majors was accepted. 
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CONCLUSIONS AND RECOMMENDATIONS 

As Home Economics is one of the college majors young women 

select to prepare them for a career in retailing, it is fitting that 

Home Economists study these young women, their satisfactions, 

their philosophies, and their preparation, and discuss the Home 

Economics curriculum in light of the findings of such a study. /The 

aim of this research was to study job satisfaction of young women 

in retail training, to investigate their former expectations and ap- 

proach to retailing, and to evaluate certain specific course areas 

usually included in clothing, textiles, and related course areas in 

Home Economics curriculums/ As the final sample of respondents 

was small, the results and conclusions of this research are limited 

to only the trainees responding to the questionnaire, but the results 

may still hold implications for the field of Home Economics in 

general and for clothing and textiles in particular. 

LA larger percentage of Home Economics majors than non - 

majors in this study feel the preparation of their college major is 

useful for their present work and would again select the same ma- 

jor if they had the opportunity to choose again. Hypothesis III, 

stating that Home Economics majors feel as adequately prepared 

for retail careers as non -majors in clothing and textile course 

areas, was rejected on the basis of the statistical analysis of the 
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preparation scores. The alternative that Home Economics majors 

feel more adequately prepared was accepted. With the exception of 

a few course areas, most Home Economics majors responding to 

the questionnaire feel preparation in clothing and textile course 

areas is adequate for retailing. 7It might be worthwhile to Home 

Economics majors planning future retail careers if more informa- 

tion about men's clothing, buying procedures, clothing and textile 

markets, and children's clothing was included or covered more 

adequately in Home Economics curriculums. However, it appears 

that in general, preparation in Home Economics is useful to 

trainees and current subject matter in clothing and textile course 

areas is adequate for retail work. 

Sixty -four percent of the Home Economics majors in this 

study would again choose a retail career, and 59 percent of the non - 

majors would again make the same career choice. Majors and non - 

majors indicated similar reasons for selecting a retail career and 

"interest in clothing" was the most frequently checked response 

by both groups.. Therefore, hypothesis IV, stating that majors 

and non -majors have similar reasons for selecting a retail career 

was accepted. 

Retail firms are to be commended for their consistencies in 

policies and practices, giving their trainees what they feel is valu- 

able background and experience, letting junior executives know 
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their responsibilities, and encouraging relationships between 

trainees and higher executive personnel. These were a few of the 

situations in which all respondents expressed high satisfaction. It 

appears from this study that trainees are generally quite satisfied 

in retailing. `The situations in which they expressed high dissatis- 

faction are mainly situations involving the hours of work and these 

may be beyond the control of individual stores. 

(On the basis of the mean satisfaction score for each group, 

Home Economics majors were significantly less satisfied in retail 

junior executive training than non -majors) Therefore, hypothesis 

I, stating that Home Economics majors are as satisfied as non - 

majors in retail junior executive positions was rejected, and the 

alternative that Home Economics majors are less satisfied than 

non -majors was accepted. The author feels that the investigation 

of individual situations in which Home Economics majors are more 

satisfied and less satisfied than non -majors is important. For this 

reason, the difference between the satisfaction means of the majors 

and the non -majors was computed for each of the 81 situations in 

Part C. A better understanding of the situations studied might be 

an aid to Home Economics teachers at the college level as they help 

to prepare their students for retail careers. 

Home Economics majors were considerably more satisfied 

than non -majors with several of the situations concerning the work 
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place, with the opportunities they have to know people from different 

cultures and backgrounds, and with their opportunities to enter into 

close friendships with others. They also indicated considerably 

more satisfaction than non -majors with their opportunities to partic- 

ipate in professional activities. 

ost of the situations with which Home Economics majors 

were dissatisfied concerned the hours of work demanded by their 

job. It appears that it is not necessarily the number of hours em- 

ployees in retailing must work during the week, but rather how those 

hours are spaced during the day and the week. Home Economics 

majors expressed more discontent than non -majors with the amount 

of vacation time allowed in retailing. Vacations in retailing are 

relatively short when compared to vacation benefits of other occu- 

pations many of their classmates in Home Economics have entered. 

Home Economics majors expressed more dissatisfaction than non - 

majors with wearing "store regulation" colors. It is not surprising 

that they become discontented wearing neutrals, drab colors, and 

dressing the same as other personnel when one considers that they 

have extensively studied color, dress design, dress selection and 

artistic principles as applied to dress and the home. 

Home Economics majors expressed greater dissatisfaction 

than non -majors with situations involving associations with incon- 

siderate people and people in positions of less prestige. The 
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atmosphere in most Home Economics classrooms is generally dig- 

nified and courteous, and majors may not be prepared for the com- 

petitive nature of retailing and the lack of courteous treatment they 

sometimes receive from customers, peers, and superiors. 

Home Economics majors expressed considerably less satis- 

faction with their present income than did the non -majors. Per- 

haps majors are comparing their present salaries with current 

salaries of their classmates in dietetics, teaching, demonstration 

work, extension, and other possible careers Home Economics 

majors enter. 

k, Both majors and non -majors expressed dissatisfaction with 

how often promotions are received on the basis of merit and this 

might be an area for students to at least consider before entering 

a retail career. Retail firms may use a different basis for evalu- 

ating competence and performance of work than they were accus- 

tomed to as students. It has often been stated that retailing is one 

career in which women can advance rapidly, and perhaps young 

women entering retail careers are expecting too many rapid pro- 

motions. Openings in higher positions in retailing might not occur 

as often as young women are sometimes led to believe, and a per- 

son may be qualified for promotion when no openings are available. 

L- Another area both majors and non -majors expressed high 

dissatisfaction with was the opportunity to travel. Buying trips 
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sound glamorous to the novice, but buyers are often the first to 

relate the exhausting work they must perform on their buying trips, 

and many of them insist it is far from glamorous. There are few 

opportunities for the junior executive in retailing to travel as part 

of the requirements of her job. There are also few opportunities 

for weekend pleasure trips as Saturday is generally a work day. 

Both groups in this study expressed dissatisfaction with the oppor- 

tunity for out -of -doors activities. 

Dissatisfaction with some situations is possibly due to a lack 

of a realistic approach. The literature shows that job satisfaction 

is dependent on how well the job meets the expectations which the 

individual holds about the job (27, 18, 56). Home Economics ma- 

jors were significantly less realistic than non -majors in their ap- 

proach to retailing as measured by the questionnaire used in this 

study. Hypothesis II, stating that Home Economics majors are as 

realistic in their approach to retailing as non -majors, was rejected, 

and the alternative that Home Economics majors are less realistic 

in their approach to retailing was accepted. 

Majors were less realistic in their expectations concerning 

the prestige associated with retailing, and more than one -half of 

them felt they didn't have a realistic idea of retailing before they 

entered it. Home Economics majors are probably aware of the 

necessity to wear "store regulation" colors, of beginning retail 
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salaries, and of the amount of stock work, routine tasks, and work 

hours demanded by retailing, but they might not realize how these 

situations will fit into and affect the other activities of their per- 

sonal lives. Majors should not only be made aware of retailing as 

it exists and its favorable and unfavorable characteristics, but to 

more accurately perceive what it will be like to be employed in 

retailing. 

v Including practical work experience as a part of the college 

curriculum more than likely helps young women develop a realistic 

idea of retailing, but the author feels this is not the complete solu- 

tion. As long as girls are employed in sales positions in retail 

firms as undergraduates, consider themselves as students, and 

are classified by salespeople and other employees as students, they 

will very likely develop only a superficial impression of what re- 

tailing actually entails. 

Fifty -six percent of the majors, compared to 27 percent of 

the non -majors in this study, feel their philosophy of life is incon- 

sistent with the demands of retailing. No attempt was made on the 

questionnaire to determine what their philosophies of life are, and 

respondents answered this question according to their own personal 

definitions. It would be interesting to investigate what their individ- 

ual philosophies include, and whether or not their philosophies were 

mainly developed before they selected a Home Economics major, 
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or if the training received through a Home Economics curriculum 

considerably altered their philosophy of life. The author encourages 

other Home Economists to investigate this subject in order that 

Home Economics majors planning retail careers might be better 

prepared not only academically, but psychologically and philosoph- 

ically as well. 

1' Finally, it must be stated that this thesis is not meant to dis- 

courage Home Economics majors planning to enter retail careers, 

but rather to encourage them to examine retailing carefully and to 

better perceive how retailing will affect them personally. In that 

way, they might enter retailing with an approach that will be as 

realistic and as adequate as their technical preparation in clothing, 

textiles, and related course areas. 
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APPENDIX A 

Dear Sir: 

88 

School of Home Economics 
Oregon State University 
June 9, 1965 

Enclosed are questionnaires concerning job satisfaction in re- 
tail training which I hope you will give to some of your women 
trainees. These questionnaires are designed to provide statistical 
data to determine if Home Economics majors receive similar sat- 
isfaction in retail training as non -majors. This research is part 
of my thesis, one of the requirements for a Master of Science 
degree. 

This thesis has a dual purpose. Hopefully, the information I find 
will; (1) be used to better prepare students for subsequent experi- 
ences in retail training programs, and (2) aid university professors 
in designing courses which should result in more adequate training 
for students entering the retail field. 

The questionnaire should be answered anonymously, and no evi- 
dence of store, city, trainee's name or college attended is 
requested or should in any way be indicated. The questionnaire 
will take approximately 20 minutes for each trainee to complete 
and may be answered at her leisure. 

Your cooperation will most certainly be appreciated, as without 
substantial responses the necessary statistical evidence cannot be 
obtained. If you wish a copy of the results of this study please 
return the enclosed postal card, and I will be most happy to send 
you the results. 

Very truly yours, 

Sandra S. Sampson 



APPENDIX B 

Three years ago I was an executive trainee in a job similar to yours, but for the past two 
years I have been working on my Master's degree at Oregon State University. In order to com- 
plete the work for my degree, I really need your cooperation in completing this questionnaire, 
and your personnel director has approved my asking this favor of you. 

This questionnaire concerns your attitudes toward your work and it is imperative that the 
questions be answered anonymously, so do not identify your paper in any way. No effort will be 
made to connect your answers with the store where you work, the city in which you live, or the 
school you attended, so be as specific and frank as possible. It will take you only about 20 min- 
utes to complete this form, and it can be taken home if that is more convenient for you. 

With good luck and good cooperation from trainees such as you, I hope to find out how sat- 
isfied young women are who have chosen retailing careers. A copy of the results of this study 
will be sent to your personnel director this fall, and will be available for you to read if you care 
to do so. 

I would certainly appreciate your cooperation and hope you will be able to mail this 
questionnaire to me in the enclosed envelope by June 22nd. 

Thank you very much, 

Sandy Sampson 

JOB SATISFACTION IN RETAIL TRAINING 
Part A 

Please check (1) answer(s) and complete blanks which best describe or apply to you. 
1. Age as of last birthday 

less than 21 years 25 -26 years 
21 -22 years 27 -28 years 
23 -24 years 29 years or over 

2. Number of years as an executive trainee 
less than one year 3 to 4 years 
1 to 2 years 4 to 5 years 
2 to 3 years over 5 years 

3. Present title or position 
beginning trainee (which includes assistant buyer 
sales, "floater ", etc. ) branch department manager 
head of stock other (specify) 

4. Approximate time in life when decision to enter retailing was made 
before high school during college 
during high school after college 

5. College major 
Home Economics 
other (specify) 

6. College minor 
Home Economics 
other (specify) 

7. Amount of formal education completed 
high school Master's degree 
some college Doctor's degree 
Bachelor's degree special (specify) 

8. Geographic location of college attended 
middlewest southeast 
west northeast 
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Appendix B (continued) 

9. Reason(s) for entering retailing 
interest in clothing sounded glamorous 
professional guidance personal investigation 
promise of excitement personal contacts 
high school or college counselor other (specify) 
previous sales experience 

10. Check ( 1) whether your college preparation in the following areas was adequate or inade- 
quate for your retailing career. Adequate Inadequate 
a. knowledge of men's clothing 
b. knowledge of children's clothing 
c. knowledge of women's clothing 
d. determining textile qualities 
e. fashion 
f. knowledge of designers 
g. awareness of trade papers such as Women's Wear 
h. knowledge of clothing and textile markets 
i. realistic approach to retailing 
j. construction of clothing 
k. selection of clothing 
1. design of clothing 
m. history of clothing and /or textiles 
n. buying of clothing and /or textiles 
o. interior design and furnishing 

11. Which of the following best indicates how you feel about your job? 
very satisfied 
more satisfied than dissatisfied 
about half and half 
more dissatisfied than satisfied 
very dissatisfied 

Part B 

Please draw a circle O around the symbol which best illustrates your feelings about your present 
job. There are no right or wrong answers. 

Y if your answer is yes, or usually yes 
N if your answer is no, or usually no 
? if you are uncertain, or the question does not apply to you 

1. If you had the opportunity to choose again, would you select the same 
college major as preparation for your retailing career? Y N ? 

2. Is the prestige associated with retailing what you expected it to be? Y N ? 

3. Is your philosophy of life consistent with the demands of your work? Y N ? 

4. Is the training of your college major useful in your present work? Y N ? 

5. If you had the opportunity to choose again, would you select retailing 
as your career? Y N ? 

6. Have you advanced in your profession as much as you had expected? Y N ? 

7. Is retailing as satisfying as you expected it to be? Y N 1 

8. Did you have a realistic idea of retailing before you entered it? Y N ? 



Appendix B (continued) 
Part C 

Place a check (. in the box which best indicates your feelings. There should be two checks 
after each statement, and there are no right or wrong answers. 

Situations which may lead to satisfaction 
or dissatisfaction 

Amount of satis- 
faction this 
situation gives 

How often do 
you experience 
this situation ? 

` V \ `" 
z\ \ `, z oo 

O \ 
,...1..j. 
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1. being with people who are enjoying themselves 
2. opportunity to help others 
3. having others take advantage of you .... . .... 4. commuting to work 
5. opportunity to enter into close friendships with others 
6. knowing people from different cultures andbackgrounds . 
7. having associations with inconsiderate people .. 
8. doing work requiring cooperation with others ..... 
9. associations with persons in positions of less prestige . 

10. having your family approve of your job ..... .... ..... 11. being in large crowds 
12. using time and energy to best advantage 
13. having sufficient energy for both work and social activities ..... .... 

MENEM ..... ..... 
14. having competition 
15. wearing "store regulation" colors 
16. being in the midst of noise and confusion 
17. opportunity for privacy 
18. feeling of security ..... U.. 19. opportunity for travel 
20. opportunity to find new ways of doing things .... ..... ..... ..... 
21. opportunity for advancement 
22. doing routine tasks 
23. receiving fair income for work performed 
24. having order and organization in one's work ..... ..... 25. working in an office 
26. opportunity to learn new things ..... 
27. receiving recognition and appreciation for what one does ..... 

MEE. 28. opportunity to express and receive consideration for one's ideas 
29. having responsibility in accordance with one's feelings of 

ability U... ... ... ..... ..... 
30. doing physical rather than mental work 
31. opportunity to solve problems and take responsibility for them 
32. being pretty much your own boss 
33. performing administrative duties 
34. doing stock work ..... 
35. having variety in one's responsibilities ..... 
36. doing things which are useful or have purpose .... .. 37. making decisions concerning purchase or reordering merchandise 
38. gaining valuable background or experience 

. 

, 



Appendix B (continued) 

Situations which may lead to satisfaction 
or dissatisfaction 

Amount of satis- 
faction this 
situation gives 

How often do 
you experience 
this situation? 

M' 
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39. doing challenging work 
40. opportunity to apply knowledge and past experience 
41. having ample space to do one's work 
42. feeling that you have a reasonable work load 
43. working in dirty, unfinished or unkept surroundings 
44. working under pressure 
45. opportunity to work with clothing 
46. having interruptions at work 
47. having a lot of detail and paperwork to do 
48. feeling that you have enough work to do 
49. opportunity for out -of -doors activity 
50. working with goods of high quality 
51. working long hours 
52. getting off later in the day than many people do 
53. doing evening work 
54. working on Saturdays 
55. receiving promotions on basis of merit 
56. feeling successful in your job 
57. opportunity for advancement 
58. opportunity to attain one's ambitions 
59. having sufficient income to live in accordance with one's 

desires ..... 
60. being regarded as a salesgirl luau. 
61. working during holidays or holiday seasons .. 
62. being able to get to work later than many people do . 
63. being acquainted with executives . 
64. seeing people treated fairly at work MENEE 
65. having your boss praise you for doing good work MINIM 
66. having your work judged by fair standards ... 
67. consistencies in policies and practices within the store 
68. knowing your responsibilities .. 
69. opportunity for more vacation time than retailing allows 
70. receiving a substantial discount on purchases MIME. 
71. knowing of new products on the market lull 
72. working with manufacturer' s representatives and salesmen MIMEO 
73. waiting on most of the customers you serve u. 
74. hearing customer complaints about merchandise and taking returns .. 
75. settling differences among salespeople MENEE 
76. helping people make selections which will make them happy ... 
77. associations with other trainees .lulu 
78. participation in professional activities MINI. 
79. being in the hustle and bustle of large cities . 
80. being able to combine family with work lull 
81. having access to cultural opportunities l.. 

c 



APPENDIX C. SITUATIONS ON THE QUESTIONNAIRE IN ORDER OF HIGH SATISFACTION MEANS TO LOW SATISFACTION MEANS 
FOR ALL RESPONDENTS 

Difference in Means 
Situations in Part C Mean of all Mean of Home Mean of Home Economics Non -majors more 

Respondents Economics Majors Non -majors Majors more Satisfied Satisfied than Home 
than Non -majors Economics Majors 

63 being acquainted with executives 
68 knowing your responsibilities 
38 gaining valuable background or experience 
71 knowing of new products on the market 
18 feeling of security 
26 opportunity to learn new things 
81 having access to cultural opportunities 

8 doing work requiring cooperation with others 
11 being in large crowds 
67 consistencies in policies and practices within 

the store 
77 associations with other trainees 
12 using time and energy to best advantage 
79 being in the hustle and bustle of large cities 
24 having order and organization in one's work 
44 working under pressure 
45 opportunity to work with clothing 
35 having variety in one's responsibilities 
36 doing things which are useful or have purpose 
66 having your work judged by fair standards 

2 opportunity to help others 
64 seeing people treated fairly at work 

3 having others take advantage of you 
28 opportunity to express and receive consideration 

for one's ideas 
42 feeling that you have a reasonable work load 
48 feeling that you have enough work to do 
31 opportunity to solve problems and take 

responsibility for them 

4. 61 29 4. 6400 4.5945 . 0570 
4. 5483 4. 3200 4.7027 . 3827 
4. 4838 4. 4400 4. 5135 . 0735 
4. 4838 4. 4800 4. 4864 . 0064 
4. 4677 4. 2000 4. 6486 . 4486 
4. 4516 4. 6400 4. 3243 . 3157 
4. 4516 4. 5600 4. 3783 . 1817 
4. 4354 4. 4000 4. 4594 . 0594 
4. 4193 4. 3200 4. 4864 . 1664 

4. 4193 4. 5600 4. 3243 . 2357 
4. 4193 4. 4800 4. 3783 . 1017 
4. 3870 4. 4400 4. 3513 . 0887 
4. 3870 4. 3200 4. 4324 . 1124 
4. 3387 4. 2400 4. 4054 . 1654 
4. 3387 4. 1600 4. 4594 . 2994 
4. 3387 4. 1600 4. 4594 . 2994 
4. 3225 4. 3200 4. 3243 . 0043 
4. 3225 4. 2000 4. 4054 . 2054 
4. 3064 4. 4000 4. 2432 . 1568 
4. 2741 4. 3600 4. 2162 . 1438 
4. 2741 4. 2000 4. 3243 . 1 243 
4. 2580 4. 1600 4. 3243 . 1643 

4. 2580 4. 2400 4. 2702 . 0302 
4. 2580 4. 2800 4. 2432 . 0368 
4. 2419 4. 0400 4. 3783 . 3383 

4. 2258 4. 1200 4. 2972 . 1772 



Appendix C (continued) 

Situations in Part C 
Difference in Means 

Mean of all Mean of Home Mean of Home Economics Non- majors more 
Respondents Economics Majors Non -majors Majors more Satisfied Satisfied than Home 

than Non -majors Economics Majors 

29 having responsibility in accordance with one's 
feelings of ability 4. 2096 

13 having sufficient energy for both work and 
social activities 4. 1935 

14 having competition 4. 1935 
6 knowing people from different cultures and 

backgrounds 4.1774 
20 opportunity to find new ways of doing things 4. 1774 
25 working in an office 4. 1 774 
43 working in dirty, unfinished or unkept 

surroundings 4.1774 
9 associations with persons in positions of less prestige 4. 1612 

10 having your family approve of your job 4. 1612 
50 working with goods of high quality 4. 1612 
76 helping people make selections which will 

make them happy 4. 1612 
1 being with people who are enjoying themselves 4. 1290 

33 performing administrative duties 4. 1 290 
56 feeling successful in your job 4. 1290 
73 waiting on most of the customers you serve 4. 1290 
40 opportunity to apply knowledge and past experience 4.0967 
47 having a lot of detail and paperwork to do 4. 0967 

5 opportunity to enter into close friendships with 
others 4.0806 

30 doing physical rather than mental work 4.0806 
65 having your boss praise you for doing good work 4.0806 
27 receiving recognition and appreciation for what 

one does 4. 0645 
32 being pretty much your own boss 4. 0483 
70 receiving a substantial discount on purchases 4. 0322 

4. 1200 4. 2702 . 1502 

4. 0400 4. 2972 . 2572 
4. 0800 4. 2702 . 1902 

4.4800 3.9729 .5071 
4. 0800 4. 2432 . 1632 
4. 4000 4. 0270 . 3730 

4.0400 4.2702 .2302 
3. 8800 4. 3513 . 4713 
4.0800 4. 2162 . 1362 
4. 0400 4. 2432 . 2032 

4. 2800 4. 081 0 . 1990 
4. 0000 4. 2162 . 2162 
4. 3200 4.0000 . 3200 
4. 3200 4.0000 . 3200 
4. 2400 4. 0540 . 1860 
4. 0000 4. 1621 . 1621 

3. 7600 4. 3243 .5643 

4.2400 3.9729 .2671 
3. 8400 4. 2432 .4032 
4. 2000 4.0000 . 2000 

4.0400 4. 0810 . 0410 
4. 2000 3. 9459 . 2541 
4.0800 4.0000 .0800 r) 

, 



Appendix C (continued) 

Situations in Part C 

51 working long hours 
75 settling differences among salespeople 
34 doing stock work 
39 doing challenging work 

7 having associations with inconsiderate people 
16 being in the midst of noise and confusion 
72 working with manufacturer's representatives 

or salesmen 
41 having ample space to do one's work 
60 being regarded as a salesgirl 
62 being able to get to work later than many 

people do 
58 opportunity to attain one's ambitions 
80 being able to combine family with work 
23 receiving fair income for work performed 
53 doing evening work 
74 hearing customer complaints about merchandise 

and taking returns 
22 doing routine tasks 
78 participation in professional activities 
37 making decisions concerning purchase or 

reordering of merchandise 
46 having interruptions at work 
17 opportunity for privacy 
57 opportunity for advancement 
21 opportunity for advancement 
59 having sufficient income to live in accordance 

with one's desires 
55 receiving promotions on basis of merit 

Mean of all 
Respondents 

Mean of Home 
Economics Majors 

Mean of 
Non -majors 

Difference in Means 
Home Economics 
Majors more Satisfied 
than Non- majors 

Non -majors more 
Satisfied than Home 
Economics Majors 

4.0161 3.6400 4.2702 . 6302 
4.0000 4.0000 4.0000 
3.9838 3.7200 4.1621 . 4421 
3.9677 3.8800 4.0270 .1470 
3.9516 3.5200 4.2432 . 7232 
3.9516 3.7200 4.1081 . 3881 

3.9516 3.9600 3.9459 . 0141 

3.9193 3.9600 3.8918 . 0682 
3.8870 3.6000 4.0810 .4810 

3.8870 3.9600 3.8378 .1222 
3.8548 3.7200 3.9459 . 2259 
3.8225 3.7600 3.8648 . 1048 
3.8064 3.8800 3.7567 .1233 
3.8064 3.4800 4.0270 .5470 

3.8064 3.6800 3.8918 . 2118 
3.7903 3.5200 3.9729 . 4529 
3.7903 3.9200 3.7027 . 2173 

3.7741 3.8400 3.7297 .1103 
3.7096 3.5600 3.8108 . 2508 
3.6935 3.6800 3.7027 . 0227 
3.6935 3.6400 3.7297 . 0897 
3. 661 2 3.5200 3.7567 . 2367 

3.5967 3.3200 3.7837 . 4637 
3.3870 3.2000 3.5135 . 3135 



Appendix C (continued) 

Situations in Part C 

52 getting off later in the day than many people do 
4 commuting to work 

15 wearing "store regulation" colors 
61 working during holidays or holiday seasons 
49 opportunity for out -of -doors activities 
69 opportunity for more vacation time than 

retailing allows 
19 opportunity for travel 
54 working on Saturdays 

Mean of all 
Respondents 

Mean of Home 
Economics Majors 

Mean of 
Non -majors 

Difference in Means 
Home Economics 
Majors more Satisfied 
than Non -majors 

Non -majors more 
Satisfied than Home 
Economics Majors 

3. 3709 3. 0400 3. 5945 .5545 
3. 1935 2. 9600 3. 3513 . 3913 
3. 1774 2. 7600 3. 4594 . 6994 
3. 1451 2. 2800 3. 7297 1. 4497 
3. 1290 3. 0000 3. 2162 . 2162 

2.8870 2.5600 3. 1081 . 5481 
2. 8225 2. 9200 2. 7567 . 1633 
2. 7580 2. 0800 3. 2162 1. 1362 


