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The purpose of this study was to identity olothing 

purchasing habits of women 60 years of age and over. 

Data for this study were obtained from a questionnaire 

administered to 94 women, 60 years of age and over, living 

in Portland, Corvallis, and Eugene, Oregon. The sample was 

analyzed on the basis of two age groups (60 to 69 and 70 
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school). The chi square test was used to determine if 

there were relationships between olothing purchasing habits 

and the factors of age, income, and education of this age 

group. 
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Age, income, and education were related to certain 

aspects of the purchasing habits of women 60 years of age 

and over. There was a significant relationship between 

the factors of age and income and whether the women enjoyed 

shopping for dresses. Age and education had significant 

relationships when analyzed with the frequency of looking 

at magazines, catalogues, newspapers, pattern books, or 

displays. There was a significant relationship 

between income and education and the frequency of buying a 

dress after first seeing it pictured in a a cata- 

logue, a newspaper, or a window display. Age and income 

were important factors in whether the women wished .. tores 

carried a wider selection from which to choose. 

Older women have an interest in clothing. Comfort 

and fit were found to be the most important factors to con- 

sider in the selection of a dress. The majority of the 

women shopped for dresses in department stores which were 

located in their home towns. Most of the women shopped by 

themselves and preferred to do so. The majority of the 

women wanted their dresses to be of the current fashion 

trends, and many of the women were able to find styles 

that they liked to wear. 

s. 
4.! 

.s 

4. 

' 

" 



SOME SOCIO-ECONOMIC FACTORS ASSOCIATED WITH 
CLOTHING PURCHASING HABITS OF A SELECTED 
GROUP OF WOMEN 60 YEARS OF AGE AND OVER 

by 

MARIALYCE BURNETT 

A THESIS 

submitted to 

OREGON STATE UNIVERSITY 

in partial fulfillment of 
the requirements for the 

degree of 

MASTER OF SCIENCE 

June 1964 



APPROVED: 

Assistant Professor of Clothing, Textiles 
and Related Arts 

In Charge of Major 

Acting Chairman of Department of Clothing, 
Textiles and Related Arts 

Dean of Graduate School 

Date thesis is presented March 9, 1964 

Typed by Margaret Barber 



ACKNOWLEDGMENTS 

The writer wishes to express her app appreciation for the 

assistance, guidance and encouragement of the following 

people: 

Miss Phyllis Grant, Assistant Professor of Clothing, 

Textiles and Related Arts, whose patience end personal 

interest were most helpful. 

Dr. Arthur Gravett, Assistant Professor of Family Life 

and Sociology, for his guidance and interest throughout the 

development of the study. 

Dr. Lyle Calvin, Statistician for the Oregon State 

University Agricultural Experiment Station, for his assist- 

ance and advice in the construction and tabulation of the 

questionnaire. 

To the 94 Oregon women who answered the questionnaire, 

acknowledgment is given, for without their cooperation the 

survey for this thesis could not have been conducted. 



TABLE OF CONTENTS 

CHAPTER 

Introduction ......... «..« « «.e........s. 

II Review of Literature . . «.. *......... » «. 

Page 

1 

6 

Statement of Procedure .............« 17 

The, Sample .............................. 17 
Description of the Three Cities ... ,6..... 17 
questionnaire 18 
Statistical Techniques 21 
Assumptions and Limitations of the Study 22 

IV Analysis of Data ...4,...,6.....e...........ò« 24 

Comparison of Age Groups 
Summary of Younger and Older Age Groups 
Comparison of Income Groups ... 

Summary of Income Groups . .......,6,6 

Comparison of Education Groups . «... 
Summary of Education Groups 
Factors to Consider in the Selection of 

Dresses 41008.040 .....ò 
Statistically Significant Variables 

V Summary, Conclusions, and Suggestions for 
Further Study 

Summary . . . . . . ... . . . . ....... . . .. . . . 
Conclusions 
Suggestions for Further Studies ......... 

BIBLIOGRAPHY . 25 33 
36 
46 
48 
59 

61 
65 

68 

68 
69 
70 

71 

APPENDIX 

A questionnaires ,6.. ,6 «.. «..... ,6....... «4,,6,64,+ 75 

Tables Summarizing the Data ...... ........« 86 

I 

III 

...., '...... 
- 

. 

. 

. 
_ 

- 

.. 
........, 

........ 

- 

- 

B 



LIST OF TABLES 

TABLE Page 

I Age Distribution of 94 Women's Responses 
to Questions Concerning Their Personal Life.. 86 

Age Distribution of 94 Women's Responses 
to Questions Concerning Their Clothing 
Purchasing Habits . ....... ........ 

Income Distribution of 94 Women's Responses 
to Questions Concerning Their Personal Life.. 

IV Income Distribution of 94 Women's Responses 
to Questions Concerning Their Clothing 
Purchasing Habits . . .. 

Education Distribution of 94 Women's 
Responses to Questions Concerning Their 
Personal Life 

VI Education Distribution of 94 Women's 
Responses to Questions Concerning Their 
Clothing Purchasing Habits................... 99 

VII Age Distribution of 94 Women's Responses to 
Factors to Consider in the Selection of 
Dresses 

Income Distribution of 
to Factors to Consider 

...... 104 

94 Women's Responses 
in the Selection of 

Dresses 

IX Education Distribution of 94 Women's 
Responses to Factors to Consider in 
Selection of Dresses............ 

the 
....... 

105 

106 

II 

87 

III 
92 

93 

V 

98 

. 

VIII 



SOME SOCIO- ECONOMIC FACTORS ASSOCIATED WITH 
CLOTHING PURCHASING HABITS OF A SELECTED 
GROUP OF WOMEN 60 YEARS OF AGE AND OVER 

CHAPTER I 

INTRODUCTION 

A profound change is taking place today in the age 

structure of the American population. Never before is 

being "old" so certain a prospect for so many. Never has 

the American population contained such a proportion of 

people 60 years of age and over. The increasing average 

age of the people of western civilization has been but one 

of the consequences of lower death rates caused by social, 

economic, scientific, and technological changes. 

From 1900 to 1950, the total population of the United 

States expanded by 98 percent. During this period the 

number ôf persons 65 years and over grew by 297 percent 

(33, p,4). In 1955, there were 29 million people over 55 

years of age, an increase of 45 percent over 1950. In 

1900, the number of persons 65 and over was three million, 

representing four percent of the total population. By 

1955, this number had grown to 14 million, representing 

eight and one -half percent of the population. The estimate 

for 1975 is 21 million persons 65 years and over, ten per- 

cent of the entire population (22, p.614 Thus, the 

older segment is a rapidly growing portion of our society. 

This large increase is caused by three factors: 
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.... the increase in population aged 
-74, and probably the entire aged popula- 

tion, between 1940 and 1950 is due to three 
factors to the following degrees: the in- 
creased size of the generation caused by the 
larger number of births in the decade 1875- 
1884 than in the decade 1865- 1874 - -57 per 
cent; immigration --23 per Dent; and lower 
mortality rates since 1940 among those aged 
55 and over --20 per cent (33, p.3). 

The problems, needs, and interests of the aged are 

becoming increasingly more important to society because 

the group is enlarging in both proportion and number. The 

housing, nutritional, medical, financial and recreational 

needs of our older citizens are being brought to the atten- 

tion of the general public through mass communication 

media. There is also a growing number of private and pub- 

lic institutions and individuals in all fields of knowledge 

working to make the declining years of life more fulfilling. 

Initially, interest in the aged centered on their 

financial problems and health problems, because these had a 

direct effect on the total society. Recently, problems 

relating to other facets of their lives are being recog- 

nized. Work is being initiated to find solutions to hous- 

ing and recreation problems. More attention is also being 

given to the study of the characteristics, desires, and 

potentials of older people as well as how they may best 

adjust to their social world after retirement. 

Many federal, state, and municipal agencies, as well 

as other groups, are now concerning themselves with the 
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problem of aging. The first White House Conference on 

Aging, held in Washington, D.C., January 9 to 12, 1961, 

concerned itself mainly with the problems of health, 

income, and housing. Other topics included education, 

family life, free -time activities, religion, research, 

training of professional personnel, and the role of various 

organizations and levels of government. None of these top- 

ics included clothing (16, p.218). 

The clothing problems and preferences of this age 

group, however, have not received the consideration given 

to other age groups. Those studies which have been done 

have been isolated. In addition to this lack, designers 

and retailers have practically ignored this age group. 

Dr. Michael M. Dasoo, director of physical medicine and 

rehabilitation at New York's Goldwater Memorial Hospital, 

strongly believes that merchants, engineers, end designers 

should recognize the aging population as an influence on 

their professions. He cites the department store as an 

example. 

Today it has a department for almost 
every age bracket from infants through "matrons ". 
But how many departments hes it for older women? 
How many designers design clothes for the older 
woman? The older man can find suitable clothing 
without much trouble, but the older woman finds 
little that hes taken her figure changes into 
account. And most of what she does find is not 
appealing to her. She still takes pride in 
wearing something cheerful and appropriate, but 
has difficulty finding it (8, p.89). 
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A store in view York which specializes in clothes for the 

larger figure found older women to be a ready market. 

The store, Lane Bryant, 'originally opened a Junior Plenty 

Shop for chubby and out -sized young women. The store soon 

discovered that the older women had invaded the youngsters' 

realm (42, p.86). 

Clothing, as well as food and shelter, is an essential 

of daily life. It not only provides protection against the 

elements, but has psychological aspects which influence the 

social relationships of people. Doctors writing on the 

psychology of retirement recommend building the self- esteem 

of elderly people and suggest that it is just as important 

for them to create a favorable impression through personal 

appearance as through behavior. Careless grooming, selec- 

tion and care show a feeling of disregard for others and 

this same disregard may contribute to withdrawal and in- 

creased introspection. 

Since the number of women who are the senior citizens 

of our society will increase, it is expected that their 

clothing demands will have a greater bearing on the kind 

of clothing produced, and thought needs to be given to 

their clothing preferences and needs. 

The general purpose of this study was to identify 

clothing purchasing habits as expressed by a group of 

Oregon women 60 years of age and older in Portland, 

r 



5 

Corvallis, and Eugene. The specific purpose of the study 

was to determine if there were relationships between the 

clothing purchasing habits of women in this age group and 

the factors of age, income, and education. 
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CHAPTER II 

REVIEW OF LITERATURE 

Clothing has been important for a long time. During 

the Middle Ages and later, sumptuary laws were often en- 

forced to limit the excesses of clothing. Religious re- 

formers have often concerned themselves with what they 

felt to be unseemly dress. In 1887, G. Stanley Hall devel- 

oped a questionnaire to examine the relationship between 

clothes and the development of the sense of self. During 

the first three decades of this century, clothing was 

studied from the psychological viewpoint by Flugel, Dear- 

born, Allport, Hurlock, and others (39, p.649). Since 

then, many studies have been conducted in various fields 

of clothing: selection, design, maintenance, economics, 

management, home sewing, market policies, services, dura- 

bility, health, and comfort. In recent years there has 

been a shift of emphasis into the socio- psychological or 

socio- economic areas. Articles in the Journal of Home 

Economics which review clothing research of the past 35 

years, emphasize the importance of the socio- psychological 

and socio- economic areas and state that these fields are 

becoming increasingly important (1, p.767 -770). 

Although researchers are becoming increasingly aware 

of the importance of clothing research, and have studied 
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many age and economic groups, very few studies have been 

done which relate specifically to women 55 years of age 

and over. Much of the research dealing with the aged has 

been based on institutionalized individuals and groups who 

are readily available for research purposes, but who are 

not representative of the older population as a whole. 

Recently interest has been directed toward the personal 

feelings, attitudes, and preferences of older people out- 

side of formal groups. A broader understanding of this 

age group can be gained from other sources. 

Aging is an interdependent process, the 
understanding of which hinges upon an under- 
standing of the contributions made by each of 
the persons interested in aging and the aged. 
Older people desire to maintain their self- 
esteem and crave appreciation. Older individ- 
uals need to maintain a pleasing and acceptable 
appearance in order to elicit a positive atti- 
tude toward themselves. Observations and the 
reports of work with the aging do indicate the 
existence of a certain stereotype associated 
with older people. This is especially true 
with respect to the kinds of clothing which 
they wear. Dull, drab colors and plain styles 
are considered "appropriate" for an older woman. 
This indicates a possibility that an older woman 
might actually choose a style and color which 
she felt was characteristic of her age group 
even though she did not especially care for the 
selection (38, p.159). 

Hartmann, in the Journal of Home Economics, discussed 
the relationship of "self" and clothing: 

.... the use of an article of clothing is 
simultaneously a source of stimulation to the 
wearer and the beholders, as well as a reaction 
on their part to certain physiological needs, 
social expectancies and esthetic tensions forced 
in the organism. 
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Clothes are, therefore, valuable only to 
the degree that they enhance the value and 
experiences of the persons who wear them or 
who are otherwise affected by them. In other 
words, the subjective worth of any article of 
attire is proportionate to its contribution 
to some sort of extension or differentiation 
or enrichment of the self. The self with that 
piece of clothing must become a better self 
than it is without; otherwise, the item either 
makes no vital difference or fails to fulfill 
its function (14, p.295 -296). 

Hurlook (19) says that one of the chief values of 

clothing is that it enables people to advertise themselves 

in a way that will win the attention and admiration of 

others. 

The early beginnings of clubs for older people grew 

from the urge to do something for the old people or to pro- 

vide them with a meeting place, games, and refreshments. 

The clubs that grew and developed had breadth and clarity 

of philosophy and purposes, and good leadership. The 

forward- looking clubs listened to the older people as they 

came together and voiced needs and desires which had not 

been previously recognized. The concept grew from a club 

as a place to meet other older people to "kill" or "fill" 

time, to the recognition that group participation for 

older people with their peers provided a uniquely important 

ingredient in meeting their special needs (27, p.98 -99). 

Senior Citizens of America is an example of a "non- 

profit, education, philanthropic, scientific organization" 
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concerned with older persons. Its purpose and activities 

are stated by one of the executives of the organization: 

Senior Citizens of America is a national 
clearing house for all that concerns the mature 
citizen.... It conducts research into problems 
which concern people in the second half of life 
.,, We work with Congress, the State Governors, 
Mayors, and Industry to help improve the commu- 
nity climate for the senior citizen (5, p.99) . 

Affiliates with SCA and non -affiliated "Senior Citizen 

Centers" and "Golden Age Clubs" are becoming more numerous 

in cities throughout the United states. They help fulfill 

many of the needs of older people, including that of pur- 

poseful activity. 

In resisting the useless expenditure of 
energy man's fight with time is his greatest 
battle. In that battle his emotional life is 
highly important, the surplus of hope over 
despair, of love over indifference, of motive 
over resignation. As Helton points out, it 
is not a fight for the duration of the body 
so much as it is a fight for the duration of 
the capacity for happiness. One can be too 
busy and too active in the process of maturing 
to be annoyed by the deteriorations of aging. 
Purposeful activity up to the limits of physio- 
logic and mental optimum represents the most 
potent factor in the fight against premature 
human deterioration (5, p.99). 

Havighurst also mentioned the need for activity in 

his discussion of two ways of approaching the problems of 

aging. He said that there are two general modes of 

approach to the problem of aging. One is the "Stay Young- - 

keen Active,"; f the other is the "Grow Old Gracefully- - 

Rocking Chair" approach. Havighurst added that the middle 
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class tends to belong to the "Stay Young" group; the lower 

class tends to belong to the "Grow Old Gracefully" group. 

Men usually follow the "Stay Young" approach to aging; 

women usually follow the "Grow Old Gracefully" approach to 

aging (15, p.304). 

Tibbitts said the following about participation in 

organizations: 

Membership in a social group provides 
the individual with at least four significant 
satisfactions; a sense of belonging, the 
pleasure of sociability, the satisfaction of 
activity, and a routine of attendance at 
events (38, p.294). 

In her article, "Adding Life to Your Years," Hoffman 

(17) stated that much of the earlier home economics re- 

search related to older people in the area of clothing has 

been consumer oriented. Most studies that have been re- 

ported have dealt with expenditure levels for clothing and 

the ability of older people to finance their clothing 

needs. Market research studies have been made which were 

concerned with how to satisfy the specific needs of older 

people without identifying the older people as a distinct 

age group. Hoffman goes on to say 

.... expenditures for clothing decrease 
as age advances, regardless of the income 
level, and social and cultural level of the 
older people. Reasons given for this pattern 
of expenditure are that the need for clothing 
decreases with curtailed social activity 
resulting in less wear and tear on clothing, 
with less need, therefore, to replace clothing. 
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Reluctance to accept fashion change and the 
purchase of more conservative clothing is 
another reason given for reduced expenditures 
for clothing among older people. 

One of the problems encountered by older 
people in shopping for clothing .... has been 
that of not being able to find on the market 
clothing which satisfies their needs in terms 
of style, color, weight, size, and proportions 
(17, p.3 -6). 

A study conducted by Margaret Blair (4) in 1953 con- 

tained both the physiological changes of the aging and the 

relationship of these to clothing. Information for Blair's 

study was obtained from 714 questionnaires sent to a ran- 

dom sample of women over 45 years of age in parts of 

Georgia and surrounding areas. The percent of responses 

to the questionnaire sent out indicated to the researchers 

that women were not only interested but were in need of 

help in solving their clothing problems. 

In a study of clothing preferences and problems 

expressed by a group of older women in Manhattan, Kansas, 

Bartley (3) reported that the women were generally satis- 

fied with the supply of their preferred fabrics, garment 

designs, and colors in garments of their size. Most of 

the women looked locally for clothing before purchasing, 

but many of the women purchased clothing in another city. 

From the preferences studied and the comments made, it 

seemed evident that these women knew what they wanted. 

They looked for becoming color, line and style, simplicity, 
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comfort, and ease of care. They want to feel attractively 

and suitably dressed, just as women of all age groups do. 

"Women 60 years old and over have an interest in 

dress that extends beyond the functional use of clothing," 

was Harriet Ebeling's (9) conclusion in her study, "Some 

Aspects of the Personal and Social Function of Clothing 

for the Older Woman." Ebeling reported that buying arti- 

cles of clothing often had the psychological effect of 

making the women feel happier. When deciding which dress 

to purchase, the design and fit of a dress was more impor- 

tant to them than the price or how easy it would be to care 

for the dress. Most of the women could easily find a dress 

in their size, but they wished stores would carry a wider 

selection from which to choose. The wishful additional 

income was related to the desire for more or better clothes 

and the psychological "lift" resulting from the purchase of 

something new. Ebeling also reported that there was a 

tendency for the interest in clothing to decline with age. 

More women in the 60 to 75 age group had a stronger 

interest in clothes than did women 75 years of age and 

over. 

Tate and Glisson (37) present an analysis of physio- 
, 

logical changes and the relationship of these changes to 

the clothing for the older body in their book, Family Cloth- 

ing. The authors feel there is as wide a variation in the 

. 
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clothing preferences of the elderly as for any age group. 

It.is an accepted fact that fashion changes are less 

readily accepted by older citizens, partly because of 

their limited income and partly because they have less 

energy to shop. On the other hand, the older person tends 

to retain attitudes developed in earlier years regarding 

the proper type of clothing to be worn for given occasions. 

The fact that older women do less socializing than 

they did while younger explains why their need for clothing 

for social functions decreases. The one area in which 

social participation tends to increase with age is in reli- 

gious activities. The natural decrease in social activity 

in age is modified somewhat by the knowledge that keeping 

busy is important to good adjustment. Also, being well - 

dressed is essential for group participation at any age 

(37). 

In 1962, Launderdale (21), in her study, "Reactions to 

Clothing Expressed by a Selected Group of Women over 65," 

compiled information received from 40 interviews. These 

women indicated that the use of fabrics with decorative 

designs was somewhat limited for the aging figure. The 

participants had maintained their interest in personal 

appearance. Some of them experienced difficulty in finding 

what they considered an appropriate style or an adequate 

. . 
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fit. Some of them had an additional difficulty in that 

transportation to the stores was not available. 

Shipley (31) found in her study, A Comparative Study 

of Older Women's Preferences in Clothing and the Selection 

Provided in the Retail Market," that older women have an 

interest in clothing. Style and fit were considered to be 

the most important factors in the selection of a dress. 

Age appeared to be an important factor, affecting both 

interest and specific preferences. Income was also an 

important factor, but not so influential as age. In gen- 

eral, the younger age group (55 to 69 years) and the high - 

income group ($4000 and over) tended to be more interested 

in clothing. Organizational membership and the person with 

whom the participant lived were also factors found to be 

significant. 

A study conducted by Ebeling and Rosencranz (10) con- 

sidered the importance of the fashions and styles of cloth- 

ing to women 60 years of age and over. From 180 interviews 

they discovered that the majority of the women in the sam- 

ple enjoyed looking at fashion magazines, and were inter- 

ested in style shows and fashion changes. The women indi- 

cated that they liked to window shop and that buying clothes 

made them happy. They also stated that clothing worn at 

social events had an effect on whether they had a "good 

time ". These women had no difficulty locating dresses in 

. . 
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their size, but experienced difficulty in finding appropri- 

ate styles. 

Relevant facts about the clothing needs and 

ences of 50 women in a small southern town were collected 

by Tate and Caisson (37). The clothing attitudes and 

preferences of the women followed much the same pattern 

they had established earlier in life. On the whole, these 

tended to dress conservatively. Also, they attended 

fewer social activities and needed fewer clothes than did 

younger people in the same area. 

Studies at the Michigan State Experiment Station (36) 

found that shopping practices and clerk- customer relation- 

ships were related to social status level. Higher social 

status shoppers, when compared to those lower in status, 

tended to; (1) "dress up" for shopping trips, (2) do more 

shopping outside the local trade area, (3) use a patroniz- 

ing attitude rather than a familiar attitude toward clerks, 

and (4) absorb more of the salesclerk's time and attention 

(36, p.184). 

In a related study, Stone and Form (35) found: (1) 

the kind of clothing worn by the homemaker while shopping 

for clothes was conditioned by her position in the strati- 

fication system of the community, (2) women in the middle 

status range spent less time shopping for clothes than 

women in the higher and lower status levels, (3) women 
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reared in rural areas and small cities shopped locally 

more often than did women reared in larger cities, (4) the 

higher the social status of the shopper, the more she 

tended to shop outside the local trade center, (5) whether 

the homemaker shopped alone or with others seemed to be a 

function of her age, the number and age of her children, 

and the extent of her community activities. 

The work of Ebeling and Rosencranz (10) reveals that 

design and fit are more important to older women than cost 

and care of garments. The women who were interviewed 

stated that they would like to have more money to spend on 

clothes. Similar replies were reported by Tate and Glisson. 

In their study, the women were asked to rank, in order of 

importance, ten factors that should be considered when pur- 

chasing outer garments. The factors which ranked first, 

second, third, and fourth by the majority of the respond- 

ents were fit, comfort, color, and style. Price ranked 

fifth and ease of care and durability ranked eighth and 

ninth. Such findings seem to indicate that cost is not of 

major importance to older women if they can find attractive 

and comfortable garments. 
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CHAPTER III 

STATEMENT OF PROCEDURE 

Data for this study were obtained from the compila- 

tion of responses to a questionnaire completed by 94 women 

60 years of age and over. The women who were asked to fill 

in the questionnaire were chosen on the basis of membership 

in a senior citizen group. 

The Sample 

The presidents of six senior citizen groups were con- 

tacted to obtain permission to attend a meeting to have the 

women of the group fill out the questionnaire. Five groups 

agreed to participate in the study. The sixth group did 

not feel they wanted to take the time to participate in the 

study. The five groups included two groups from Portland 

which met at the Mt. Scott Community Center and the Knott 

Street Community Center; one group from Eugene, the Eugene 

Social and Service Club; and two Corvallis groups, the 

Corvallis Golden Age Club and The Dames. 

Description of the Three Cities 

Portland, with the population of 370,906, is the 

largest city in the state of Oregon. The city is located 

1 
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in northwestern Oregon. The major industries are manu- 

facturing, lumbering, and transportation. 

Eugene is situated in the center of western Oregon, 

approximately 111 miles south of Portland. Eugene has a 

population of 55,413, which means it is the second largest 

city in the state. The main industries are lumbering, 

agriculture, and manufacturing. 

Corvallis, with a population of 25,633, is considered 

the fifth largest city in the state. Corvallis is located 

at the intersection of U.S. Highways 99 =W and 20 on the 

Willamette River, 85 miles south of Portland. Corvallis 

is centered around Oregon State University and has little 

additional industry. 

Questionnaire 

A structured questionnaire was used in which specific 

questions were asked about the shopping habits of women 60 

years of age and over. questions were so stated that they 

could be answered by checking a descriptive phrase. Six of 

the questions were designed so that additional space was 

provided for a written answer to explain the phrase checked. 

questions six through ten were to be answered by ranking 

the items. Most of the women just checked one of the 

phrases so the questions were analyzed upon this basis. 

questions were asked to obtain information about the type 
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of store and community these women shopped, with whom they 

shopped, and factors they considered when purchasing 

dresses, in relation to the factors of age, education, and 

income. 

The questions were limited in number because elderly 

women may become confused and tired and have a tendency not 

to complete a questionnaire if it is too long. The ques- 

tions were written so they could be easily understood as 

they would be answered in a group situation. 

The questionnaire was voluntarily and anonymously done 

an attempt to obtain reasonably accurate information. 

A group of three university staff members, eight 

graduate students in home economics, and five older women 

checked the questionnaire for clarity, ease of use, and 

length. On the basis of their evaluation, some of the 

questions were reworded for clearness and one question was 

eliminated. Question 19 was divided into two separate 

questions for ease in answering. 

The questionnaires were distributed to the particular 

group of women at the prearranged time at the regularly 

scheduled social hour. The questionnaire was read aloud 

to the collected group of women with time allowed after 

each question for marking the answers. The questionnaires 

were then collected. Upon the advice of the person in 

. 
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charge, two groups returned their completed questionnaires 

the following week. 

Upon examination, it was found that only 94 question- 

naires of the total 200 distributed were usable. Eleven 

of the women did not fill in enough of the questionnaire. 

Ninety -five of the questionnaires were not returned. The 

older women hesitated to answer questions on age and /or 

income. The writer found that many of the women were not 

interested in participating in the study. The response 

might have been better if the women had filled out the 

questionnaire as part of the regular program instead of 

during the social hour. 

Of the total usable 94 questionnaires, reports from 

two Portland groups included 51 women or 54.3 percent; 

from the Eugene group, 23 women or 24.5 percent; and from 

the Corvallis groups, 20 women or 21.3 percent. For the 

purpose of analysis of the data, the effect of age in rela- 

tion to the answers given was determined by dividing the 

women into two groups. Women 60 to 69 years of age were 

considered the younger segment of the sample, and women 

over 70 years of age the older portion of the sample. 

The groups were also divided into three economic 

groups. Individuals with an annual income of less than 

$999 were placed in the low group, individuals with an 

annual income of $1000 to $1999 in the middle group, and 
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individuals with an annual of 42000 or more in the 

high group. 

Individuals were also placed in three educational 

groups. Those with less than a high school education were 

placed in the low group, those with a high school education 

in the middle group, and those with more than a high school 

education in the high group. 

The three factors, age, education, and income, were 

considered in relation to all questions. Data related to 

these three factors were set up according to a frequency 

distribution and then given in percentages. The questions 

have been rearranged and grouped so that questions pertain- 

ing to related subject areas will be discussed together 

(Appendix A). 

Sta A al Techniques leal 

The chi square test was used to determine significant 

differences between the expected frequencies in the samples 

and the corresponding observed frequencies in the samples. 

Chi square was computed by summing the square of the devia- 

tions of the observed from expected frequencies for each 

cell, divided by the expected frequency for that cell. 

The formula is: 
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The number of degrees of freedom was computed by multiply- 

ing the columns minus one by the rows minus one. This is 

equal to the number of independent observations on which 

the test is based. The chi square values were then read 

from a table, according to the number of degrees of freedom, 

to determine the probability of the number of times in a 

hundred that the distribution would be due to chance. 

Probabilities of 0.01 or less were considered highly sig- 

nificant and probabilities of 0.05 were considered signifi- 

cant. 

Assumptions and Limitations of the Study 

Assumptions 

1. It was assumed that age, education, and income, 

to some extent, influence the purchasing habits 

of women 60 years of age and over. 

2. It was assumed that the method of choosing 

participants would give a reasonable estimate 

of the purchasing habits in the communities 

studied. 

Limitations 

1. Only four communities in Oregon were used in 

this study. 
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2. Not all the senior citizen groups in the 

four communities were contacted. 

3. The number and type of questions was limited 

because of the information desired and the 

age of the participants. 
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CHAPTER IV 

ANALYSIS OF DATA 

This chapter deals with the analysis of the data 

obtained from the 94 completed questionnaires. The 94 

women were divided into a total of eight groups, two age 

groups, three income groups, and three education groups. 

Women 60 to 69 years of age were considered the younger 

group, and women 70 years of age and older were considered 

the older group. Women with an annual income of 4999 or 

less were considered in the low- income group, women with 

an annual income of 41000 to $1999 a year were considered 

in the middle- income group, and women with an annual income 

of $2000 or more were considered in the high - income group. 

Women with less than a high school education were consid- 

ered in the low -education group, women with a high school 

education were considered in the middle- education group, 

and women with more than a high school education were con- 

sidered in the high -education group. 

There were 49 women, or 52 percent, in the low =àge 

group in comparison to 45 women, or 47.9 percent, in the 

high -age group. -five, or 26.6 percent, of the women 

fell in the low- income group; 48, or 51 percent, of the 

women fell in the middle- income" group; and 21, or 22 per- 

cent, of the women fell in the high -income group. The 
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low -education group had 24 women, or 25.5 percent; the 

middle -education group had 34 women, or 36 percent; and 

the high -education group had 28 women, or 29.8 percent. 

Comparison of Age Groups 

The women were divided into two age groupings of 

younger (60 -69 years) and older (70 and over). There were 

49 women in the younger age group and 45 women in the older 

age group. These two groups were compared to determine the 

effect of age on purchasing habits of older women. Tables 

I and II (Appendix B) summarize the responses of the women 

in the two age groups concerning questions of their per- 

sonal life and their clothing purchasing habits. 

More than 80 percent of the younger age group lived 

in their own homes and more than 60 percent of these women 

lived by themselves. As compared to the younger group, the 

older age group had more than 75 percent of the women in 

this group who lived in their own homes and more than 65 

percent of these women who lived by themselves. In com- 

parison, 38 percent of the younger group lived with family 

members, compared to 29 percent of the older group. There 

was no effort made to find out whether the family members 

were children, husbands, sisters, etc. 

The majority of the women have worked outside the 

home at sometimes. Ten of the younger -age group were 
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working part or full time at the time the questionnaire 

was completed. Only three of the older group of women 

were working at the present time. 

Age proved to be a significant factor at the five 

percent level in the number of clubs or organizations to 

which the women in both groups belonged. The majority of 

the younger group belonged to one or two clubs or organi- 

zations, whereas a greater portion of the older group 

belonged to three or more clubs or organizations. 

Seventy percent of the younger group of women shopped 

in a department store, and 21 percent of the younger group 

shopped in a specialty store. One woman of the younger 

group checked "other" but she failed to clarify what this 

meant. In comparison to the younger group, 59 percent of 

the older group shopped in a department store and 37 per- 

cent shopped in a specialty store. Four percent, or two 

women, of this group shopped in a mail -order store. 

Many women refrained from answering the question, 

"Where do you do most of your shopping for house dresses?" 

Some of the women said they did not buy house dresses as 

such; house dresses are a thing of the past. They buy a 

dress that is worn for many occasions and then wear it 

around the house when it begins to wear out. Of the 

younger women who did answer the question, the majority of 

the women, 84 percent, shopped for house dresses in 
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department stores. Seven percent, or three women, marked 

"other ", two of these did not clarify their answer and the 

third woman replied that she did all her own sewing. 

Seventy -five percent of the older women shopped for house 

dresses in a department store, six percent shopped in a 

specialty store, three percent shopped in a mail -order 

store, and 16 percent checked "other ". Of the 16 percent, 

or six women, who checked "other ", one did not clarify her 

answer, and five of the women stated that they made their 

own house dresses. 

Eighty -two percent of the women in the younger group 

shopped for dresses downtown or at the city center, and 14 

percent shopped at a shopping center. The women in the 

older -age group followed the same general pattern as the 

younger group. Eighty -three of these women shopped down- 

town, and 14 percent shopped at a shopping center. One 

woman checked that she shopped by mail. All but three of 

the women who checked they shopped at a shopping center 

lived in Portland. 

The question, "Where do you do most of your shopping 

for house dresses?" had a low response. Of the younger 

group who answered, 81 percent shopped downtown or at the 

city center and 18 percent shopped at a shopping center. 

The older group was similar to the younger group. 

, ' 



Eighty -seven percent of the women who answered shopped 

downtown for house dresses and 13 percent shopped at a 

shopping center. As in the previous question, the majority 

of the women who shopped at a shopping center lived in the 

Portland area. 

The majority of the women in both the younger and the 

older groups purchased dresses in their home town, 96 per- 

cent of the younger group and 89 percent of the older group. 

Three women, or two percent, of the younger group and five 

percent of the older group purchased dresses in a neighbor- 

ing town. Two of these women, one from the younger group 

and one from the older group, resided in Corvallis. One 

Eugene women who was in the older group purchased dresses 

in a neighboring town. Of the total four women from both 

groups, all resided in Corvallis. 

The question, "If you shop and buy dresses in another 

city or through the mail, check why you do," was asked in 

an attempt to discover why women shop elsewhere. Nineteen 

women of the younger group and 31 women of the older group 

answered the above question. The younger women checked 

"lower price range ", "wider selection ", "just some place to 

go ", and "other" the most often. Two of the women who 

checked "other" felled to write in any cormnent. The third 

woman wrote in, "Wherever I find something that pleases 

me." The fourth women women wrote, "If I have time." Of the 
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women in the older group who answered this question, 14 of 

them checked "wider selection" as the most common reason 

for shopping in another city. "Children reside there 

"lower price range ", and "just some place to go" were the 

other reasons checked most often. Of the two women who 

checked "other', one failed to write in a comment, and the 

other wrote, "I don't unless away from the state. I spend 

about four months in another state each year." 

Ninety percent of the younger group checked that they 

looked at fashion magazines, women's magazines, mail -order 

catalogues, newspapers, pattern books, or window displays 

"often" or "sometimes" in comparison to the ten percent of 

this group that only looked at fashion magazines, women's 

magazines, mail -order catalogues, newspapers, pattern 

books, or window displays "seldom" or "never ". The older 

group had 70 percent that checked they looked at fashion 

magazines, women's magazines, mail -order catalogues, news- 

papers, pattern books, or window displays "often" or "some- 

times" in contrast to the 25 percent that checked t "seldom" 

or "never ". This question was significant at the five per- 

cent level when analyzed with the factor of age. 

When asked the following question, "Check in which of 

the following you look at dresses," the 50 women in 

younger group responded 125 times. The women responded in 

the following way: 17 percent looked at fashion magazines, 

the 
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18 percent looked at women's magazines, 14 percent looked 

at mail -order catalogues, 17 percent looked at newspapers, 

15 percent looked at pattern books, and 19 percent did 

window shopping. Of the 44 women who comprised the older 

group, there were a total of 69 responses. This group was 

not as interested in looking at dress fashions as were the 

younger group as shown by the following: nine percent 

looked at fashion magazines, 19 percent looked at women's 

magazines, 19 percent looked at mail -order catalogues, ten 

percent looked at pattern books, and 33 percent did window 

shopping. These figures show that older women are still 

interested in fashions and looked at various printed mate- 

rials that include fashion illustrations. 

The majority, or 76 percent, of the younger group 

checked that they "sometimes" or "never" bought a dress 

after first seeing it pictured in a magazine, a catalogue, 

or a newspaper, Sixty -five percent of the older group 

"seldom" or "never" bought a dress after first seeing it 

pictured in a magazine, a catalogue, or a newspaper. The 

older group was less influenced by advertising than the 

younger group. Perhaps this is explained by the fact that 

most dress advertisements are modeled by young women with 

few figure problems. 

Twenty -three percent of the younger group shopped 

with some member of their family, 65 percent shopped by 
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themselves, and 13 percent shopped with a friend. When 

asked with whom they preferred to shop, 70 percent of this 

group checked that they preferred to shop by themselves. 

More than 50 percent of the older group shopped by them- 

selves. Twenty -nine percent of this group shopped with 

members of the family and 13 percent shopped with a friend. 

The majority of the older group checked that they preferred 

to shop by themselves or with members of the family. 

The question concerning the preference of a shopping 

companion was significant at the five percent level when 

analyzed with the factor of age. This indicates that age 

was an important factor in the choice of a shopping compan- 

ion. 

More than 80 percent of both the younger and older 

groups of women wanted their dresses to be of the current 

fashion trends. Approximately 60 percent of the younger 

group were able to find the style of dress they liked 

"often" or "sometimes ". This was in comparison to approx- 

imately 35 percent of the younger group who were able to 

find a style they liked only "seldom" or "never ". Sixty- 

two percent of the older group were able to find a style 

they liked "often" or "sometimes ". Approximately 35 per- 

cent of the older group were able to find a style they 

liked only part of the time. 
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A total of 82 women answered the question, "If not, 

why not ?" This question was in relation to the question 

about wanting the style of dress to be of the current 

fashion trends. The reasons most checked by the younger 

group were "too short" (28 (28 percent) and "not designed for 

your figure type" (38 percent). The older group checked 

the following two reasons most often: 27 percent checked 

"too short" and 34 percent checked "not designed for older 

woman in mind ":, 

Age was a significant factor at the five percent level 

when it was related to the question concerning the enjoy- 

ment the women gain from shopping for dresses. More than 

70 percent of the younger group enjoyed shopping for 

dresses "very much" or "somewhat ". Twenty -six percent of 

this group checked they enjoyed shopping for dresses "very 

little" or "not at all ". The older group was divided 

approximately in half between enjoying shopping and not 

enjoying shopping, with 56 percent who enjoyed shopping 

"very much" and "somewhat" and 45 percent who enjoyed 

shopping for dresses "very little" or "not at all ". 

In answer to the question, "Do you ever buy dresses 

to cheer you up ?" approximately 50 percent of the younger 

group checked "often" and "sometimes". About 50 percent 

of this group checked that they "seldom" or "never bought 

dresses to cheer them up. The older group had a wider 
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division between the positive and the negative responses 

of this question. Thirty -five percent of the older group 

checked they "often" or "sometimes" bought dresses to cheer 

themselves up in contrast to 65 percent who checked they 

"seldom" or "never" bought dresses to cheer them up. 

Ninety -seven percent of the younger group wished 

stores carried a wider selection "often" or "sometimes ". 

This question was significant at the five percent level. 

Seventy -eight percent of the older group wished stores 

carried a wider selection from which to choose. Sixteen 

percent of the older women "seldom" wished stores carried 

a wider selection. 

A larger percentage of the younger women purchased a 

dress more than once last year in comparison to the older 

group of women. Approximately 52 percent of the younger 

group purchased dresses four or more times last year in 

contrast to 28 percent of older group who purchased 

dresses four or more times last year. Nine percent of the 

younger group in contrast to 14 percent of the older group 

purchased less than one dress last year. 

Summary of Younger and Older Age Groups 

The 94 women were divided into two age groups of 

younger (less than 70 years of age) and older (more than 
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70 years of age). There were 49 women in the younger group 

and 45 women in the older age group. 

The majority of the women in both age groups lived 

alone in their own homes. Most of the women have worked 

outside the home at one time or another. A low percentage 

of the women were presently working part or full time. 

The majority of the younger group belonged to one or 

two organizations in contrast to the majority of the older 

group who were members of three or more organizations. 

This question was significant at the five percent level. 

Women in both groups did most of their shopping for 

dresses in department stores. About a fifth of the younger 

group shopped for "good "* dresses in specialty stores. 

Approximately 80 percent of the younger and older 

groups shopped for dresses downtown. Approximately 14 per- 

cent of both groups shopped for dresses at shopping centers. 

The majority of the women in both groups purchased dresses 

in their home town. 

The reasons most frequently checked for shopping in 

another city or through the mail by both age groups were: 

"lower price range ", "wider selection ", and "just some 

place to go . 

*"Good" dress as used in this thesis means a dress which 
is worn for many occasions such as church, shopping, 
visiting friends, etc. 



Ninety percent of the younger group and 70 percent of 

the older group looked at magazines, catalogues, news- 

papers, pattern books, or did window shopping "often" or 

"sometimes ". Approximately 15 percent of the younger group 

looked at magazines, catalogues, newspapers, pattern books, 

and displays in store windows, 

older group looked at women's 

33 percent did window shopping. 

Few of the women in either 

dress after first seeing it pictured 

logues, or newspapers. 

The majority of the women 

selves and most of them preferred 

More than 80 percent of bot 

dresses to be of the current fashion 

most frequently checked for not 

Nineteen percent of the 

magazines and catalogues and 

group :decided to buy a 

in magazines, cata- 

usually shopped by them- 

to do it this way. 

age groups wanted their 

trends. 

wanting dresses 

The reasons 

to be of 

the current fashion trends were "too short ", "not designed 

for your figure type ", and "not designed with older women 

in mind ". 

Approximately 75 percent of the younger group and 55 

percent of the older group enjoy d shopping for dresses. 

About a fourth of the younger group and little less than a 

half of the older group did not 

Approximately half of the women 

or "never" bought dresses to cheer 

.enjoy shopping for dresses. 

both groups "seldom" 

them up. 
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majority of the women wished that stores carried a 

wider selection from which to choose. 

More women in the younger group bought more than one 

dress last year than did the women in the older group. 

Comparison of Income Groups 

The income of the 94 women fell into three groups: 

low (less than $999), middle ($1000- :1999), and high 

($2000 and more). Twenty -five, or 26.6 percent, of the 

women were in the low- income group; 48, or 51 percent, of 

the women were in the middle- income group; and 21, or 22 

percent of the women were in the high income group. These 

three income groups were compared to determine the effect 

of income on the purchasing habits of older women. Tables 

III and IV (Appendix B) summarize the responses of the 

women in the three income groups concerning questions of 

their personal life and their clothing purchasing habits. 

When compared to the figures reported in the October 

21, 1963, issue of "Consumer Income Current Population 

Reports," published by the Bureau of Census, the above per- 

centages in each of the three divisions were quite differ- 

ent. The "Consumer Income Current Population Reports" 

gave no figures for females 65 years of age and older with 

less than a total annual income of 999. This publication 

reported that there were 30 percent of the females over 65 
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years of age with a total annual income of 41000 to 41999, 

and 13 percent the females more than 65 years of age 

with a total annual income of 42000 or more. 

The majority of the low-income group, more than 75 

percent, checked that they lived in their own homes. How- 

ever, of this income - group, 48 percent lived with fam- 

ily members and 52 percent lived by themselves. The 

middle- inàóme group followed the same pattern as the low- 

income group with 83 percent of the women living in their 

own homes. Twenty -six percent of this group lived with 

family members and 72 percent lived alone. Of the high- 

income group, more than 80 percent checked that they lived 

in their own homes and more than 60 percent of these women 

lived alone. Four of the women, or ten percent, checked 

that they lived in an apartment. Thirty-eight percent of 

the high- income group lived with family members. 

The majority of the women in all three income groups 

have worked outside the home at one time or another. The 

middle - income group had the largest percentage of the women 

who had never worked outside the home, 14 percent. Twenty 

percent, or five women, of the low-income group were work- 

ing full or part time when they completed the questionnaire; 

11 percent, or five women, of the middle-income group were 

working full or part time; and 14 percent, or three women, 

of the high -income group were working full or part time. 

. 
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Approximately 45 percent of the low- income group 

checked that they belonged to either one or two organiza- 

tions. In comparison to the low- income group, the middle - 

income group had a larger percentage, 54 percent, of the 

group that belonged to one or two organizations. The 

middle- income group had a lower percentage of the group 

who belonged to three or more organizations than did the 

low- income group. The high - income group had 52 percent 

who checked they belonged to one or two organizations and 

48 percent of this group belonged to three or more organ- 

izations. 

More than 70 percent of the low- group shopped 

in department stores for dresses. The middle and high - 

income groups also had a large percentage, approximately 

70 percent of the middle- income group and 64 percent of the 

high -income group checked that they shopped for dresses in 

department stores. Only eight percent of the low- income 

group indicated that they shopped for dresses by "mail - 

order" or "other ". Approximately 12 percent of the middle - 

income group checked "mail- order" or "other ". The 20 per- 

cent of the low - income group that shopped for dresses in 

specialty stores represented four Portland women and one 

Corvallis woman. The 31 percent of the women in the 

middle -income group who checked that they shopped for 

dresses in specialty stores were divided in the three 
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seven in Portland, eight in Corvallis, and one 

in Eugene. The high -inoome group had approximately the 

same percentage of the group, 32 percent, that shopped for 

dresses at specialty stores. This 32 percent represented 

three Portland women, three Corvallis women, and one Eugene 

woman. 

As in the previous question, 70 percent of the low 

and middle- income groups shopped for house dresses in a 

department store. Only four percent of the low -income 

group shopped in a specialty store for house dresses, and 

only four percent of this group shopped for house dresses 

from a mail -order catalogue. Of the 22 percent of the low - 

income group that checked "other ", four of the women re- 

plied that they made their own dresses, and the fifth woman 

did not reply. Three of the women in the middle - income 

group who checked "specialty store" for house dresses 

checked the same answer to the question of they 

shopped for "good" dresses. All of the women in the high - 

income group shopped for house dresses in a department 

store. 

The majority of the women in the three income groups 

shopped for "good" dresses downtown. These women would 

naturally shop downtown since Portland is the only commu- 

nity represented in this study that has shopping centers 

situated throughout the city. Twenty percent, or five 
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women, of the low- income group; 13 percent, or six women, 

of the middle- income group; and 26 percent, or five women, 

of the high - income group preferred to shop for "good" 

dresses at a shopping center rather than downtown. Of 

these 16 women, 13 lived in Portland. The one woman who 

checked that she shopped for "good" dresses by mail lived 

in Eugene. 

More than 80 percent of the women in the three groups 

shopped for house dresses downtown. Nineteen percent of 

the low and middle -income groups shopped at a shopping 

center for house dresses. All of these women lived in 

Portland. Eight percent, or one woman, of the high- income 

group shopped for house dresses at a shopping center. 

Approximately 90 percent of the women bought dresses 

in their home town. Of the eight percent in the low- income 

group that checked "neighboring town" as to where they 

bought dresses, one was from Portland and the others were 

from Eugene. The four percent of the middle- income group 

who checked "neighboring town" lived in Portland. Four 

women in the middle and high - income groups checked that 

they bought dresses in Portland. One of these women indi- 

cated Los Angeles instead of Portland. 

When asked the question, "If you shop and buy dresses 

another city or through the mail, check why you do," 

low -inoome group checked the following more frequently: 

in 
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"children reside there ", 21 peroent; "wider selection ", 

36 percent; "lower price range", 21 percent; and "just 

some place to go", 14 percent. The middle-income group 

checked the following as reasons for shopping in another 

city or through the mail: "wider seleotion", 29 percent; 

"lower price range", 24 percent; and "just some place to 

go", 29 percent. Of the high- income group, 13 percent 

checked "just some place to go"; 40 percent checked "chil- 

dren reside there"; and 27 percent checked "other". when 

the three income groups were compared in relation to the 

answers checked the most most frequently, it was interesting to 

note the differences among the three groups. The largest 

percentage of the low-income group shopped in another city 

to get a wider selection from which to choose, the middle- 

income group shopped in another city or through the mail 

because of a lower price range, and the largest percentage 

of the high-income group shopped through the mail or in 

another city because their children reside there. 

Approximately 80 percent of the low and high-income 

groups looked at magazines "often" or "sometimes". Approx- 

imately 20 percent or this group looked at magazines "sel- 

dom" or "never". The middle-income group had a greater 

percentage of the group that looked at magazines "often" 

or "sometimes", 87 percent, than the other two groups. So 

naturally, a smaller percentage, 13 percent, of the women 
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in the middle-income group looked at magazines "seldom" 

or "never". 

Approximately 25 percent of the low and middle - inoome 

groups did window shopping more often than they looked at 

dresses pictured in magazines, catalogues, newspapers, or 

pattern books. These two groups looked at dresses in 

women's magazines more frequently than they looked at 

dresses in fashion magazines, mail -order catalogues, news- 

papers, or pattern books. The high - income group looked at 

mail -order catalogues, 24 percent, more often than they did 

window shopping, 21 percent, or 19 percent of the women who 

looked at dresses in women's magazines. It was interesting 

to note that the most frequent answer checked by the high - 

inoome group was "mail -order catalogues ". 

More than 45 percent of the low- income group checked 

that they bought a dress "often" or "sometimes" after first 

seeing it pictured in magazines, catalogues, or newspapers. 

Fifty -five percent of the low- income group checked that 

they bought a dress "seldom" or "never" after first seeing 

it pictured in magazines, catalogues, or newspapers. The 

middle- incóme group followed the same pattern with the 

largest percentage of the group checking the negative 

responses, 65 percent to 33 percent. Fifty -eight percent 

of the high- group checked that they "often" or 

"sometimes" bought a dress after first seeing it pictured 
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in magazines, catalogues, or newspapers. This question 

wes significant at the one percent level. 

The majority of the low- income group, 65 percent, 

checked that they shopped by themselves and 58 percent 

stated that they preferred to shop by themselves. A small 

number of the low- income group shopped with a friend and 

also preferred to shop with a friend. The majority of the 

middle- income group, approximately 70 percent, shopped by 

themselves and 57 percent of this group preferred to shop 

by themselves. Approximately 20 percent of the middle- 

income group preferred to shop with a friend, even though 

only 15 percent of this group usually shopped with a 

friend. The majority of the high -income group, 48 percent, 

shopped with family members. Approximately 70 percent of 

the majority preferred to shop by themselves. 

More than 80 percent of all three income groups 

checked that they wanted the style of dresses to be of the 

current fashion trends at least some of the time. The low 

and high - inçome groups checked four reasons most frequently 

for not wanting dresses to be of the current fashion 

trends. The four reasons were "too short "too extreme in 

design ", "not designed for your figure type ", and "not de- 

signed with older women in mind The 13 percent of the 

middle -income group that did not want dresses of the cur- 

rent fashion trends checked "too short ", "not designed for 
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your figure type "., and "not designed older women in 

mind" most frequently. 

Fifty -four percent of the low- income group and 63 per- 

cent of the middle -income group were able to find a style 

they liked "often" or "sometimes Forty -six percent of 

the low- group, 37 percent of the middle- income 

group, and 29 percent of the high= income group had diffi- 

culty finding a style they liked, No one in the high- 

income group checked "never" in answer to this question. 

The question, "Do you enjoy shopping for dresses?" 

was highly significant when analyzed with the factor of 

income. The three income groups followed the same pattern 

when answering this question. The majority of the women, 

approximately 65 percent, in the three income groups 

checked that they enjoyed shopping "very much" or "some- 

what". About a third of the women oheoked that they did 

not particularly enjoy shopping for dresses. 

More than 50 percent of the low- income group checked 

that they "never" bought a dress to cheer them up. About 

30 percent of this group "sometimes" bought a dress to 

cheer them up. In the middle -income group, 41 percent 

checked they "never" bought a dress to cheer them un and 

39 percent bought a dress "sometimes" to cheer them up. 

The women of the high= inoome group responded equally to 

the phrases "sometimes ", "seldom ", and "never ": 
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Approximately 90 pe percent of the women in the three 

income groups "often" or "sometimes" wished stores carried 

a wider selection from which to choose. Nine percent of 

the low- income group were satisfied with the selection 

stores had to offer, 13 percent of the middle -income group 

were satisfied with the selection, and ten percent of the 

high - income group "seldom" wished stores carried a wider 

selection from which to choose. This question was highly 

significant when analyzed with the factor of income. 

Approximately 54 percent of the low -income group pur- 

chased a dress "less than once" or "once" last year. This 

means that almost half of the low- income group purchased a 

dress two or more times last year. Thirty -two percent of 

the middle - income group purchased a dress "less than once" 

or "once" last year in contrast to the 68 percent who pur- 

chased a dress two or more times last year. Twenty -four 

percent of the high - income group checked that they 

chased a dress "less than once" or "once" last year, which 

means that approximately -fifths of this this group pur- 

chased a dress two or more times last year. The low and 

high -income groups had a rather large percentage of their 

respective groups that checked they purchased dresses "more 

often ". 
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The three income groups had 25 women in the low group 

(less than 4999), 48 women in the middle group ($1000- 

9), and 21 women in the high group ($2000 and more). 

The majority of the women in the three income groups 

lived alone in their own homes. The proportion of the 

women that lived with family members was approximately a 

half of the low- income group, approximately a fourth of 

the middle -income group, and approximately a third of the 

high -income group. 

Most of the women in all income groups have worked 

outside the home for pay at one time or another. 

The majority of the women in the middle and high - 

income groups belonged to one or two organizations. The 

majority of the low -income group belonged to three or more 

organizations. 

Although a majority of the women in the three groups 

shopped for dresses in department stores, a number of the 

women in the three groups shopped in specialty stores. 

The majority of the women shopped downtown in their home 

town rather than at shopping centers. The three most fre- 

quently checked reasons for shopping in another city or 

through the mail were "wider selection ", "lower price 

range", and "just some place to go ". 
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A large percentage of the women looked at magazines 

"often" or "sometimes ". About a fourth of the low and 

middle groups did window shopping more often than 

they looked at dresses pictured in magazines, catalogues, 

newspapers, or pattern books. Women in the 

group tended to look at mail -order catalogues more than 

they looked at magazines, catalogues, newspapers, or pat- 

tern books. From 35 to 45 percent of the women in the 

three income groups were influenced to buy a dress after 

first seeing it pictured in a magazine, a catalogue, or a 

newspaper. 

Most of the women shopped by themselves and preferred 

this way. More of the women in the middle - income group 

shopped with a friend and preferred it this way than in 

the other two groups. 

More than 80 percent of the women wanted their dresses 

to be of the current fashion trends. The reasons for not 

wanting dresses to be of the current fashion trends were 

"too short ", "not designed for your figure type ", and "not 

designed with older women in mind ". A large portion of the 

women stated they could not find a style they liked, al- 

though approximately half of the women were able to find a 

style they liked some of the time. 

Approximately two -thirds of the women enjoyed shopping 

for dresses. About 50 percent of the women bought dresses 
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to cheer themselves up. A large percentage of the women 

wished that stores carried a wider selection of dresses 

from which to choose. The majority of the women purchased 

a dress two or more times last year. 

Comparison of Education Groups 

The participants were divided into three groups 

according to the amount of their education: low (less than 

high school), middle (high school), and high (more than 

high school). Twenty -four women, or 25.5 percent, were in 

the low-education group; 34 women, or 36 percent, were in 

the middle-education group; and 28 women, or 29.8 percent, 

were in the high-education group. The three educational 

groups were compared to determine the effects of education 

on the clothing purchasing habits of older women. Tables 

V and VI (Appendix B) summarize the responses of the women 

in the three education groups concerning questions of their 

personal life and their clothing purchasing habits. 

Eighty -eight percent of the women in the low-education 

group lived in their own homes; slightly more than half of 

these women lived alone and slightly less than half lived 

with family members. Eighty percent of the middle- 

education group lived in their own homes and 20 percent of 

this group lived in apartments. Approximately a fourth of 

the women in the middle-education group lived with family 
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members and approximately three -fourths of these women 

lived alone. The high -education group followed the same 

pattern as the middle -education group with 73 percent of 

the women who checked that they lived in their own homes 

and 27 percent of this group who checked that they lived 

in apartments. About a third of the high -education group 

lived with family members and about two -thirds lived alone. 

More than 86 percent of the women in the three educa- 

tion groups had worked outside the home at one time or 

another. The middle-education group had 14 percent of the 

women that ohecked "no" they had never worked for pay; 

however, 23 percent of this group were working full or 

part time when they completed the questionnaire. Approx- 

imately 90 percent of the low and high -education groups 

were not employed at the present time. Nine percent of the 

women in the low- education group and eight percent of the 

women in the high -education group were working full or 

part time when they completed the questionnaire. 

The question, "How many olubs or organizations do you 

belong to now ?" was highly significant when analyzed in 

relation to the factor of education. It was interesting to 

note that the middle -education group had 69 percent of the 

women who checked that they belonged to one or two organi- 

zations in comparison to the low -education group with 44 

percent and the high -education group with 38 percent that 

. 

. 

t 



belonged to one or two organizations. It would naturally 

follow, then, that the low -education group, 54 percent, and 

the high -education group, 61 percent, had a larger percent- 

age who belonged to three or more organizations. 

Eighty -two percent of the low- education group, 69 per- 

cent of the middle -education group, and 61 percent of the 

high -education group shopped for dresses in department 

stores. About a third of the women in the middle and high - 

education groups shopped for dresses in specialty stores. 

Of the 12 women in the middle -education group who shopped 

in specialty stores, nine women were from Portland, and 

three women were from Corvallis. Of the ten women in the 

high -education group who shopped in specialty stores, two 

women were from Portland, seven women were from Corvallis, 

and one woman was from Eugene. Only 13 percent of the 

women in the low -education group checked that they shopped 

in specialty stores. This 13 percent represented three 

Portland women, two Corvallis women, and one Eugene woman. 

Only a total of two women in the three education groups 

checked that they shopped by mail- order, one Corvallis 

woman and one Eugene woman. 

Eighty -five percent of the women answered the ques- 

tion, "In what type of store do you shop for house 

dresses ?" Of the 85 percent who answered the question, 

more than 75 percent of the women in the three education 
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groups checked "department store". The middle education 

group had the largest percentage of women who checked 

"specialty as to where they shopped for house 

dresses. All but one of these women also shopped for 

other dresses in specialty stores. Six of the nine women 

in the three education groups who checked "other" made 

their own house dresses. 

All of the women in the high-education group shopped 

for "good" dresses downtown. The majority of the women 

in the low and middle-education groups shopped for "good" 

dresses downtown. Fifteen percent of the low- education 

group and 24 percent of the middle-education group shopped 

for dresses at a shopping center. The women who checked 

that they shopped at a shopping center lived in Portland. 

More than 75 percent of the women in the three educa- 

tion groups shopped for house dresses downtown. The 

middle-education group had the largest percentage of the 

women who shopped for house dresses at a shopping center. 

About a fifth of the women in the low-education group 

shopped for house dresses at a shopping center. Not one 

woman checked that she shopped for house dresses by mail. 

The majority of the women in the three education 

groups bought dresses in their home towns. A small per- 

centage of the women in the three groups bought dresses in 

a neighboring town. Of the three women, two lived in 
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Corvallis and one lived in Eugene. Three Corvallis women, 

or 12 percent, in the high-education group bought dresses 

in Portland. 

Forty-three percent, or 41 women, of the women used 

in this study responded to the question, It you shop and 

buy dresses in another City or through the mail, ()heck 

why you do." The women it the low-education group checked 

the following reasons most frequently: "wider election", 

37 percent, and lower prioe range", 21 percent. A sixth 

of these women also oheoked "children reside there" and 

"just some place to go" as reasons for shopping in another 

city or through the mail. Most of the women in the middle 

and high-education groups checked the same two responses 

for shopping in another city or through the mail. Thirty- 

seven percent and 20 percent of the women in the low and 

middle-education groups oheoked "wider Seleotion". ,,Twenty- 

one percent and 27 percent checked "lower price range". 

A third of the women in the middle-education group checked 

"just some place to go" in addition to the above two 

responses. The women in the high-education. group checked 

the following responses to the question being discussed: 

"wider selection", 43 percent; "other", 19 percent; "chil- 

dren reside there", 13 percent; "lower price range", 13 

percent; and "just some place to go", 13 percent. 

A 

i: 

. 



53 

The question concerning the frequency with which the 

women looked at dresses pictured in magazines, catalogues, 

newspapers, pattern books, or window displays was signifi- 

cant at the five percent level. The largest percentage of 

the women in the middle -education group, 94 percent, checked 

that they looked at dresses pictured in magazines, cata- 

logues, newspapers, pattern books, or window displays 

"often" or "sometimes" as compared to 83 percent of the low - 

education group and 68 percent of the high- education group 

that checked "often" or "sometimes" in response to the 

question being discussed. This means that a lower percent- 

age of the women in the middle -education group checked that 

they "never" looked at magazines, catalogues, newspapers, 

pattern books, or window displays. There were about half 

as many of the women in the low -education group, 17 percent, 

as in the high -eduoation group, 32 percent, that checked 

they "seldom" or "never" looked at dresses in magazines, 

catalogues, newspapers, pattern books, or window displays. 

Twenty -four percent of the low -education group and 31 

percent of the high- education group did window shopping 

more often than they looked at dresses pictured in maga- 

zines, catalogues, newspapers, or pattern books. A fifth 

of the middle -education group looked at dresses pictured 

in women's magazines and a fifth of the middle -education 

group looked at dresses displayed in windows. A sixth of 
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the women in the low- education group looked at women's 

magazines, mail -order catalogues, newspapers, and pattern 

books to the same degree. More women in the middle- educa- 

tion group looked at fashion magazines than in the other 

two groups. Fourteen percent of the women in the middle - 

education group checked that they looked equally at mail - 

order catalogues and newspapers. Eighteen percent of the 

women in the high -education group looked at dresses pio- 

tured in mail -order catalogues, 16 percent looked at 

dresses pictured in women's magazines, and 14 percent 

looked at dresses pictured in newspapers. 

Approximately 60 percent of the women in the middle 

and high -education groups were influenced to buy a dress 

after first seeing it pictured in a magazine, a catalogue, 

or a newspaper, but only 25 percent of the women in the 

low- education group were influenced to buy a dress after 

first seeing it pictured in a magazine, a catalogue, or a 

newspaper. This means that three -fourths of the women in 

the low -education group were "seldom" or "never" influenced 

to buy a dress after first seeing it pictured in a maga- 

zine, a catalogue, or a newspaper. One reason for the high 

percentage of the low- education group who checked the 

negative responses to this question may be because of their 

lack of education or income. Approximately 40 percent of 

the middle and high -education groups were not particularly 
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influenced by seeing dresses pictured in magazines, Cata- 

logues, or newspapers. This question was highly signifi- 

cant when the factor of education was considered. 

The majority of the women in the low-education group, 

61 percent, usually shopped alone and 55 percent stated 

that they preferred to shop alone. About a fourth of the 

low-education group usually shopped with family members; 

however, 29 percent of this group preferred to shop with 

family members. Approximately the same number of women in 

the low- education group usually shopped with a friend and 

wanted to do so. It was interesting how related 

the responses were from the women in the middle and - 

education groups to the question with whom the women 

usually shopped and with whom they preferred to shop. For 

example, 21 of the women in the middle -education group, 66 

percent, usually shopped alone and 22, or 69 percent, of 

this group preferred to shop alone; six of these women 

usually shopped with family members and five of the women 

preferred to shop with family members; five of these women 

usually shopped with a friend and five of this group pre- 

ferred to shop with a friend. Sixteen women, or 62 per- 

cent, of the high- education group usually shopped alone 

and 15 women, or 58 percent, preferred to shop alone; 

seven women, or 25 percent, of this group usually shopped 

with family members and eight women, or 31 percent, 
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preferred to shop with family members; and three women, or 

12 percent, preferred to do so. The question, "Do you 

usually shop for dresses with a member of your family, by 

yourself, or with a friend?" was significant at the five 

percent level when analyzed with the factor or education. 

More than 90 percent of the middle and high -education 

groups wanted their dresses to be of the current fashion 

trends at least part of the time. This means that approx- 

imately eight percent of these two groups did not want 

their dresses to be of the current fashion trends. The 

majority of the women in the low -education group wanted 

their dresses to be of the current fashion trends at least 

part of the time; however, there was a larger percentage, 

32 percent, of the low -education group that did not want 

their dresses to be of the current fashion trends than in 

the other two education groups. 

Fifty -five percent, or 52 women, responded to the 

question, "If not, why not ?" which is in conjunction with 

the question, "Do you want the style of your dresses to 

be of the current fashion trends?" Thirty -seven percent 

of the low -education group, 32 percent of the middle - 

education group, and 20 percent of the high -education group 

checked "too short" for not wanting their dresses to be of 

the current fashion trends. The other two responses most 

frequently checked by the low- education group were "not 
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designed for your figure type ", 24 percent, and "not 

designed with older women in mind 32 percent. The 

middle -education group oheoked "too extreme in design ",, 

16 percent; "not designed for your figure type", 32 per- 

cent; and "not designed with older women in mind", 16 

percent, as reasons for not wanting their dresses to be of 

the current fashion trends. "Too short ", 20 percent; "not 

designed for your figure type ", 30 percent; and "not de- 

signed with older women in mind 30 peroent, were other 

responses checked by the high -education group for not pre- 

ferring their dresses to be of the ourrent fashion trends. 

More than 55 percent of the women in the three educa- 

tion groups were able to find a style of dress they liked 

"often" or "sometimes'. Approximately 40 percent of the 

low and high -education groups and 30 percent of the middle - 

eduoation group had difficulty finding a style they liked. 

This was a large proportion of the women who have diffi 

culty in finding a style they liked. 

Two -thirds of the women in the low-education group 

enjoyed shopping for dresses, three -fourths' of the women 

in the middle -eduoation group enjoyed shopping for dresses, 

and half of the women in the high-education group enjoyed 

shopping for dresses. A third of the women in the low- 

education group, a fifth of the women in the middle- 

education group, and half of the women in the high-education 
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group did not particularly enjoy shopping for dresses. 

The women in the high- education group were equally divided 

between enjoying and not enjoying shopping. 

The majority of the women in the low and high- 

education groups, 63 percent and 72 percent, "seldom" or 

"never" bought a dress to cheer themselves up, whereas the 

majority of the middle -education group, 59 percent, did 

buy a dress "often" or "sometimes" to cheer themselves up. 

More than 80 percent of the women in the three educa- 

tion groups wished that stores carried a wider selection of 

dresses. Thirteen percent of the low- education group, 

seven percent of the middle -education group, and 15 percent 

of the high -education group were satisfied with the selec- 

tion the stores had to offer. 

Approximately half of the women in the low -education 

group purchased a dress "less than once" or "once" last 

year which means approximately half of this group pur- 

chased a dress two or more times last year. Only about a 

sixth of the women in the middle- education group purchased 

a dress "less than once" or "Once" last year. This means 

five -sixths, or 84 percent, of this group purchased a dress 

two or more times last year. Approximately a third of the 

women in the high- education group purchased a dress "less 

than once" or "once" last year, and two -thirds of this 

group purchased a dress two or more times last year. 
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Summary of Education Groups 

The three education groups had 24 women in the low 

group (less than high school), 34 women in the middle 

group (high school), and 28 women in the high group (more 

than high school). 

The majority of the women in the three education 

groups lived alone in their own homes. fifth of the 

women in the low group and a fourth of the women in the 

high group lived in apartments. Approximately a half of 

the low group, a fourth of the middle group, and a third 

of the high group lived with family members. 

More than 80 percent of the women in the three educa- 

tion groups had worked outside the home for pay at one time 

or another. About a fourth of the women in the middle 

group were working part or full time. 

The majority of the women in the low group belonged to 

one or two organizations whereas the majority of the other 

two groups belonged to three or more organizations. 

The majority of the women in the three education 

groups shopped for dresses in department stores. More 

women in the middle and high -education groups shopped for 

dresses in specialty stores than the women in the low 

group. The greatest percentage of the women shopped down- 

town in their home towns. The middle group had the largest 

percentage of the women who shopped for dresses at a 
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shopping center. The two reasons most frequently checked 

for shopping in another city or through the mail were 

"wider selection" and "lower price range ". 

The majority of the women in the three groups looked 

at magazines, catalogues, newspapers, pattern books, or 

window displays "often" or "sometimes ". Approximately a 

fourth of the low group, a fifth of the middle group, and 

a third of the high group did window shopping in preference 

to looking at dresses pictured in magazines, catalogues, 

newspapers, or pattern books. More women in the middle 

group looked at fashion magazines than in the other two 

groups. About 60 percent of the middle and high groups, 

and 25 percent of the low group were influenced to buy a 

dress after first seeing it pictured in a magazine, a 

catalogue, or a newspaper. 

Most of the women shopped alone and they usually did. 

There were a number of women in the three groups that 

usually shopped with family members or with a friend and 

who wanted to shop with family members or with a friend. 

The majority of the women wanted their dresses to be 

of the current fashion trends. Of the women who did not 

want their dresses to be of the current fashion trends, 

"too short ", "not designed for your figure type ", and "not 

designed with older women in mind" were the reasons most 

frequently checked. More than 55 percent of the women in 
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the three groups were able to find a style they liked part 

of the time. 

Approximately one -half to three -fourths of the women 

enjoyed shopping for dresses. About one -half of the high 

group did not particularly enjoy shopping for dresses. 

The majority of the women in the low and high groups "sel- 

dom" or "never" bought a dress to cheer themselves up; 

however, a majority of the women in the middle group did 

buy dresses to cheer themselves up. More than 80 percent 

of the women wished that stores carried a wider selection 

of dresses from which to choose. The majority of the women 

in the middle and high groups purchased a dress two or 

more times last year. Approximately half of the women in 

the low group purchased a dress "less than once" or "once" 

last year and approximately half of this group purchased a 

dress two or more times last year. 

Factors to Consider in the Selection of Dresses 

The two age groups varied a little as to how they 

ranked the ten items to consider in the selection of 

dresses (Table VII, Appendix 8). The younger group ranked 

fit; comfort; and price as first, second, and third in 

order of importance. The older group ranked comfort; 

of care and fit; and color as first, second, and third in 

order of importance. The younger group ranked ease of care 

- 

ease 



62 

as fourth, fabric as fifth, color as sixth, style and 

durability as seventh, construction as eighth, and infor- 

mation on label as tenth. The older group ranked price as 

fourth, fabric as fifth, durability as sixth, and construe- 

tion, style and information on label as seventh. 

Fit was ranked first in importance in the selection 

of dresses by the low- income group (Table VIII, Appendix 13). 

The remainder of the items were ranked in the following 

order: comfort; price; ease of care; color and fabric; 

durability; style, construction, and information on label. 

The middle- income group ranked comfort es first and fit and 

style as second. Style was ranked higher by the middle - 

income group than by the low- income group. The high -income 

group ranked the ten items in the following manner: fit; 

comfort; ease of care and fabric; color; style and dur- 

ability; price; construction and information on label. 

The high-income group ranked price in eighth place in con- 

trast to it being ranked in third place by the other two 

groups. The majority of the women had between 42000 and 

$5000 a year which does seem to warrant such a low ranking 

when selecting a dress. 

The low -education group (Table IX, Appendix B) ranked 

the ten items to consider in the selection of dresses as 

first, comfort; second, price; third, fit; fourth, ease of 

care; fifth, fabric; sixth, color; seventh, durability; 
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eighth, construction; ninth, style; and tenth, information 

on label. The middle -education group reversed the order 

of the items with comfort as first; fit as second; price 

as third; color as fourth; ease of care as fifth; fabric 

as sixth; durability as seventh; style as eighth; construc- 

tion as ninth; and information on label as tenth. Fit was 

considered the most important item in the selection of 

dresses by the high -education group. Comfort was consid- 

ered second; ease of care and fabric as third; color as 

fourth; information on label, price, and style as fifth; 

durability as sixth; and construction as seventh. The 

high- education group was the only one out of the eight 

groups that ranked information on label above tenth place. 

Five studies in the review of literature included a 

question on items the women considered important in the 

selection of dresses or outer garments. Bartley (3) found 

in her study that women looked for becoming color, line and 

style, simplicity, comfort, and ease of care. When decid- 

ing which dress to purchase, design and fit of a dress was 

more important to the women in Ebeling's (9) study than the 

price or ease of care. 

In Tate and Glisson's (37) study, the women were 

asked to rank, in order of importance, ten factors that 

should be considered when purchasing outer garments. The 

factors which ranked from first through fourth were fit, 
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comfort, color, and style. Price ranked fifth, warmth or 

coolness and fiber were ranked sixth and seventh. Ease 

of care, durability and weight were ranked eighth, ninth, 

and tenth by the women in the study. 

Ebeling and Rosenoranz's (10) study revealed that 

design and fit were more important to older women than 

cost and care of garments. Shipley (32) found that style 

and fit were more important to older women than price or 

ease of care. 

The majority of the women in this study ranked com- 

fort and fit as first items to consider in selecting a 

dress. Ease of care, price, and color were ranked second, 

third, and fourth. Fabric, durability, style, construe- 

tion, and information on label were ranked by the women as 

fifth through tenth. For some reason, the women in this 

study ranked style much lower than in the studies pre- 

viously cited. The writer feels that one of the reasons 

why fit is so important to these women is that there is 

quite a range of sizes available but the sizes are not 

designed with the older woman's figure in mind. Some of 

the women commented that they make their own clothes 

because too many alterations were necessary to have com- 

mercially made dresses fit properly. 
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Significant 

The chi square test was used to test the relationship 

between the age, income, and education of the women and 

their responses to the questionnaire. Differences of the 

eight groups were considered significant at the five per- 

cent level and highly significant at the one percent level. 

There was a significant relationship in the number of 

clubs or organizations to which the women belonged and age. 

A highly significant relationship was found between the 

number of clubs or organizations and the educational level 

of the women. The younger group belonged to one or two 

organizations, whereas the older group belonged to three 

or more organizations. The majority of the women in the 

middle and high groups belonged to two or more 

organizations, in contrast to the low -education group that 

belonged to one or two organizations. 

There was a significant relationship between the 

three factors of age, income, and education and the fre- 

quency of looking at magazines, catalogues, newspapers, 

pattern books, or window displays. There was a higher 

significance level when this question was considered with 

the factor of income. A greater percentage of the younger 

women looked at magazines, catalogues, newspapers, pattern 

books, or window displays "often" or "sometimes" than did 

the older women. Approximately 80 percent of the women in 
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the income groups looked at magazines, catalogues, news- 

pap papers, pattern books, or window displays "often" or "some- 

times". The middle -education group had approximately 75 

percent that looked at magazines, catalogues, newspapers, 

pattern books, or window displays "often ". 

Education was a highly significant factor when com- 

pared with the frequency of buying a dress after first 

seeing it pictured in magazines, catalogues, or newspapers. 

The low -education group was influenced the least of the 

three groups to buy a dress after first seeing it pictured 

in a magazine, a catalogue, or a newspaper. 

Age was a significant factor and income was a highly 

significant factor in whether the women in these groups 

enjoyed shopping for dresses. More women in the younger 

group enjoyed shopping for dresses than did the women in 

the older group. About 66 percent of the women in the 

income groups enjoyed shopping for dresses. 

Of significance was the relationship between age and 

the desire for a wider style selection. Younger women 

definitely wanted a larger number of styles from which to 

choose. The relationship between income and the desire 

for a wider style selection was of high significance. The 

women in the income groups very definitely wanted a larger 

number of styles from which to choose a dress. 
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In each group approximately 60 percent of the women 

shopped alone, about 12 percent of them shopped with a 

friend, and the remainder shopped with family members. 

The data indicated that education did not alter the fact 

that the majority of the women shopped by themselves. 

. 



CHAPTER V 

SUMMARY, CONCLUSIONS, AND SUGGESTIONS FOR FURTHER STUDY 

Summary 

The data disclosed the following: 

1. Age itself may not adequately account for the 

difference found in the number of clubs or organizations 

to which the women belonged. The younger age group may 

maintain family and other meaningful contacts, whereas the 

older group may seek meaningful contacts outside the family. 

The older group may be going through the transitional 

period from an active to a more passive social role. 

2. The women in this study frequently looked at 

dresses pictured in magazines, catalogues, newspapers, 

pattern books, or window displays but they were not influ- 

enced enough by what they saw to go out and purchase a 

dress. The low annual income of the women may have had 

some influence. 

3. The relationship between the above two questions 

and the question concerning the enjoyment of shopping is 

significant. It would seem to follow that the women who 

frequently looked at dresses in the various printed mate- 

rials might also enjoy shopping for dresses. The percent- 

age of women that enjoyed shopping was a majority, but a 

68 
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smaller one than that of the women who frequently looked 

at dresses pictured in the various printed materials. The 

exceptions were the women in the high -education group who 

were divided about half and half between enjoying shopping 

and those who did not enjoy shopping. 

4. The question of whether the women were able to find 

a style they liked to wear was also related to the enjoy- 

ment of shopping. There was a fairly consistent relation- 

ship between the women who enjoyed shopping and the women 

who were able to find a style of dress they liked to wear. 

The proportion of women in the high -education group who 

enjoyed shopping was smaller than the proportion of those 

who were able to find a style of dress they liked to wear. 

Conclusions 

In view of the findings of this study, the following 

conclusions seem to be valid: 

1. Age, income, and education are related to certain 

aspects of the purchasing habits of women 60 years of age 

and over. 

2. The large percentage of older women who looked at 

dresses pictured in magazines, catalogues, and newspapers 

indicated that older women are interested in clothing. 
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3. The 94 respondents believe that some of their 

clothing needs are being met by designers, manufacturers, 

and retailers. 

Suggestions for Further Studies 

1. Studies comparing the clothing purchasing habits 

older women in private retirement homes, public retire- 

ment homes, and women in private homes as a means of 

getting a wider cross -section of the population. 

2. Studies concentrating on the purchasing habits of 

women in the moderate and high -income levels. 

3. Additional studies conducted in other urban and 

areas in Oregon and /or the Pacific Northwest, since 

most of the studies have been conducted in the Midwest. 

4. Studies on the clothing purchasing habits of older 

women who are employed. 

5. Since this study was of a general exploratory type, 

other studies of value to the retailer are needed. These 

should be wider in scope with attention given to other pur- 

chasing habits. The number of shopping trips made, diffi- 

culty in obtaining adequate transportation to and from the 

stores, time of day and the days of the week the women 

prefer to shop are just a few suggestions of other purchas- 

ing habits to be investigated. 

Of 

rural 
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ORIGINAL QUESTIONNAIRE 

This questionnaire is an attempt to find what your 
shopping habits are and your problems in buying dresses. 
The information is confidential and will be used for a 
Master's thesis. 

Directions: 

1. Do not write your name on the questionnaire. 
2. Please check only one answer for each question 

unless the directions state otherwise. Choose 
the best answer for you. There are no right 
or wrong answers. 

Do you enjoy shopping for dresses? 

very much 
somewhat 
very little 
not at all 

you ever buy dresses to cheer you up? 

often 
sometimes 
seldom 
never 

3. Do you usually shop for dresses with a member of your 
family, by yourself, or with a friend? 

with a family member 
by yourself 
with a friend 

4. Do you prefer to shop with a member of your 
yourself, or with a friend? 

with a family member 
by yourself 
with a friend 

y, by 

1. 

2. Do 

-- 



5. Do you wish stores carried a wider selection of dresses 
from which you could choose? 

often 
sometimes 
seldom 
never 
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In the following five questions (6-10), rank the answers in 
order of importance to you by marking 1 for the most often, 
2 for the second and so on. 

In what type of store do you shop for dresses other than 
house dresses? 

department store 
specialty store 
mail -order store 
other (specify) 

7. In what type of store do you shop for house dresses? 

department store 
specialty store 
mail -order store 
other (specify) 

8. Where do you do most of your shopping for good dresses? 

downtown (city center) 
shopping center 
by mail 

9. Where do you do most of your shopping for house dresses? 

downtown (city center) 
shopping center 
by mail 

10. Where do you buy dresses? 

town where living 
neighboring town 
Portland 

6. 

' 

. 

, 
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If you shop and buy dresses in another city or through 
the mail, check why you do. 

friends reside there 
children reside there 
wider selection 
lower price range 
just some place to go 
other 

12. Do you look at dresses pictured in fashion magazines, 
women's magazines, mail -order catalogues, newspapers, 
pattern books, or store windows? 

often 
sometimes 
seldom 
never 

Check in which of the following you look at dresses. 

fashion magazines 
women's magazines 
mail -order catalogues 
newspapers 
pattern books 
store windows 

14. Have you bought dresses you have first seen pictured 
in fashion magazines, women's magazines, catalogues, 
or newspapers? 

often 
sometimes 
seldom 
never 

lb. Do you want the style of your dresses to be of the 
current fashion trends? 

yes 
no 
sometimes 

11. 
. 

.«.. 

-- 

13. 

. 

- 

_ 



16. If not, why not? 

too long 
too short 
too extreme design 
not designed for your figure type 
not designed with older women in mind 
other (specify) 
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17, How often did you buy a dress(es) during 

less than once 
once 
twice 
four times 
more often 

year? ---- 
-- - - -- 

18. In general, when you want a new dress, are you able to 
find the style which you like to wear? 

often 
sometimes 
seldom 
never 

19. Please rank the following items for their importance 
to you in the selection of dresses. Put 1 for the most 
important, 2 for the next in importance, and so on. 

GOOD DRESSES 

. 
color 
construction 
fit 
price 
style 

HOUSE DRESSES 

color 
construction 
fit 
price 
style 

20. Please rank the following construction items for their 
importance to you in the selection of dresses. 

GOOD DRESSES HOUSE DRESSES 

comfort 
durability 
ease of care 
fabric 
information on 

comfort 
durability 
ease of care 
fabric 

label information on label 

. _ - 

4.-_ 

._.._..._. 

last 

' 

.. 

` _ 

T ' - 
----- 
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21. Which of the following best describes where you live? 

apartment 
own home 
retirement home 

22. With whom do you live? 

with family members 
with friend(s) 
by yourself 
other 

23. Check the last school attended. 

none 
grammar school - high school 
college 
trade school 
other (specify) 

24. which of the following age groups do you belong? 

60 -64 75 -79 
65 -69 -84 80 
70 -74 85 and over 

25. Have you ever worked for pay outside the home? 

yes 
no 

26. Are you employed now? 

..*=1111. 

yes 
no 
part time 

27. In which of these brackets would you say your annual 
family income falls? 

less than 4999 
;1000 to 41999 
42000 to ;2999 
43000 to 43999 
4000 to 44999 
5000 to 9999 
10,000 and over 

In 

""" --"- 

- 

_ 

_ 

- ---- 

9- 
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28. How many clubs or organizations do you belong to now? 

none 

.0.- 
4 
more 

1 
2 



QUESTIONS FROM QUESTIONNAIRE IN ORDER DISCUSSED 

Which of the following best describes where you live? 

apartment 
own home 
retirement home 

whom do you live? 

with family members 
with friend(s) 
by yourself 
other 

Have you ever worked for pay outside the home? 

yes 
no 

Are you employed now? 

yes 
no 
part time 

How many clubs or organizations do you belong to now? 

1 
2 - 
3 
4 
more 

In what type of store do you shop for dresses other than 
house dresses? 

department store 
specialty store 
mail -order store 
other (specify) 

what type of store do you shop for house dresses? 

department store 
specialty store 
mail -order store 
other (specify) 

81 
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there do you do most of your shopping for good dresses? 

downtown (city center) 
shopping center 
by mail 

Where do you do most of your shopping for house dresses? 

downtown (city center) 
shopping center 
by mail 

Where do you buy dresses? 

town where living 
neighboring town 
Portland 

If you shop and buy dresses in another city or through the 
mail, check why you do. 

friends reside there 
children reside there 
wider selection 

----- lower price range 
just some place to go 

----- other 

Do you look at dresses pictured in fashion magazines, 
women's magazines, mail -order catalogues, newspapers, 
pattern books, or store windows? 

often 
sometimes 
seldom 
never 

Check in which of the following you look at dresses. 

fashion magazines 
women's magazines 
mail -order catalogues 
newspapers 
pattern books 
store windows 

- 

- r-.:. 

_ 

__- 

----- 

- _ 



83 

Have you bought dresses you have first seen pictured in 
fashion magazines, women's magazines, catalogues, or news- 
papers? 

often 
sometimes 
seldom 
never 

Do you usually shop for dresses with a member of your 
family, by yourself, or with a friend? 

with a family member 
by yourself 
with a friend 

Do you prefer to shop with a member of your family, by 
yourself, or with a friend? 

with a family member 
by yourself 
with a friend 

Do you want the style of your dresses to be of the current 
fashion trends? 

as11010111=0. 

yes 
no 
sometimes 

not, why not? 

too long 
too short 

----- too extreme design 
not designed for your figure type 
not designed with older women in mind 
other (specify) 

In general, when you want a new dress, are you able to find 
the style which you like to wear? 

often 
sometimes 
seldom 
never 

A_ 
- 

T 

. 

If 

. 

. 

- 

` 



Do you enjoy shopping for dresses? 

very much 
somewhat 
very little 
not at all 

Do you ever buy dresses to cheer you up? 

often 
sometimes 
seldom 
never 

Do you wish stores carried a wider selection of dresses 
from which you could choose? 

often 
sometimes 
seldom 
never 

How often did you buy a dress(es) during last year? 

less than once 
once 
twice 
four times 
more often 

Please rank the following items for their importance to 
you in the selection of dresses. Put 1 for the most 
important, 2 for the next in importance, and so on. 

GOOD DRESSES 

color 
construction 
fit 
price 
style 

84 
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Please rank the following construction items for their 
importance to you in the selection of dresses. 

GOOD DRESSES 

comfort 
durability 
ease of o are 
fabric 
information on label 

- 
----- 





TABLE I 

AGE DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS CONCERNING THEIR PERSONAL LIFE 

Questions and Responses 

Women 
Youn,er Grou. Older Grou Chi 

Square 

11.4116 

Level of 
Significance 

0.05 

No. 

9 
41 

19 
0 

30 
0 

43 
4 

6 
40 
4 

19 
13 
5 
8 
5 

18.0 
82.0 

38.8 

61.2 

91.5 
8.5 

12.0 
80.0 
8.0 

38.0 
26.0 
10.0 
16.0 
10.0 

No. 

9 
35 

13 
1 

29 
1 

35 
5 

5 
12 
12 
4 

11 

18.0 
79.5 

29.5 
2.3 

65.9 
2.3 

87.5 
12.5 

4.7 
93.0 
2.3 

11.1 
26.7 
26.7 
8.9 
25.0 

Which of the following best describes 
where you live? 

Apartment 
Home 

whom do you live? 
Family 
Friend 
Self 
Other 

Have you over worked for pay outside 
the home? 

Yes 
No 

Are you employed now? 
Yes 
No 
Part time 

How many clubs or organizations do 
you belong to now? 

One 
Two 
Three 
Four 
More 

With 

2 
40 
1 

- 

_ 

m 
°' 



TABLE II 

AGE DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS 
CONCERNING THEIR CLOTHING PURCHASING HABITS 

Questions and Responses 

In what type of store do you shop for 
dresses other than house dresses? 

Department 
Specialty 
Mail -order 
Other 

In what type of store do you shop 
house dresses? 

Department 
Specialty 
Mail -order 
Other 

for 

Where do you do most of your shopping 
for good dresses? 

Downtown 
Shopping center 
Mail 

Where do you do most of your shopping 
for house dresses? 

Downtown 
Shopping center 
Mail 

Women 
Younger Group Older Group Chi Level of 

No. Square Significance 

41 77.4 27 58.7 
11 20.8 17 37.0 
0 2 4.4 
1 1.0 0 

37 84.1 27 75.0 
3 6.8 2 5.6 
1 2.3 1 2.8 
3 6.8 6 16.7 

41 82.0 35 83.3 
7 14.0 6 14.3 
0 1 2.4 

26 81.3 27 87.1 
6 18.8 4 12.9 
0 0 

No. 

. 

yi 



TABLE II (cont.) 

Questions and Responses 

Women 
Younger Group Older Group Chi 

Square 
Level of 
Significance No. No. 

Where do you buy dresses: 
Home town 
Neighboring town 
Portland 

If you shop and buy dresses another 
city or through the mail, oheck Y 
you do. 

Friends reside there 
Children reside there 
Wider selection 
Lower price range 
Some place to go 
Other 

Do you look at dresses pictured in 
fashion magazines, women's magazines, 
mail -order catalogues, newspapers, 
pattern books, or store windows? 

Often 
Sometimes 
Seldom 
Never 

46 
1 
1 

1 
1 
3 
5 
5 
4 

35 
10 
3 
2 

95.8 
2.1 
2.1 

5.3 
5.3 

15.8 
26.3 
26.3 
21.1 

70.0 
20.0 
6.0 
4.0 

39 
2 
3 

1 

4 
14 
5 
5 
2 

16 
14 
6 
4 

88.6 
4.5 
6.8 

3.2 
12.9 
45.2 
16.1 
16.1 
6.5 

40.0 
35.0 
15.0 
10.0 

8.4060 0.05 

in 

. 

- - 



TABLE (cont.) 

Questions and Responses 

Check in which of the following you 
look at dresses. 

Women 
Younger Group Older Grou 

No. No. 

Fashion magazines 
Women's magazines 
Mail -order catalogues 
Newspapers 
Pattern books 
Store windows 

21 
22 
18 
21 
19 
24 

16.8 
17.6 
14.4 
16.8 
15.2 
19.2 

6 
13 
13 
7 
7 

23 

8.7 
18.8 
18.8 
10.1 
10.1 
33.3 

Have you bought dresses you have 
first seen pictured in fashion 
magazines, women's magazines, 
catalogues, or newspapers? 

Often 4 9.5 5 12.2 
Sometimes 17 40.5 9 22.0 
Seldom 6 14.3 10 24.4 
Never 15 35.7 17 41.5 

Do you usually shop for dresses with 
a member of your family, by yourself, 
or with a friend? 

Family 11 22.9 13 28.9 
Self 31 64.6 26 57.8 
Friend 6 12.5 6 13.3 

Chi Level of 
Square Significance 

II 

% 



TABLE 

questions and Responses 
Yoder 

Women 
Groin Older Group Chi Level of 

Square Significance 

Do you prefer to shop with a member 
of your family, by yourself, or with 
a friend? 

Family 
Self 
Friend 

6 
34 
8 

12.5 
70.8 
16.7 

16 
22 
5 

37.2 
51.2 
11.6 

7.5530 0.05 

Do you want the style of your dresses 
to be of the current fashion trends? 

Yes 22 45.8 17 39.5 
No 8 16.7 6 14.0 
Sometimes 18 37.5 20 46.5 

If not, why not? 
Too long 1 2.4 1 2.4 
Too short 11 27.5 11 26.8 
Too extreme design 6 14.6 6 14.6 
Not for figure type 15 37.5 8 19.5 
Not for older woman 8 20.0 14 34.2 
Other O 1 2.4 

In general, when you want a new dress, 
are you able to find the style which 
you like to wear? 

Often 8 16.7 9 20.9 
Sometimes 22 45.8 18 41.9 
Seldom 13 27.1 12 28.0 
Never 5 10.4 4 9.3 to 

o 

II (cont.) 

No. 

- . 

- 

. 

' 

No. 



TABLE II (cont.) 

Questions and Responses 

Do you enjoy shopping for dresses? 

Women 
Younger Group .er Older Group 

No. 
Chi 
Square 

Level of 
Significance 

Very much 26 53.1 17 38.6 11.1645 0.05 
Somewhat 10 20.4 8 18.2 
Very little 10 20.4 14 31.8 
Not at all 3 6.2 5 13.6 

Do you ever buy dresses to cheer 
you up? 

Often 4 8.5 7.5 
Sometimes 19 40.4 27.5 
Seldom 4 8.5 22.5 
Never 20 42.6 42.5 

Do you wish stores carried a wider 
selection of dresses from which you 
could choose? 

Often 26 57.8 21 48.8 7.8147 0.05 
Sometimes 18 40.0 13 30.2 
Seldom 1 2.2 5 16.3 
Never 0 4 9.3 

How often did you buy a dress(es) 
during last year? 

Less than once 4 8.9 6 14.3 
Once 8 17.8 13 31.0 
Twice 9 20.0 11 26.2 
Four 13 28.9 8 19.0 
More often 11 24.4 4 9.5 to 

w 

No.. 

ti 

- 

3 

11 
9 

17 

' 

r 



TABLE III 

INCOME DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS CONCERNING THEIR PERSONAL LIFE 

questions and Responses 
Low 

Income 
Middle 

Level of 
High Chi Signifi- 

No. Square canoe No. No. 

Which of the following best describes 
where you live? 

Apartment 6 23.1 8 17.0 4 10.1 
Home 

With whom do you live? 

20 78.9 39 83.0 17 81.0 

Family 12 48.0 12 26.1 8 38.1 
Friend 0 1 2.2 0 
Self 13 52.0 33 '71.7 13 62.0 
Other 0 1 2.2 0 

Have you ever worked for pay outside 
the home? 

Yes 22 95.7 37 86.0 90.5 
No 1 4.3 6 14.0 9.5 

Are you employed now? 
Yes 1 4.0 4 8.5 3 14.3 
No 20 80.0 42 89.4 18 85.7 
Part time 4 16.0 1 2.1 0 

How many clubs or organizations do 
you belong to now? 

One 4 15.4 13 27.1 7 33.3 
Two 8 30.8 13 27.1 4 19.0 
Three 7 26.9 5 10.4 5 23.8 
Four 3 11.5 8 16.7 1 4.8 
More 4 15.4 8 16.7 4 19.0 

. 

- . 

- 

- 
' 

, ' 19 
2 

,. 

. 

. 

. 

. 
' 

.. 

2,, 
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TABLE IV 

INCOME DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS 
PURCHASING HABITS CONCERNING THEIR 

Questions and Responses . 

Income 
Middle 
No. 

In what type of store do you shop for 
dresses other than house dresses? 

Department 
Specialty 
Mail -order 
Other 

18 
5 
1 
1 

72.0 
20.0 
4.0 
4.0 

36 
16 
0 
0 

69.2 
30.8 

14 
7 

1 
0 

63.6 
31.8 
4.6 

In what type of store do you shop for 
house dresses? 

Department 69.6 34 70.1 14 100.0 
Specialty 4.4 4 9.3 0 

Mail -order 4.4 1 2.3 0 

Other 21.7 4 9.3 0 

Where do you do most of your shopping 
for good dresses? 

Downtown 20 80.0 42 87.5 68.4 
Shopping center 5 20.0 6 12.5 26.3 

Mail 

Where do you do most of your shopping 
for house dresses? 

0 0 5.3 

Downtown 13 81.3 26 81.3 12 92.3 

Shopping center 3 18.8 6 18.8 1 7.7 

Mail 0 0 0 

Chi 
Square 

Level of 
Signifi- 
canoe 

CLOTHING 

Low 
75:77-% 

- 

Hi 
o. 

' 

. 

16 
O 1 

1 
5 

. 

O .e 13 
5 
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TABLE IV (cont.) 

Income 
Middle 
No. 

Level of 
Signifi- 

Where do you buy dresses? 
Home town 
Neighboring town 
Portland 

24 
1 
0 

96.0 
4.0 

42 
2 
2 

91.3 
4.4 
4.4 

19 
0 
2 

90.5 

9.5 

If you shop and buy dresses in another 
city or through the mail, check why 
you do. 

Friends reside there 1 7.1 1 4.8 0 
Children reside there 3 21.4 1 4.8 1 6.7 
Wider selection 5 35.7 6 28.6 6 40.0 
Lower price range 3 21.4 5 23.9 2 13.3 
Some place to go 2 14.3 6 28.6 2 13.3 
Other 0 2 9.5 4 26.7 

Do you look at dresses pictured in 
fashion magazines, women's magazines, 
mail -order catalogues, newspapers, 
pattern books, or store windows? 

Often 13 52.0 28 60.9 10 52.6 
Sometimes 7 28.0 12 26.1 5 26.3 
Seldom 4 16.0 2 4.4 3 15.9 
Never 1 4.0 4 8.7 1 5.3 

Low - ' High Chi ' 

questions and Responses No. No. Square canoe 
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Questions and Responses 

TABLE IV (cont.) 

Income 
Middle 
No. 

Level of 
High Chi Signifi- 

No. cb Square _canoe 

Check in which of the following you 
look at dresses. 

Fashion magazines 
Women's magazines 
Mail -order catalogues 
Newspapers 
Pattern books 
Store windows 

Have you bought dresses you have 
first seen pictured in fashion 
magazines, women's magazines, 
catalogues, or newspapers? 

Often 
Sometimes 
Seldom 
Never 

Do you usually shop for dresses with 
a member of your family, by yourself, 
or with a friend? 

Family 
Self 
Friend 

8 
9 
8 
8 
7 

13 

4 
6 

2 
10 

7 
17 
2 

15.1 
17.0 
15.1 
15.1 
13.2 
24.5 

18.2 
27.3 
9.1 

45.5 

26,9 
65.4 
7.7 

13 
19 
13 
15 
15 
25 

3 
11 
12 
16 

7 

32 
7 

13.0 
19.0 
13.0 
15.0 
15.0 
25.0 

7.1 
26.2 
28.6 
38.1 

15.2 
69.6 
15.2 

6 
8 

10 
5 

4 
9 

2 
9 
2 
6 

10 
8 
3 

14.3 
19.0 
23.8 
11.9 
9.5 

21.4 

10.5 
47.4 
10.5 
31.E 

47.6 
38.1 
14.3 

25.4727 0.01 

. 

Low 
No. 

. 

% 



TABLE IV (cont.) 

questions and Responses 

Do you prefer to shop with a member 
of your family, by yourself, or with 
a friend? 

Family 
Self 
Friend 

Do you want the style of your dresses 
to be of the current fashion trends? 

Yes 
No 
Sometimes 

If not, why not? 
Too long 
Too short 
Too extreme design 
Not for figure type 
Not for older woman 
Other 

In general, when you went a new dress, 
are you able to find the style which 
you like to wear? 

Often 
Sometimes 
Seldom 
Never 

Income Level o 
Middle High Chi Signif.i- 
No. No. ó Square canoe 

33.3 
58.3 
8.3 

11 
26 
9 

23.9 
56.5 
19.6 

5 
16 
2 

21.7 
69.6 
8.7 

11 44.0 17 37.8 11 52.4 
5 20.0 6 13.3 3 14.3 
9 36.0 22 48.9 7 33.3 

0 1 2.8 1 4.8 
7 28.0 11 30.6 4 19.1 
5 20.0 2 5.6 5 23.9 
5 20.0 12 33.3 6 28.6 
7 28.0 10 27.8 5 23.8 
1 4.0 0 0 

1 4.2 13 28.3 3 14.3 
12 50.0 16 34.8 12 57.1 
7 29.2 12 26.1 6 28.6 
4 16.7 5 10.9 0 

Low 
ho. 

- . 

3 

8 
14 
2 

. 

. 



(cont.) 

Level of 
Signifi- 
canoe 

Do you enjoy shopping for dresses? 
Very much 13 52.0 22 46.8 8 38.1 31.4991 0.01 
Somewhat 3 12.0 9 19.1 6 28.6 
Very little 5 20.0 14 29.8 5 23.8 
Not at all 4 16.7 2 4.3 2 9.5 

Do you ever buy dresses to cheer 
you up? 

Often 2 8.7 4 9.1 1 5.0 
Sometimes 7 30.4 17 38.6 6 30.0 
Seldom 2 8.7 5 11.4 6 30.0 
Never 12 52.2 18 40.9 7 35.0 

Do you wish stores carried a wider 
selection of dresses from which you 
could choose? 

Often 13 56.5 24 53.3 10 50.0 21.6832 0.01 

Sometimes 8 34.8 15 33.3 8 40.0 
Seldom 1 4.3 3 6.7 2 10.0 
Never 1 4.3 3 6.7 0 

How often did you buy a dress(es) 
during last year? 

Less than once 3 13.6 5 11.4 2 9.5 
Once 9 40.9 9 20.5 3 14.3 
Twice 3 13.6 14 31.8 3 14.3 
Four 2 9.1 11 25.0 8 38.1 
More often 5 22.7 5 11.4 5 23.8 

TABLE IV 

Questions and Responses 

Income 
Low Middle Hi 

Ño. No. No. 
Chi. 
Square % 

to 



TABLE V 

EDUCATION DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS 
CONCERNING THEIR PERSONAL LIFE 

Education 
Middle 

Questions and Responses Igo. No. 

Which of the following best describes 

Chi 
Level 
Signifi- 

Square canoe 

where you live? 
Apartment 4 12.1 7 20.0 7 26.9 
Home 29 87.9 28 80.0 19 73.1 

With whom do you live? 
Family 15 46.9 9 25.7 8 30.8 
Friend 0 1 2.9 0 
Self 17 53.1 25 71.4 17 65.4 
Other 0 0 1 3.8 

Have you ever worked for pay outside 
the home? 

Yes 24 85.7 91.2 23 92.0 
No 4 14.3 8.8 2 8.0 

Are you employed now? 
Yes 1 3.1 5 14.3 2 7.7 
No 29 90.6 27 77.1 24 92.3 
Part time 2 6.3 3 8.6 0 

How many clubs or organizations do 
you belong to now? 

One 4 11.8 15 42.9 5 19.2 22.1652 0.01 
Two 
Three 

11 
8 

32.4 
23.5 

9 
1 

25.7 
2.9 

5 
8 

19.2 
30.8 so 

co 
Four 4 11.8 4 11.4 4 15.4 
More 6 18.2 6 17.1 4 15.4 

Low 
HighNo. 

of 

. 

31 
13 

. 

- 

. High 



TABLE VI 

EDUCATION DISTRIBUTION OF 94 WOMEN'S RESPONSES TO QUESTIONS 
CONCERNING THEIR CLOTHING PURCHASING HABITS 

Education 
Low Middle 

questions and Responses o. `` No. 

In what type of store do you shop for 
dresses other than house dresses? 

Department 
Specialty 
Mail -order 
Other 

In what type of store do you shop for 
house dresses? 

Department 
Specialty 
Mail -order 
Other 

Where do you do most of your shopping 
for good dresses? 

Downtown 
Shopping center 
Mail 

Where do you do most of your shopping 
for house dresses? 

Downtown 
Shopping center 
Mail 

H Chi 
Square 

37 82.2 22 68.8 17 60.7 
6 13.3 12 37.5 10 35.7 
1 2.2 0 1 3.6 
1 2.2 0 0 

24 80.0 26 76.5 14 87.5 
1 3.3 4 11.8 0 
1 3.3 1 2.9 0 
4 13.3 3 8.8 2 12.5 

29 85.3 24 70.6 23 100.0 
5 14.7 8 24.2 0 
0 1 3.3 0 

18 81.8 18 78.3 17 94.4 
4 18.2 5 21.7 1 5.6 
0 0 0 

Level of 
Signifi- 
canoe 

' 

. 

o. 

. . 

0 
o 



(cont.) 

questions and Responses 
Low 

No. % 

Education 
Middle 
No. 

Where do you buy dresses? 

High 
Level of 

Chi Signifi- 
uare ca; 

Home town 
Neighboring town 
Portland 

If you shop and buy dresses in another 
city or through the mail, check why 
you do. 

Friends reside there 
Children reside there 
Wider selection 
Lower price range 
Some place to go 
Other 

Do you look at dresses pictured in 
fashion magazines, women's magazines, 
mail-order catalogues, newspapers, 
pattern books, or store windows? 

Often 
Sometimes 
Seldom 
Never 

31 
1 
1 

1 
3 
7 

4 
3 
1 

15 
10 
3 
2 

93.9 
3.3 
3.3 

6.7 
15.8 
36.8 
21.1 
15.8 
5.3 

50.0 
33.3 
10.0 
6.7 

32 
2 
0 

1 
0 
3 
4 
5 
2 

26 
7 
0 
2 

94.1 
5.9 

6,7 

20.0 
26.7 
33.3 
13.3 

74.3 
20.0 

5.7 

22 
0 
3 

0 
2 
7 
2 
2 
3 

10 
7 

6 

2 

84.0 

12.0 

12.5 
43.8 
12.5 
12.5 
18.8 

40.0 
28.0 
24.0 
8.0 

12.9960 0.05 

-- 
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questions and Responses 
Low 

Check in which of the following you 

Education 
Middle 
No. 

Level of 
Chi Signifi -- 
Square canoe 

look at dresses. 
Fashion magazines 7 14 16.3 6 12.2 
Women's magazines 9 18 20.9 8 16.3 
Mail -order catalogues 10 12 14.0 9 18.4 
Newspapers 9 15.3 12 14.0 7 14.3 
Pattern books 10 16.9 12 14.0 4 8.2 
Store windows 14 23.7 18 20.9 15 30.6 

Have you bought dresses you have 
first seen pictured in fashion 
magazines, women's magazines, 
catalogues, or newspapers? 

Often 7.1 4 13.3 2 10.5 20.3280 0.01 
Sometimes 17.9 14 46.7 9 47.5 
Seldom 28.6 3 10.0 2 10.5 
Never 46.4 9 30.0 6 31.6 

Do you usually shop for dresses with 
a member of your family, by yourself, 
or with a friend? 

Family 9 27.3 6 18.8 7 25.0 9.5232 0.05 
Self 20 60.6 21 65.6 16 61.5 
Friend 4 12.1 5 15.6 3 11.5 

. TABLE VI (cont.) 

Hi 
- No. 

11.9 
15.3 
16.9 
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5 
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TABLE 

questions. and Responses 

Do you prefer to shop with a member 
of your family, by yourself, or with 
a friend? 

Family 
Self 
Friend 

Do you want the style of your dresses 
to be of the current fashion trends? 

Yes 
No 
Sometimes 

not, why not? 
Too long 
Too short 
Too extreme design 
Not for figure type 
Not for older woman 
Other 

In general, when you want a new dress, 
are you able to find the style which 
you like to wear? 

Often 
Sometimes 
Seldom 
Never 

Education 
Low Middle 

No. 
High Chi 

Square 

Level 
Signifi- 
canoe 

9 29.0 5 15.6 8 30.8 
17 54.8 22 68.8 15 57.7 
5 16.1 5 15.6 3 11.5 

9 32.1 18 52.9 46.2 
9 32.1 3 8.8 7.7 
10 35.7 13 38.2 46.2 

1 3.7 1 4.0 0 
10 37.0 8 32.0 4 20.0 
5 13.5 4 16.0 3 15.0 
9 24.3 8 32.0 6 30.0 

12 32.4 4 16.0 6 30.0 
0 0 1 5.0 

4 12.5 8 23.5 5 20.0 
14 43.8 16 47.1 10 40.0 
9 28.1 7 20.6 9 36.0 t- 
5 15.6 3 8.8 1 4.0 o 
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TABLE VI (cont,) 

uestions and Responses 

Do you enjoy shopping for dresses? 

Education 
Low Middle 

No. 

Level of 
Hi Chi Signifi- 

Suare canoe 

Very much 15 45.5 19 55.9 9 34.6 
Somewhat 7 21.2 8 23.5 3 11.5 
Very little 8 24.2 6 17.6 10 38.5 
Not at all 3 9.1 1 2.9 4 15.4 

Do you ever buy dresses to cheer 
you up? 

Often 2 6.7 2 6.3 3 12.0 
Sometimes 9 30.0 17 53.1 4 16.0 
Seldom 6 20.0 3 9.4 4 16.0 
Never 13 43.3 10 31.3 14 56.0 

Do you wish stores carried a wider 
selection of dresses from which you 
could choose? 

Often 14 43.8 18 60.0 15 57.7 
Sometimes 14 43.8 10 33.3 7 26.9 
Seldom 2 6.3 1 3.3 3 11.5 
Never 2 6.3 1 3.3 1 3.8 

How often did you buy a dress(es) 
during last year? 

Less than once 4 12.5 3 9.7 3 12.5 
Once 13 40.6 2 6.5 6 25.0 
Twice 7 21.9 10 32.3 3 12.5 
Four 5 15.6 8 25.8 8 33.3 
More often 3 9.4 8 25.8 4 16.7 

No. 



TABLE VII 

AGE DISTRIBUTION OF 94 WOMEN'S RESPONSES TO FACTORS 
TO CONSIDER IN THE SELECTION OF DRESSES 

Color 
Rank Under Over 

60 -69 70 

First 12 15 

Second 5 2 

Third 4 3 

Fourth 3 2 

Fifth 1 2 

Construction 
Under Over 
60 -69 70 

Fit 
Under Over 
60 -69 70 

Price 
Under Over 
60 -69 70 

Style 
Under Over 
60 -69 70 

6 4 

7 3 

29 18 19 12 

3 10 3 5 

3 3 4 2 3 9 5 3 

3 5 1 2 4 4 4 6 

4 6 0 0 4 4 5 7 

9 4 

4 7 

Information 
Comfort Durability Ease of care Fabric on label 

Over Under Over Under Over Under Over Under Over 
60 -69 70 60 -69 70 60 -69 70 60-69 70 60 -69 70 

Rank Under 

First 26 21 

Second 3 0 

Third 1 3 

Fourth 1 2 

Fifth 0 1 

9 6 17 18 

4 1 5 9 

3 3 6 1 

6 5 3 0 

1 1 2 0 

3 

3 

4 

1 

5 3 0 1 

4 3 0 1 

1 2 10 7 

- 

: ' 

. 15 11 

2 1 . 

. 



TABLE VIII 

INCOME DISTRIBUTION OF 94 WOMEN'S RESPONSES TO FACTORS 
TO CONSIDER IN THE SELECTION OF DRESSES 

Rank 
Color Construction Fit Price Style 
Mid- 
dle High 

Mid- 
Low dle High 

Mid- 
Low die High 

Mid- 
Low dle High 

Mid - 
Low dle High 

6 16 6 2 5 20 14 8 20 2 6 5 

Second 1 3 3 0 7 3 4 5 3 3 3 2 0 8 3 

Third 1 5 1 2 2 0 5 1 1 5 5 5 

Fourth 1 2 0 2 5 0 3 0 2 6 0 3 5 

Fifth 0 3 0 2 6 3 0 0 2 3 3 2 8 0 

Rank 
Comfort Durability Ease of care Fabric 

Informat on 
on label 

Mid 
Low dle High 

Mid- 
dle High 

Mid- 
Low dle High 

Mid- 
Low dle High 

Mid - 
Low dle High 

First 10 28 3 6 5 7 17 7 6 13 7 2 4 

Second 2 0 1 1 2 1 1 7 5 0 3 0 0 4 0 

Third 0 1 1 1 5 1 2 4 1 1 5 1 0 1 0 

Fourth 0 3 1 2 6 2 0 2 1 2 5 0 0 1 0 

Fifth 0 1 0 0 2 0 1 1 0 0 2 1 3 10 3 

- - - :. 

Low . 

First . . 2 12 , 4 

. 

- 1 2 2 

1 2 - 

0 

.- - - 
_ Low _ 

11 2 

.. 
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TABLE IX 

EDUCATION DISTRIBUTION OF 94 WOMEN'S RESPONSES TO FACTORS 
TO CONSIDER IN THE SELECTION OF DRESSES 

Rank 
Color Construction Fit Price Style 
Mid- Mid- Mid- 

Low dle High Low die High Low dle High,, Low dle High Low dle High 

First 8 12 6 5 3 2 13 18 14 14 15 4 4 5 4 

Second 0 2 5 1 7 2 4 1 7 4 1 3 4 

Third 0 3 4 1 1 3 2 3 1 3 2 7 1 4 3 

Fourth 2 1 1 1 2 5 0 1 2 3 3 2 2 3 5 

Fifth 2 1 0 3 2 5 0 0 0 0 4 4 2 3 6 

Information 
Comfort Durability Ease of care Fabric on label 

Rank Mid- Mid- Mid- Mid- Mid- 
Low die High Low dle High Low dle High Low die High Low die High 

First 18 21 9 6 5 3 12 9 8 10 3 8 3 1 4 

Second 0 1 2 0 3 3 5 8 0 1 2 0 2 2 

Third 0 1 3 4 1 4 3 1 3 4 0 0 1 

Fourth 0 0 3 0 3 0 2 1 0 5 2 1 0 0 

Fifth 0 0 1 1 0 1 0 1 1 0 1 2 0 8 9 

T Mid- 
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