


'J 

AN ANALYSIS OF FASHION OPINION LEADERSHIP AS AN INDICATOR 

OF BUYING BEHAVIOR AMONG SUBSCRIBERS OF CABLE 

TELEVISION SHOPPING CHANNELS 

by 

LIZA LEGGETT, B.S. in H.E. 

A THESIS 

IN 

CLOTHING, TEXTILES AND MERCHANDISING 

Submitted to the Graduate Faculty 
of Texas Tech University in 

Partial Fulfillment of 
the Requirements for 

the Degree of 

MASTER OF SCIENCE 

IN 

HOME ECONOMICS 

Approved 

Accepted 

May, 1990 



H 
1-4-

© 1990 Liza L e g g e t t 



ACKNOWLEDGMENTS 

I would like to thank Dr. Shelley Harp, chairperson 

of my thesis committee, for her support and encouragement 

during the entire process of my thesis; Dr. Patricia 

Horridge, member of my committee, for her advice and 

constructive criticism and support of my thesis; Dr. Marie 

Gentry, member of my thesis committee, for her advice, 

constructive criticism, and support of my thesis; and Dr. 

Alden Roberts, member of my thesis committee, for his 

advice, constructive criticism, and support of my thesis. 

I would also like to thank my family for all their 

support, both financial and emotional, and encouragement 

throughout my school years. 

11 



TABLE OF CONTENTS 

ACKNOWLEDGMENTS ii 

LIST OF TABLES v 

LIST OF FIGURES vi 

CHAPTER 

I. INTRODUCTION 1 

Statement of the Problem 2 
Purpose of the Study 3 
Assumptions 4 
Hypotheses 4 
Scope and Limitations 6 
Definition of Terms 7 

II. REVIEW OF RELATED LITERATURE 10 

Definition of Direct Marketing 11 
Characteristics of the In-Home Shopper 12 

Sociodemographics 13 
Attitudes and Perceptions 17 

Cable Television Shopping Networks 19 
Formats 21 
Offerings 24 
Pricing 25 
Convenience 26 
Risk 27 

Fashion Leadership and Clothing Interest . . . . 28 
Product Involvement 33 

Low-Involvement Decisions 35 
High-Involvement Decisions 36 

Summary 3 8 

III. PROCEDURE 39 

Selection of Sample 39 
Research Instrument 39 
Pretest 41 
Collection of the Research Data 44 
Statistical Analysis of Data 44 

111 



Hypothesis 1 45 
Hypothesis 2 46 
Hypothesis 3 47 
Hypothesis 4 48 
Hypothesis 5 49 
Hypothesis 6 50 
Hypothesis 7 50 

IV. ANALYSIS OF DATA 52 

Description of Sample 53 
Questionnaire Reliability 64 
Testing of Hypotheses 64 
Hypothesis 1 66 
Hypothesis 2 67 
Hypothesis 3 69 
Hypothesis 4 75 
Hypothesis 5 75 
Hypothesis 6 79 
Hypothesis 7 80 
Summary of Data Analyses 81 

V. SUMMARY, FINDINGS, CONCLUSIONS, 
AND RECOMMENDATIONS 8 3 

Summary of the Study 83 
Findings of the Study 85 
Conclusions 89 
Recommendations for Further Research 93 

REFERENCES 9 4 

APPENDIXES 

A. CABLE MARKETS REPRESENTED BY 

SAMMONS COMMUNICATIONS, INC 101 

B. QUESTIONNAIRE 103 

C. COVER LETTER 110 

D. CABLE MARKETS REPRESENTED IN THE PRETEST . . . . 112 

E. CABLE MARKETS REPRESENTED IN THE STUDY 114 

IV 



LIST OF TABLES 

1. Background Data of Cable Subscribers 
Responding to Questionnaire 55 

2. Analysis of Composite Mean Scores of 
Fashion Opinion Leadership Statements 
According to the Three Buying Groups 
Utilizing Analysis of Variance 68 

3. Analysis of Composite Mean Scores of 
Clothing Interest Statements According 
to the Three Buying Groups Utilizing 
Analysis of Variance 70 

4. Analysis of Composite Mean Scores on 
Clothing Attributes According to the 
Three Buying Groups Utilizing Analysis 
of Variance 72 

5. Purchase Frequency According to Product 
Involvement Among Frequent and Infrequent 
Cable Purchasers Using Chi-Square Analysis . . . 76 

v 



LIST OF FIGURES 

1. Cable Markets Represented by Sammons, Inc. . . . 102 

2. Cable Markets Represented in the Pretest . . . . 113 

3. .Cable Markets Represented in the Study 115 

VI 



CHAPTER I 

INTRODUCTION 

Currently, electronic in-home shopping via cable 

shopping networks is growing more rapidly than in-store 

shopping (Ivey, 1986b). Recent marketing literature 

reflects an increasing interest in understanding elec

tronic in-home shopping behavior. Researchers attribute 

this heightened interest both to the tenacity and con

tinuing viability of marketing efforts directed to this 

segment of in-home shopper (Bonacker, 1984; Edwards, 

1986) . 

Present home shopping networks reach an estimated 10 

million cable-TV households nationwide. Approximately six 

percent of all subscribers buy from home shopping ser

vices. It is predicted electronic non-store retailing 

will account for 10 percent of all general retail sales by 

the 1990s (Al-Habib, 1989) . Although this number appears 

small, in today's dollars, this is easily $100 billion 

dollars annually by 1990. Hence, the impact of this form 

of non-store shopping could be substantial to the retail 

industry (Bonacker, 1984) . 

Successful innovations in retailing reflect deter

minant environmental factors ranging from threatened 



retailers, inappropriate products, cautious manufacturers, 

to reluctant consumers (Edwards, 1986). Environmental 

forces do not simply determine the introduction and 

acceptance of novel retail institutions, but also in

fluence the maturation and survival of the techniques 

(Bonacker, 1984) . Hence, successful retail institutional 

innovations are a function of changing environmental 

circumstances (Bonacker, 1984) . Individuals who have a 

more positive attitude toward change are more receptive to 

adoption of new products and marketing modes. Opinion 

leaders relate to innoyativeness and _attitudinal influ

ence. The concepts of innovation and attitudinal influ

ence have been employed in the study of fashion opinion 

leadership and clothing interest. Opinion leadership in 

clothing is accompanied by relatively positive attitudes 

toward breaking from traditional and accepted customs or 

habits early in the adoption process. Therefore, it is 

suggested that fashion—opinion leadership and clothing 

interest characteristics may relate to selection of new 

marketing modes and purchase behavior. 

Statement of the Problem 

The primary problem to be addressed in this investi

gation was to identify among cable subscribers on a 

national basis: (a) the sociodemographic profiles of 

users and nonusers of electronic in-home shopping net

works; (b) the degree^-of _clothing_interest and fashion 



opinion leadership of users and nonusers of electronic 

in-home shopping networks; (c) the product classification 

profiles of users and nonusers of electronic in-home 

shopping networks; and (d) recency, frequency and monetary 

purchase profiles of users and nonusers of electronic 

in-home shopping programs. It was hypothesized that 

sociodemographic, clothing interest, fashion leadership, 

product classification, and recency, frequency and mone

tary purchase profiles would vary according to electronic 

in-home shopping use. 

Purpose of the Study 

The primary purpose of the study was to examine the 

relationship between sociodemographic profile, clothing 

interest variables, and buying behavior of users and 

nonusers of cable shopping networks. A secondary purpose 

was to assess the extent to which electronic in-home 

shopping services are being used by cable television 

subscribers on a national basis. In order to obtain these 

objectives, the following was necessary: (a) to obtain a 

randomized mailing list of cable television subscribers in 

the United States; (b) to develop a questionnaire to glean 

responses from selected cable television subscribers 

regarding sociodemographics, clothing interest, fashion 

leadership, product classification, and recency, frequency 

and monetary purchase; (c) to measure frequent and infre

quent usage of electronic in-home shopping services among 



selected cable subscribers; and (d) to determine the 

clothing interest and fashion opinion leadership, product 

classification, and recency, frequency, and monetary 

purchase of selected cable television subscribers. 

Assumptions 

The following assumptions were made for this study: 

1. The cable television subscriber population in the 

United States will continue to increase. 

2. Buying behavior of some cable television sub

scribers is influenced by electronic in-home shopping 

programs. 

3. Sociodemographics, clothing interest, and fashion 

leadership, product classification, and recency, frequency 

and monetary purchase of cable television subscribers 

contribute to the utilization of cable shopping services. 

Hypotheses 

Based on the assumptions and pertinent findings in 

the reported literature, the following hypotheses were 

formulated. 

Consumers have complex sets of personal per^ceptions 

and mental understandings which influence attitudes with 

regard to clothing. These varied cognitions include 

awareness, interest, and knowledgeability. As a result, 

clothing interest does not seem to be driven simply by the 
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need or desire to adapt to a changing world. Consequent

ly, an individual's willingness to purchase via a particu

lar marketing mode may be influenced by attitudes toward 

both the mode and product class. These perspectives 

suggest the following research hypotheses: 

1. Electronic in-home buying is positively related 

to £̂ Jjlijaâ 5Piniqn leadership. Therefore, it is expected 

that respondents' fashion opinion leadership will vary 

according to cable television home shopping channel use. 

2. Electronic in-home buying is positively related 

to clothing interest. Therefore, it is expected that 

respondents' clothing interest will vary according to 

cable television home shopping channel use. 

3. Electronic in-home buying is positively related 

to importance of selected clothing attributes. Therefore, 

it is expected that respondents' clothing attributes will 

vary according to cable television home shopping channel 

use. 

4. Electronic in-home buying is positively related 

to product categories. Therefore, it is expected that 

respondents' purchases will vary according to products 

ordered through cable television home shopping channels. 

5. How recently a consumer has purchased through 

cable shopping networks is positively related to the 

cqn̂ ŝ umer's fashion opinion leadership and clothing. inter

est. Therefore, it is expected that respondents' fashion 



opinion leadership and clothing interest will vary accord

ing to the fecencŷ . of purchase from cable television home 

shopping channel use. 

6. How often a consumer has purchased through cable 

shopping networks is positively related to the consumer's 

fajhĵ jn̂  opin̂ ion leadership and clothing interest. There

fore, it is expected that respondents' fashion opinion 

leadership and clothing interest will vary according to 

the \frequency of purchases made from cable television home 

shopping channel use. 

7. How much has been spent on purchases by consumers 

through cable shopping networks is positively related to 

the consumer's fashion opinion leadership and clothing 

interest. Therefore, it is expected that respondents' 

fashion opinion leadership and clothing interest will vary 

according to the purchase's (dollar amount from cable 

television home shopping channel use. 

Scope and Limitations 

This study was limited to a relatively unexplored 

subset of in-home shopping behavior--electronic in-home 

buying via cable television. Emphasis was given to 

specified sociodemographic and clothing interest factors 

that affect in-home buying behavior as accorded to users 

and nonusers of cable shopping networks. The participants 

were limited to a random sample composed of cable tele

vision subscribers in the United States. A randomized 

file:///frequency


national mailing list of cable TV subscribers was pur

chased from Sammons Communications, Incorporated. Cable 

subscribers were surveyed during the spring of 1989. 

Information was limited to that drawn by the responses on 

the questionnaire. 

The present study was an exploratory examination of 

the emerging social and economic landscape in which 

American business will operate in the early 1990s. An 

understanding of consumer commitment to electronic in-home 

buying and fashion interest as a component influencing 

purchasing behavior could provide an opportunity for 

improved marketing strategy. Knowledge of consumer 

profiles to be gained from this study could be useful in 

assessing cable shopping channels as a medium of impor

tance to the retail industry. The results may assist 

cable operators to develop more detailed strategies for 

reaching key retail accounts and may also be used by 

direct marketers to personalize to a greater degree the 

marketing efforts directed at the electronic in-home 

consum.er. 

Definition of Terms 

The following terms will be defined for the purposes 

of the study as follows: 

Clothing attributes—The characteristics of the 

garment affecting customer purchasing. In this study, 

clothing attributes will include brand_name, price, color. 
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fi;t, Lat̂ s-t fashion, qjua_litY of construction, garment 

care, and fiber content. 

Clothing interest--A feeling that causes special 

attention to a prevailing custom or style (Rogers, 1962) . 

Electronic in-home shoppinq--A form of nonstore 

retail selling in which customers make selections from 

televised shopping programs via cable television networks 

and place orders by mail or telephone ("Television," 

1987). 

Fashion opinion leadership--An individual seen by 

peers as a source of advice and information about fashion 

(Rogers, 1962; Schrank & Gilmore, 1973). 

Frequency--The number of purchases reported during 

the last 12 months ŷ ia cable television shopping channels 

(Cohen, 1987) . 

Frequent users of electronic in-home shopping--An 

individual who has placed 12 or more orders in the past 

year via cable television shopping channels (Ivey, 1986b). 

High involvement decisions--The high involvement 

processing route begins with a set of beliefs, second a 

set of attitudes are developed, and finally a behavior is 

initiated (Lastovicka & Gardner, 1978; Petty, Cacioppo, & 

Schumann, 1983) . High involvement decisions "typically 

deal with high priced, high risk products" (Lastovicka & 

Gardner, 1978) . 



Infrequent users of electronic in-home shoppinq--An 

individual who has placed at least 1 but less than 12 

orders in the past year via cable television shopping 

channels (Ivey, 1986b). 

Low involvement decisions--The low involvement 

processing route begins with a set of beliefs, which 

initiate a behavior and finally consumer attitudes are 

developed about the product (Assael, 1987; Deshpande, 

Hoyer, & Jeffries, 1982; Lastovicka & Gardner, 1978; Petty 

et al., 1983). Low involvement decisions are "those 

individual processes in which the consumer does not 

consider the product especially salient and central to his 

or her belief system" (Deshpande et al., 1982). 

Monetary—The average dollar amount reported spent 

per purchase during the last 12 months via cable televi

sion shopping channels (Cohen, 1987). 

Nonusers of electronic in-home shopping—An individu

al who has reported no orders in the last 12 months via 

cable television shopping channels. 

Recency--A reported purchase during the last 12 

months via cable television shopping channels (Cohen, 

1987) . 



CHAPTER II 

REVIEW OF RELATED LITERATURE 

Conventional United States retail firms are increas

ingly using direct marketing techniques in the search for 

new markets and future profitability. Over the last 10 

years, economic and socioeconomic trends have caused 

direct marketing sales to spiral upward. These continuing 

trends, working women, single-person households, older 

consumers, time poverty, mass credit, standardization and 

branding of products, and rising discretionary income 

combined with advancing technology reduce the in-home 

shopping risk drastically for seller and buyer. The 

trends have combined to make direct marketing a multi-

billion dollar industry today and have altered not only 

ways of selling, but also of buying (Cohen, 1987). 

Certain trends in the evolution of retailing stand 

out as particularly impressive adaptations to changing 

market demands. An examination of retail sales data 

reveals that in-home selling, the traditional counterpart 

of the retail store, has not only continued to hold its 

own, but in recent years has taken an increasing share of 

merchandise sales (Darian, 1987) . Therefore, the growing 

phenomenon of consumer buying activities currently taking 

10 
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place in the home in the form of direct marketing has 

implications for electronic retailing. 

Today, electronic in-home shopping is an important 

growth segment of the non-store retail industry and is an 

accepted form of the maturing direct marketing industry. 

According to Touche Ross, a management consultant firm, 

teleshopping has the potential to gain wide acceptance and 

generate $3 to $5 billion in revenue by 1990 ("Shopping at 

Home," 1988). Additional in-depth consumer research is 

needed, however, to help develop more detailed strategies 

for reaching key market segments. The review of litera

ture will be divided into five sections: (a) definition 

of direct marketing, (b) characteristics of the in-home 

shopper, (c) cable television shopping networks, (d) 

fashion leadership and clothing interest, and (e) product 

involvement. 

Definition of Direct Marketing 

Direct marketing, otherwise called direct response, 

nonstore retailing, and in-home shopping, includes methods 

of promoting and selling goods and services directly to 

consumers. Convenience, targeting, innovation, and cost 

effectiveness set the direct m.arketer apart from other 

retailers. According to Cohen (1987), direct marketing is 

an interactive system of marketing which uses one or more 

advertising media to effect a measurable response and/or 

transaction at any location. Advertising media include 
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newspaper, magazine, radio, television, cable television, 

direct mail, telephone, interactive television, and any 

other non-face-to-face means, from the backs of matchbook 

covers to interactive, laser video disc kiosks. Hence, 

methods of direct marketing include direct mail, catalogs, 

direct ads in magazines and newspapers, coupons, com

puterized buying networks, telemarketing, and cable tele

vision networks (Kono & Bustsi, 1984; Korgaonkar, 1984). 

Characteristics of the In-Home Shopper 

In the last 20 years, direct marketing has drastical

ly altered not only ways of selling, but also of buying. 

These changes have combined to make direct marketing a 

multi-billion dollar industry today. Success of direct 

marketing depends on acquisition and maintenance of a data 

base of customers. Crucial to success are clear concepts 

of image and theme and targeting a clearly defined market 

(Cohen, 1987) . 

Socioeconomic changes have boosted direct marketing 

sales (Cosmas, 1982; Sloan, 1980). Changes occurring 

among consumers and traditional retailers are creating 

conditions more favorable to the acceptance of in-home 

retailing. Authors point to changes, such as the rapidly 

increasing proportion of women who work outside the home, 

the increased emphasis many people are placing on the 

quality of life, the growing phenomenon of time poverty, 

the reduction in new store expansion opportunities, and 
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the intensification of retail competition (Blakkan, 1983; 

Cohen, 1987; Smallwood & Wiener, 1987; Stone, 1979). 

Over the past two decades, a number of academicians 

and marketers have examined the "in-home" shopper. A 

review of literature reveals in-home shoppers are not a 

homogeneous group. Existing studies regarding in-home 

shoppers have focused primarily on two sets of variables: 

(a) sociodemographic characteristics, and (b) attitudes 

and perceptions about shopping and alternative sources of 

merchandise. Therefore, it appears that in-home shopper 

typologies may be derived from sociodemographic, attitu

dinal, and lifestyle factors. 

Sociodemographics 

Extensive research supports different and sometimes 

conflicting sociodemographic profiles of in-home shoppers. 

Several studies show that in-home shoppers have signifi

cantly higher family incomes and education levels than 

store shoppers. Gillett (1970) found the in-home market 

was becoming increasingly urban. These urban in-home 

shoppers were more affluent and better educated than store 

shoppers, but were not different on other major socio

demographic characteristics, such as age and family size. 

Similar income and education differences were reported in 

studies of persons who made purchases from catalogs, 

clubs-of-the-month, credit cards, and newspapers and 

magazine advertisements (Berkowitz, Walton, & Walker, 
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1979; Cunningham & Cunningham, 1973; Fact Book on Direct 

Marketing, 1984; Korgaonkar, 1984; Pironti, Vitriol, & 

Thurm, 1981; Reynolds, 1974; Thompson, 1971). 

Cox and Rich (1964), in a study of nearly 1,200 New 

York and Cleveland housewives who ordered merchandise by 

telephone from department stores, found that the volume of 

in-home purchasing increased with family income and 

possession of a charge account. Darian (1987) found no 

relationship between shopper employment status and in-home 

shopping. Peters and Ford (1972) present a conflicting 

sociodemographic profile in a study of women who purchase 

cosmetics in-home. In-home cosmetic shoppers tended to be 

less educated, were more likely to have family incomes 

below $15,000 per year, and were more likely to be members 

of families where the household head was a blue-collar 

worker, salesperson, or clerical employee rather than a 

professional. Studies examining age did not evidence the 

mature population more likely to purchase at home, nor was 

age a significant factor in choosing to shop at home 

(Cunningham & Cunningham, 1973; Darian, 1987; Gillett, 

1970). Berkowitz et al. (1979) found in-home shoppers to 

be somewhat younger than the average store shopper. The 

Direct Marketing Association (Stone, 1982) found that a 

high percentage of catalog users held professional occupa

tions, attended college, were between the ages of 25 to 

44, and were female. 
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An important question closely linked to the socio

demographic profile asks whether in-home shoppers repre

sent a locked in or captive market segment (Cunningham & 

Cunningham, 1973; Lumpkin & Hawes, 1985; Taylor & Taylor, 

1982). In other words, do in-home shoppers have socio

demographic characteristics which make it more difficult 

to leave the house and travel to retail stores to shop? 

Results have been inconclusive. Gillett (1970) found that 

in-home shoppers were not a captive market, but rather 

purchased at home on a discretionary basis in order to 

increase shopping convenience or to quickly obtain an 

advertised item. Furthermore, Gillett (1970) concludes 

that in-home shoppers are not significantly different from 

store shoppers in terms of travel time from retail out

lets, access to public transportation, or family size. 

Peters and Ford (1972) report evidence suggesting 

in-home buyers are locked-in consumers. Moreover, in-home 

shoppers were more likely to have children living at home 

and less likely to have access to a car for daytime 

shopping. Similarly, Cox and Rich (1964) found that 

in-home shoppers were more likely to have young children 

and to live in the suburbs where travel time to the 

nearest retail outlet was relatively great. According to 

Theodore Weldon, Sears official in charge of the coopera

tive venture with QVC Network, described the electronic 

in-home shopping customer as impulse retirees and anyone 
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who has time to spend in front of the television (Ivey, 

1986b). Jarvis (1986) expressed the opinion that the 

average electronic in-home buyer was lonely and impressed 

with television. 

Previous research has demonstrated a lack of consis

tency in defining and operationalizing what an in-home 

shopper is (Seitz, 1987) . Different methods have been 

used to measure in-home shopping, such as dollar amount, 

number of orders, and frequency of use. Gillett (1970) 

reports in-home shoppers made at least one in-home pur

chase during an 11-month period. Home Shopping Network 

(HSN) conducted numerous studies to determine customer 

profiles (Brown, 1987; DeGeorge, 1987b; Ivey, 1986b; 

Ticer, 1986; Williams, 1986). Results indicate the 

average HSN shopper spends more than $500 a year with an 

average price per item of $31,98 on 15 to 18 purchases a 

year (Ivey, 1986b), 

Analyst Mark Friedman of Hermans, McGraw, Tull, Vales 

and Company estimates new HSN members spend $200 or more 

on first quarter purchases but drop to $100 per quarter 

after the first six months (DeGeorge, 1987b), According 

to Ivey (1986b), 72 percent of households that receive HSN 

have purchased, Williams (1986) found that 5 percent of 

homes reached by HSN make at least one purchase a year. 

Brown (1987) revealed nearly one million Americans bought 

from HSN in 1986. However, approximately 30 percent of 
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HSN' s customers account for 60 percent of sales (Ticer, 

1986). McCorkle, Planchon, and James (1987) identify the 

lack of consistent measurement as a weakness of direct 

marketing research and recommend that future research 

determine a reliable means of measuring this variable. 

Seitz (1987) suggests researchers consider a comparative 

analysis of methods employed so that a consistent method 

of identifying in-home shoppers could be incorporated in 

future research. 

Attitudes and Perceptions 

Constructs investigated in relation to direct market

ing include innovativeness, perceived risk, and informa

tion seeking. Much of the research suggests that in-home 

shoppers are innovators, information seekers, and willing 

to ignore the perceived risks inherent in in-home shopping 

(Berkowitz et al., 1979; Cox & Rich, 1964; Gillett, 1970; 

Greenburg & Lumpkin, 1981; Reynolds, 1974; Urbany & 

Talarzy, 1983) , Existing studies examine the degree of 

risk perceived by shoppers in in-home purchasing situa

tions . 

Several studies provide support for the hypothesis 

that in-home shoppers either perceive less risk associated 

with purchases or they are more willing to assume risks 

than store shoppers. Findings of Cox and Rich (1964), 

Dawson (1982), Gillett (1970), and Seitz (1987) indicate 

that in-home shoppers are less conservative and perceive 
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less risk associated with purchases than store shoppers. 

However, a study of mail-order buyers of hospitalization 

insurance conducted by Spence, Engel, and Blackwell (1970) 

found no differences in risk perception between mail-order 

customers and those who purchased insurance from a sales

person. Both groups thought there were greater risks 

involved in purchasing hospitalization insurance through 

the mail. 

Differences in other attitudes and perceptions 

concerning shopping and alternative retailing institutions 

have been reported between in-home and store shoppers. 

Seitz (1987) suggests the more affluent shopper is likely 

to seek shopping flexibility and convenience. Stone 

(1979) found the in-home shopper places a higher value on 

time, has a negative attitude toward shopping, and was 

less price conscious or concerned with finding the lowest 

price available. 

According to Berkowitz et al. (1979), in-home shop

pers are more flexible, impulse buyers, willing to try new 

things, and less concerned with what friends think about 

the way they purchased. Cox and Rich (1964) also found 

that in-home shoppers place greater value on shopping 

quickly and have a stronger desire for convenience than 

store shoppers. Cunningham and Cunningham (1973) reported 

in-home buyers to be more adventuresome and cosmopolitan. 

However, Gillett (1970) found that shoppers' attitudes 
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were not related to the volume of in-home purchases; 

in-home shoppers did not view shopping in stores as any 

more difficult or unpleasant than did other consumers. 

As the review of literature shows, existing profiles 

of in-home shoppers have been inconclusive. One possible 

explanation for this inconsistency across studies is that 

both the type of merchandise (e.g., high-involvement 

products versus low-involvement products) and the type of 

shopping alternative being investigated (e.g., catalog 

versus telephone versus television, etc.) may mediate 

in-home purchasing behavior (Seitz, 1987). Different 

people may buy different types of merchandise from differ

ent kinds of in-home retailers. Thus, findings of any one 

study are not generalizable to purchasers of other types 

of goods from other kinds of in-home retailers (Berkowitz 

et al., 1979). Existing research studies concentrate on 

sociodemographic and to a lesser extent on perceptual and 

attitudinal variables (Smallwood & Wiener, 1987). Little 

attention has been given to selected direct marketing 

modes, and purchase behavior across product categories is 

limited, 

Cable Television Shopping Networks 

Much of the research regarding direct marketing has 

focused on in-home catalog shopping in particular, rather 

than the multifaceted nature of the field (Greenburg & 

Lumpkin, 1981; Rapp, 1984; Reynolds, Martin, & Martin, 
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1977). Limited research has been conducted regarding 

usage of direct marketing modes such as cable television 

shopping networks. 

The image of the maturing direct marketing industry 

has changed considerably during the last 20 years. More 

large corporations are involved in direct marketing than 

in the past. Over half of the Fortune 500 organizations 

have some kind of direct marketing business (Cohen, 1987) . 

The marketplace is definitely changing as new forms of 

in-home shopping are emerging (Bonacker, 1984) . New 

technologies are having a profound effect on the way 

consumers shop (Quelch & Takeuchi, 1981; Schmidt, 1982). 

Today there are numerous options on how to develop and 

implement in-home shopping. 

A decade of impressive growth has convinced many 

retailers and analysts alike that the prospects for 

nonstore marketing in the years ahead are virtually 

unlimited (Cohen, 1987). According to Cohen (1987), 

retailing probably holds the greatest opportunities for 

direct marketing in the next decade. At a time when 

American retailing is facing reduction in new store 

growth, intensification of competition, as well as mergers 

and acquisitions, direct marketing is recognized as an 

element to supplement current methods of doing business. 

One form of nonstore sales being investigated by retailers 
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is the application of cable television shopping networks 

(Yates, 1985) . 

Formats 

Ivey (1986b), Koepp (1986), and Reed (1986) charac

terized home shopping channels as a schlocky blend of game 

show antics, evangelical zeal, the fervor of a telethon 

and good old-fashioned hard sell. The 20-plus home 

shopping shows use cable television to pitch merchandise 

at so-called lower-than-retail prices to consumers in the 

privacy of their homes. Show hosts use a chatty, almost 

nonsensical jabber which is intended to lend a personal 

touch to the sales pitch (Koepp, 1986; Morgensen, 1987; 

Reed, 1986) . A feeling of urgency is experienced as 

persistent announcers implore viewers to order immediately 

using a toll-free number before a bargain disappears. 

Tactics are designed to spur and en(?"ourage impulse buying 

(Koepp, 1986; "Television," 1987; Reed, 1986). 

The typical home shopping network is aired 24 hours a 

day, 7 days a week and can be seen in all 50 states of the 

Union. The greatest operating costs involved with a home 

shopping channel are for computers, studios, and satellite 

rental, A central warehouse is utilized to expedite 

storage and shipment of merchandise, by keeping costs and 

overhead low, and margins high. It is a matter of flip

ping a switch to enter a new market area, and the poten

tial customer needs only a TV, a basic cable subscription 
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and a telephone (Ivey, 1986b; Schneidman, 1987; Williams, 

1986) . 

Home Shopping Network (HSN) is considered the pioneer 

in the home shopping channel industry. HSN began on radio 

before moving into television and eventually to cable 

(Yates, 1985). Home Shopping Network started in AM radio 

broadcasting when FM stations introduced stereo program

ming. The first club, "Bargaineer," developed as a result 

of an advertiser paying off air-time in merchandise. The 

AM station, suffering from revenue losses, went on the air 

to sell the brand name can openers below retail price. 

Response rate to the promotion developed the sale feature 

for the radio station (Yates, 1985). 

In the first year of national operation, 1986, HSN 

sold $160 million worth of merchandise and made a profit 

of $30 million. The key to HSN's success is high volume, 

low overhead, pricing below retail, and customer service 

(Telebuying, 1986). Currently, the Home Shopping Network 

is totally computer driven, reaches 8 million homes, and 

airs 24 hours daily, seven days a week on cable and UHF 

stations across the country (Wilkins, 1987) , 

Programming at American Catalog Shopper Network is 

aimed specifically at in-home catalog shoppers and 

includes segments produced by participating catalog com

panies (Ivey, 1986b), Telaction, a wholly owned sub

sidiary of J, C, Penney Company, Incorporated, is a 
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consumer-controlled, cable TV service that allows viewers 

to select the participating store, the department, and the 

classification (Schneidman, 1987) , Value Television is an 

hour-long program utilizing the soft-sell approach. 

Sweepstakes Channel uses a format that combines contests 

with interviews of writers and editors to sell discount 

magazine subscriptions, books, and audio tapes. QVC/ 

Sears' Venture and Financial News Network's TelShop air as 

a segmented schedule. Viewers know exactly when specific 

types or classifications of merchandise will be shown 

(DeGeorge, 1987a), 

With over 15,000 subscribers, Prestel is the premiere 

videotex system in the United Kingdom, Residential 

subscriber profile base includes: 45 percent with jobs in 

top management, 36 percent with senior management posi

tions, 47 percent with an income over $25,000, 82 percent 

own homes, 77 percent have 2-plus televisions at home, 55 

percent own VCRs, and 66 percent are between the ages of 

25 and 44, The United Kingdom subscriber is upscale, 

well-educated, and optimistic. The American cable sub

scriber has the same general profile as the American 

direct response buyer. Prestel's shoppers are generally 

comfortable with shopping at home through catalogs, direct 

mail, response print, and response television. Eighty-

seven percent of subscribers respond regularly to offers 

of leaflets and brochures, 23 percent have booked hotel 
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and travel reservations, and 59 percent have participated 

in contests through Prestel. Clothing has been purchased 

by 4 percent, but 89 percent indicate they would consider 

buying clothing if it were made available through Prestel 

(Waites, 1982). 

Offerings 

Merchandise offered to customers via home shopping 

networks range from useful to useless, tacky to tempting. 

Most products are culled from closeouts and liquidation, 

bankruptcies, unpopular or discontinued lines, and manu

facturers' overruns (Dorfman, 1986; Ivey, 1986b; Koepp, 

1986; "Television," 1987; Morgensen, 1987; Reed, 1986; 

Wilkins, 1987). The majority of the merchandise is of 

acceptable quality, and covered by the manufacturer's 

warranty. 

Jewelry makes up 20 percent tcr 25 percent of Home 

Shopping Network's sales. Prices range between $10 and 

$5,000 (Williams, 1986). Home Shopping Network 2 offers 

trendier and more expensive items such as designer cloth

ing and VCRs (Allis, 1986; Conway, 1987; Koepp, 1986). 

Cable Value Network offers a product mix of upscale brand 

name merchandise (Williams, 1986) , while the QVC/Sears 

network sells first quality Sears merchandise with full 

manufacturers' warranties. Much of this merchandise will 

be offered via cable television network before introduced 
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in Sears' stores or catalogs, for the same price (Ivey, 

1986b). 

Home shoppers can purchase everything from expensive 

fur coats and luxury cruises to life insurance (Ivey, 

1986b). Critics claim consumers can live without the 

marginal products and services of home shopping networks. 

It has not been established that selection or quality is 

great enough to keep people out of the stores or malls. 

Furthermore, home shopping networks do not provide enough 

satisfaction for customers who like to examine the mer

chandise before paying for it (Morgensen, 1987) . 

Pricing 

According to Howard Davidowitz, chair of a New York 

City retail consulting firm, "the discount pricing on TV 

shopping shows is nothing extraordinary. It's on par with 

discount pricing all over the country" (Williams, 1986, p. 

81). There are some bargains that do appear regularly but 

randomly. One tactic used by home shopping channels, yet 

not limited to TV, is to quote an unrealistically high 

suggested retail or manufacturer's list price. Thus, it 

appears to the consumer that each item has been discounted 

heavily. In fact, the stated comparable price may repre

sent the highest price cited by the manufacturer or the 

price seen in an airport gift shop or deluxe hotel bouti

ques (Koepp, 1986; Wilkins, 1987; Williams, 1986). 
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The most perilous category for consumers to be aware 

of is jewelry. This classification of merchandise is 

characterized by varying quality workmanship and price 

markup. Furthermore, there are no model numbers assigned 

to jewelry items shown on shopping channels (Williams, 

1986) , Home Shopping Network will even include an ap

praisal for an amount greater than what is paid for the 

jewelry (Wilkins, 1987), 

Convenience 

The most obvious advantage of electronic in-home 

shopping via cable television is convenience. Con

sumers can shop in the comfort of home with the use of a 

telephone and an "800" number, can pay with credit card or 

check and have the merchandise delivered by UPS within 4 

to 10 days (Cox & Rich, 1964; Ivey, 1986a; Reed, 1986; 

"Television," 1987; Williams, 1986), If the consumer is-

not satisfied with the purchase, it may be returned within 

30 days and an unconditional full refund plus reimburse

ment of shipping costs will be given (Ivey, 1986b; Reed, 

1986; "Television," 1987). 

Experts in the field of retail believe people tend to 

buy more when they are most contented. Studies by the 

Retail Planning Association revealed that consumers who 

had just eaten a meal were 25 percent more likely to buy 

clothing than hungry shoppers. This evidence could 

explain the recent growth in the catalog industry. Since 



27 

1980, catalog sales have increased by 59 percent to sales 

of over $50 billion a year (Ivey, 1986b). Terry Gillett, 

president of The Company Store, a fast-growing catalog 

operation, says that "the home shopping phenomenon has to 

eventually change retail business and the way people shop" 

(Ivey, 1986b, p. 64) . Supporters of cable shopping net

works advocate that once shoppers realize they can buy via 

cable television, they will abandon conventional stores 

and stay home and shop (Ivey, 1986b). 

Risk 

According to the Retail and Consumer Affairs Office 

and Better Business Bureau, TV shopping services have a 

good track record with few complaints ("Television," 1987; 

Reed, 1986), From March 1984 to March 1986, the Consumer 

Affairs Department of Pinellas County, Florida, logged 

only 23 complaint^ against Home Shopping Network, The 

majority of complaints have been resolved to the custom

er's satisfaction (Williams, 1986), 

Cable Value Network (CVN) customers can return 

anything with no questions asked (Ivey, 1986b), CVN has a 

quality-control division that tests all of the products 

offered on the shopping channel. Approximately 15 percent 

of the products inspected by CVN are turned away because 

they do not meet safety or quality standards ("Televi

sion," 1987). Home Shopping Network's return rate is 

unusually high. For the year ended August 31, 1986, the 
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return rate was 17.4 percent (Morgensen, 1987). The 

company blamed flawed fur coats and computers shipped with 

the wrong manuals. Return rates on computers alone 

escalated to 24 percent of gross sales before the problem 

was corrected (Ivey, 1986b). Consequently, as costs rise, 

margins fall and price wars follow. This adversely takes 

resources and attention away from the business of hand

ling, distribution, and service (Ivey, 1986b), 

In 1988, with the use of "800" telephone numbers, 

television shopping networks have provided the added 

impetus that cable television has been needing to 

compete as a viable medium in the nonstore retail sector 

(Motavalli, 1986), Retail groups entering direct market

ing via cable television shopping networks have the 

potential to increase market share as direct marketing 

continues to be a formidable, evolving mode of retail 

competition, 

Fashion Leadership and Clothing Interest 

Opinion leaders have been found to follow more 

closely to group norms than average persons or do not 

deviate far from the norm. Myers and Robertson (1972) 

confirm the hypothesis that opinion leadership for a topic 

is positively related to how much of an individual dis

cusses the item of interest. According to Rogers (1962), 

the opinion leader is more likely to read information 

about the area of interest, Myers and Robertson (1972) 
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also found a degree of overlap between product and opinion 

leadership. In other words, an opinion leader in one area 

also could be an opinion leader in another related product 

area. However, a generalized opinion leader who influ

ences others in all types of areas did not seem to exist. 

Numerous studies have focused on characteristics 

regarding fashion opinion leadership and apparel consump

tion (Katz & Lazarsfeld, 1973; Schrank & Gilmore, 1973; 

Summers, 1970) . Katz and Lazarsfeld (1973) studied 

fashion opinion leadership among young women and matrons. 

Results indicated that women's life cycles were associated 

with the degree of expressed fashion interest and that the 

degree of fashion interest was at its peak among young 

single women. Katz and Lazarsfeld (1973) noted that 

fashion was more likely to be of greater importance to 

young single women who had fewer concerns competing for 

their time than mothers of young children. 

Summers (1970) focused on three characteristics of 

identity regarding fashion opinion leaders: (a) demo

graphic, (b) social, and (c) attitudinal. Summers (1970) 

suggested the three characteristics would contribute to a 

high fashion interest since the concept of fashion 

involved personal display and exhibitionism, Demograph-

ically, the opinion leader was found to be younger, with 

more education, and higher income and occupational status. 

Sociologically, fashion opinion leaders have to be 
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involved in social interaction in order to function. 

Summers (1970) cites physical mobility as allowing for 

greater exposure to new and different fashion ideas and 

organizational and social activities which promote fashion 

leadership by requiring fashion involvement. Sociological 

and demographic characteristics of fashion opinion leaders 

included cosmopolitism, gregariousness, and physical 

mobility allowing the individual greater opportunity for 

exposure to new and different fashion ideas and, there

fore, providing fashion information for social conver

sation. Moreover, fashion opinion leaders scored high on 

competitiveness, exhibitionism, self-confidence, and 

independence and low on nonleadership personality factors 

(Summers, 1970). 

Fashion interest may be viewed from various perspec

tives. According to Sharma (1980), consumers have complex 

sets of personal perceptions and mental understandings 

which influence attitudes with regard to fashion. These 

varied cognitions include awareness, interest, and knowl

edgeability of alternative choices of dress. Sproles 

(1979) pointed out that the styles and degree of fash-

ionability a person purposefully seeks in apparel can be 

determined by these conditions. Clothing awareness refers 

to an individual's recognition of specific styling fea

tures like silhouette, color, details, and physical 

characteristics of fabrics and construction, Horridge and 
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Richards (1984) found positive and negative relationships 

between fashion awareness and the importance given to 

specified criteria during the clothing purchase process. 

Results showed age, marital status, education, courses 

taken relating to fashion, and income to positively impact 

the fashion awareness of the respondents. Fashion aware

ness was not affected by city size or the number of 

dependent children in the household. Persons high in 

fashion awareness spent more time shopping for clothes and 

purchased more clothing on impulse than individuals with 

low fashion awareness. Apparel style and quality were 

considered over price with persons ranked as having high 

fashion awareness. Price was the main factor in clothing 

purchases of persons with low fashion awareness. 

In the study of fashion opinion leadership, various 

instruments have been designed to capture basic dimensions 

underlying this concept. Summers (1970) used a question 

self-designation method previously developed by Rogers 

(1962) , The scale included questions regarding the 

discussion of fashion and advice-giving as key components 

of opinion leadership, A random sample of 1,000 house

wives provided data for the research. Similarly, Myers 

and Robertson (1972), in development of a scale, included 

discussion of the subject, perceived knowledge and inter

est in the subject, innovativeness, and social activity as 

dimensions of opinion leadership. 
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Tigert, Ring, and King (1976) developed an instrument 

that identified additional dimensions of fashion opinion 

leadership and innovativeness. The fashion involvement 

continuum identified five dimensions: fashion innova

tiveness and time of purchase, fashion interpersonal 

communication, fashion interest, fashion knowledgeability, 

and fashion awareness and reaction to changing trends. 

Summed scores regarding questions relating to the five 

dimensions resulted in a possible 13-point continuum for 

the population. 

Schrank and Gilmore (1973) developed the Fashion 

Opinion Leadership and Clothing Interest Inventories. The 

inventories were designed to identify persons who con

tributed to the diffusion of fashion goods through early 

purchase and use of fashion innovations and who believed 

themselves to be in the vanguard of the fashion picture. 

Findings showed that innovators were more secure and had 

relatively negative attitudes toward conformity to friends 

in their dress. Additionally, findings indicated that 

innovativeness and clothing interest were highly charac

teristic of fashion opinion leaders. 

In a systems approach to consumer behavior, it is 

reasoned that a consumer's personal characteristics, 

background, and experience combined with marketing modes 

and product characteristics determine purchase behavior. 

The basic research guestion to be examined is whether 
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selected aspects of consumers' fashion opinion leadership 

and clothing interest, sociodemographic characteristics, 

and frequency of direct marketing use can be used to 

effectively profile buying behavior among subscribers of 

cable television shopping networks. 

Product Involvement 

Consumer behavior researchers have historically 

developed a number of complex theories in the attempt to 

explain and predict the behavior of the consumer (Bettman, 

1979; Engel, Kollat, & Blackwell, 1978; Howard & Sheth, 

1969) . These theories propose that consumers actively 

search for and use information to make informed choices. 

The literature implies the consumer is an intelligent, 

rational, thinking, and problem-solving organism, who 

stores and evaluates sensory inputs to make a reasoned 

decision (Markin & Nafayana, 1975) . 

Sproles and Kendall (1986) defined a consumer 

decision-making style as a mental orientation characteriz

ing a consumer's approach to making choices. 

The individuality in consumers' behavior when 
choosing products is perhaps the most widely 
analyzed topic in consumer interest studies. 
Although many factors influence consumer de
cision-making, consumers are thought to approach 
the market with certain basic decision-making 
styles. (Sproles & Kendall, 1986, p. 267) 

Identifying basic characteristics of decision-making 

styles is central to consumer interest studies and has 

been the focus on product involvement (Sproles & Kendall, 
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1986). As the literature on product involvement (Holmes & 

Crocker, 1987; Hoyer & Cobb-Walgren, 1988; Kahn & Sarin, 

1988; Sheth, 1983; Zaichkowsky, 1985) demonstrates, 

consumer purchase decisions are frequently made under 

conditions of varying uncertainty regarding the product. 

The nature of the relationship between product involvement 

and the decision to purchase has led theorists to view 

consumer behavior in terms of a twofold dichotomy: low 

involvement consumer behavior and high involvement con

sumer behavior (Engel & Blackwell, 1982; Zaichkowsky, 

1985) , 

Low-involvement decisions involve a consumer who does 

not consider the purchase important enough to lifestyle to 

become strongly identified with the product (Assael, 

1987) , making the decision less complex for the consumer 

(Mahatoo, 1985), A high-involvement decision, on the 

other hand, gives the consumer strong personal identifica

tion with the product of choice (Assael, 1987) , v;hile 

taking a greater degree of risk financially, socially, 

and/or psychologically (Mahatoo, 1985) , Therefore, it has 

been hypothesized that each area of involvement with 

products has its own idiosyncratic result of the state of 

being involved with the object (Zaichkowsky, 1985) . 

Researchers generally use the resulting behavior as 

indicators of the level of involvement. 
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Low-Involvement Decisions 

According to Sheth (1983) , a low-involvement decision 

includes a functional need relating to time, place, and 

possession along with cost and product availability. The 

thrust of low-involvement situations has been seen as 

concerning differences between products (Lastovicka & 

Gardner, 1978). Zaichkowsky (1985) supported Sheth's 

concept suggesting "different situations and different 

people are two factors that led to various levels of 

involvement" (p. 342), The consumer sees the low-

involvement product decision as one made out of habit, and 

many times the consumer will purchase without careful 

examination of competitive brands due to viewing the 

brands as near perfect substitutes (Lastovicka, 1979), 

Most consumer decisions fall into the category of low 

involvement (Mahatoo, 1985) , Given a less complex pur

chase situation exists, the consumer has been passively 

exposed to information resulting in a purchase being made 

before forming an attitude (Holmes & Crocker, 1987), 

Hence, evaluation of the product does not occur until 

after the purchase has been made. Examples of low-

involvement products include bicycles, gasoline, and most 

products found in the grocery store, such as toothpaste, 

shampoo, colas, laundry detergent, facial tissues, canned 

goods, salt, soap, salad dressing, margarine, and peanut 
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butter (Assael, 1987; Hoyer, 1984; Hoyer & Cobb-Walgren, 

1988; Mahatoo, 1985; Sheth, 1983), 

The literature suggests low-involvement products are 

generally promoted through emotional appeal which is most 

effective when the audience is neutral or positively 

opinionated (Holmes & Crocker, 1987) , The emotional 

appeal creates a positive affective response giving 

increased perceived benefits and enhancing the message's 

communication effectiveness. The emotional message 

attracts the consumer's attention and generates feelings 

in line with past purchase experiences as long as the 

consumer has an immediate need (Holmes & Crocker, 1987) , 

High-Involvement Decisions 

The high-involvement decision is considered to have 

more personal relevance or to be a nonfunctional want 

(Petty et al., 1983; Sheth, 1983; Zaichkowsky, 1985), The 

consumer brand evaluation is considered detailed and 

comprehensive with more evaluation of products and more 

information being sought prior to the purchase decision 

(Assael, 1987; Mahatoo, 1985), Therefore, consumers form 

an initial expectation about the information and search 

for additional information to support or refute the 

initial expectations. If the expected gain associated 

with additional information is greater than the expected 

cost of the search, the consumer will continue the infor

mation search (Simonson, Huber, & Payne, 1988), 
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Most major purchases fall into the realm of high 

involvement and include uncertainty about potential 

breakdown or technological product obsolescence (Kahn & 

Sarin, 1988) , The consumer is most likely to respond to 

factual product-related messages; therefore, advertising 

can reach the consumer through a rational appeal to 

reinforce the consumer's positive thoughts (Holmes & 

Crocker, 1987). According to Holmes and Crocker (1987), 

the high-involvement products use active information 

processing which affects current opinions/preference and 

purchase intentions, and precedes behavior. When new 

information is acquired, the individual pulls up the 

pre-existing thoughts. The high-involvement process 

usually occurs with medical products, automobiles, stereo 

equipment, home computers, sports equipment, furniture, 

clothing, jewelry, televisions, appliances, homes, ciga

rettes, carpets, financial services, typewriters and 

cosmetics (Assael, 1987; Mahatoo, 1985; Sheth, 1983; 

Simonson et al., 1988), 

It is important to keep in mind that for the same 

product class, two consumers may be driven by a different 

set of needs in the same situation. Just because a 

consumer prefers one brand over another and intends to 

purchase does not mean the customer will follow through 

with the behavior (Sheth, 1983) , A purchasing routine can 

be developed when the product evaluation is repeated over 
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a period of time so that the choice becomes unconscious, 

as the reliability of the product increases (Hoyer, 1984; 

Lastovicka & Joachimsthaler, 1988). 

Summary 

Consumer behavior is becoming more individualistic 

and less defined by reference to easily identified pat

terns of consumer demographics and psychographics, In the 

next few years, the trend will be away from social confor

mity and toward the component lifestyle. This means that 

market research and marketing strategies, in general, must 

pay closer attention to actual behavior and less to 

presumed psychographic categories. Shopping is one area 

in which consumers will seek greater control over their 

time and how it is spent. The most promising growth area 

for home shopping is via cable television. Therefore, it 

is particularly important for marketers to gain an 

increased understanding of the purchase behavior of the 

electronic in-home consumer. 



CHAPTER III 

PROCEDURE 

The procedure followed in this study was divided into 

the following sections: (a) Selection of Sample, (b) 

Research Instrument, (c) Pretest, (d) Collection of the 

Research Data, and (e) Statistical Analysis of Data, 

Selection of Sample 

The participants consisted of a random sample of 

cable television subscribers in the United States, A 

national mailing list of cable television subscribers was 

purchased from Sammons Communications, Incorporated, 

Dallas, Texas, A preselected population frame of 120,000 

names from the total population of 840,000 cable sub

scribers was randomly selected and assigned consecutive 

numbers, then a randomized sample table was used to draw a 

12,000 member sample, A map illustrating cable markets 

represented by Sammons Communications, Incorporated, may 

be found in Appendix A. 

Research Instrument 

A questionnaire was developed for data collection. 

The instrument was designed to elicit responses from both 

male and female participants. Prior to the administration 

39 
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of questionnaire to the subjects, the instrument was sub

mitted to members of the thesis committee and two graduate 

faculty members, one from the department of sociology and 

one from the school of mass communications, at Texas Tech 

University for evaluation. On the basis of recommenda

tions from committee members and outside reviewers, 

revisions in the questionnaire were made. 

The first 15 questions (1 through 15) under Shopping 

Preferences required participants to respond to selected 

shopping preference variables which influence in-home 

shopping behavior. These items included shopping pat

terns, selection factors, recency, frequency and monetary 

factors, and store patronage. 

The questionnaire was designed to obtain information 

concerning lifestyle data. Questions 1 through 39 under 

Opinion Inventory required the participants to respond to 

19 general lifestyle statements and 20 specific trade area 

statements on a five-point Likert scale reflecting a high 

to low response (e,g,, strongly agree: 5 4 3 2 1 : to 

strongly disagree). 

Questions 1 through 40 under Fashion Inventory was 

formulated to ascertain fashion opinion leadership and 

clothing interest. Fashion opinion leadership consisted 

of 20 statements on behavior regarding clothing; a modi

fied Likert scale listing five responses ranging from 

definitely true to definitely false. Statements were 
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self-designating and designed to measure four basic 

dimensions: advice giver, information transmitter, 

subject knowledge, and interest. Clothing interest 

consisted of 20 statements regarding clothing interest of 

respondents. Participants rated each statement to the 

extent that it applied to them on a modified Likert scale 

listing five responses ranging from definitely true to 

definitely false. Reverse weighting was used for the 

negatively stated items. Question 41 obtained information 

concerning clothing attribute factors which influence 

participants' decision in purchasing clothing. 

The final section of the questionnaire. Questions 1 

through 10, elicited sociodemographic information. This 

information included the following items: (a) gender, (b) 

age, (c) employment status, (d) educational background, 

(e) marital status, (f) number of children, (g) state of 

residence, (h) population of city of residence, (i) type 

of residence, and (j) annual family income. The question

naire may be found in Appendix B. 

Pretest 

The questionnaire was pretested by using cable sub

scribers. A list of 120,000 names from the total popula

tion of 840,000 cable subscribers was obtained from 

Sammons Communications, Incorporated, Dallas, Texas. 

Prior to drawing the pretest sample, a randomized sample 

table was used to draw a 12,000 member sample for the 
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study from the preselected population frame of 120,000 

names. The remaining 108,000 names on the list were 

assigned consecutive numbers and a randomized sample table 

was used to draw a 500-member pretest sample. The 500-

member pilot group was polled in the fall of 1988. The 

questionnaire was pretested for comprehension of the 

instructions and terminology. 

Twenty-nine questionnaires were returned stamped "no 

forwarding address on record." A total of 25 question

naires were returned, of which 22 were usable, yielding a 

4.7 percent response rate. 

Profile data of the pilot group were analyzed using 

basic descriptive statistical methods. The pilot group (n 

= 22) consisted of 16 female and 6 male cable subscribers. 

Ages of the respondents ranged from 23 to 67 with a mean 

age of 35. Eighteen of the subjects were classified as 

nonbuyers, three as infrequent buyers, and one as a 

frequent buyer. A total of eight states were represented. 

The states are identified on a map illustrating cable 

markets represented by Sammons Communications, Incorpor

ated, found in Appendix C. 

Based on the analysis of the pretest data, four 

revisions were made in the questionnaire. The following 

changes were made prior to mailing the instrument to the 

12,000 cable subscribers randomly selected to participate 

in the study. 
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1. The rating scale in the shopping preference 

section regarding major benefits of catalog shopping was 

changed to identify the five choices: most important, 

somewhat important, important, somewhat unimportant, and 

not important. It was believed that actual response 

categories, rather than a continuum scale, would produce 

more accurate results. 

2. The rating scale in the shopping preference 

section regarding major benefits of in-home cable shopping 

was changed to identify the five choices: most important, 

somewhat important, important, somewhat unimportant, and 

not important. It was believed that actual response 

categories, rather than a continuum scale, would produce 

more accurate results. 

3. The rating scale in the fashion inventory section 

regarding importance of each selected clothing attribute 

in the purchase decision of clothing was changed to 

identify the five choices: most important, somewhat 

important, important, somewhat unimportant, and not 

important. It was believed that actual response cate

gories, rather than a continuum scale, would produce more 

accurate results, 

4. The cover letter was reduced in length. It was 

believed that the shorter version would positively influ

ence participant response. 
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Copies of the final version of the questionnaire and 

the cover letter are found in Appendixes B and D, respec

tively. 

Collection of the Research Data 

A random sample was drawn from the mailing list 

obtained from Sammons Communications. During the spring 

of 1989, a total of 12,000 questionnaires were mailed to 

selected cable subscribers chosen to participate in the 

investigation. A copy of the cover letter is contained in 

Appendix D. Participants were informed of the confiden

tiality of the investigation and of their rights as human 

subjects. To encourage responses, an entry form was 

included with the questionnaire, which, when returned, 

made the respondent eligible to win a $50 savings bond in 

a random drawing. Five weeks following the mail survey, 

the" questionnaires were processed, and the data were 

tabulated and subjected to statistical analysis. Because 

of the promises of anonymity to respondents, follow-ups 

were not obtainable. 

Statistical Analysis of Data 

As a preliminary assessment of the data, frequency 

and percentage distribution of sociodemographics as well 

as scale information were utilized for descriptive pur

poses. In order to assess the experimental comparison, a 

test of statistical procedures was utilized: analysis of 
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variance was used to make statistical inference with 

regard to differences in purchasing profiles of cable 

shoppers (using leadership and clothing interest scales). 

In addition, chi-square analysis was utilized to demon

strate differences in purchasing factors for the groups of 

frequent and infrequent cable shoppers. 

Hypothesis 1 

Electronic in-home buying is positively related to 

fashion opinion leadership. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Questions 1-20 Opinion leadership 
Shopping Preference/Question 9 Cable purchases. 

Statistical tests employed. In order to assess 

whether differences existed in the leadership profile of 

the three buying groups, two separate analyses of variance 

were utilized. The independent variable was constructed 

by a question on the frequency with which goods were 

ordered from cable shopping channels over the preceding 12 

months. Respondents who reported placing orders 12 or 

more times in the previous year were defined as frequent 

cable buyers; those reporting at least 1 but fewer than 12 

orders were classified as infrequent cable buyers; and the 

respondents who reported no cable orders during the past 

12 months were classified as nonbuyers. Fashion opinion 

leadership was measured by a composite score which 
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included the 20 opinion leadership criteria listed on the 

questionnaire. 

Post hoc comparison. As an additional post hoc 

analysis, an analysis of variance for the dependent 

variable, fashion opinion leadership, was performed to 

assess the existence of significant differences between 

the three groups of cable shoppers. If a significant F 

ratio was found, Scheffe multiple comparison was applied 

(post hoc) to find out where significant differences were 

located. 

Hypothesis 2 

Electronic in-home buying is positively related to 

clothing interest. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Questions 21-40 ClcJthing interest 
Shopping Preference/Question 9 Cable purchases. 

Statistical tests employed. In order to assess 

whether differences existed in the clothing interest 

profile of the three buying groups, two separate analyses 

of variance were utilized. The independent variable was 

constructed by a question on the frequency with which 

goods were ordered from cable shopping channels over the 

preceding 12 months. Respondents who reported placing 

orders 12 or more times in the previous year were defined 

as frequent cable buyers; those reporting at least 1 but 
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fewer than 12 orders were classified as infreguent cable 

buyers; and the respondents who reported no cable orders 

during the past 12 months were classified as nonbuyers. 

Clothing interest was measured by a composite score which 

included the 20 clothing interest criteria listed on the 

questionnaire. 

Post hoc comparison. As an additional post hoc 

analysis, an analysis of variance for the dependent 

variable, clothing interest, was performed to assess the 

existence of significant differences between the three 

groups of cable shoppers. If a significant F ratio was 

found, Scheffe multiple comparison was applied (post hoc) 

to find out where significant differences were located. 

Hypothesis 3 

Electronic in-home buying is positively related to 

the importance of selected clothing attributes. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Question 41 Purchase factors 
Shopping Preferences/Question 9 Cable purchases. 

Statistical tests employed. To assess whether there 

was a significant difference in the mean score between the 

three groups for each of the clothing attributes, an 

analysis of variance was run eight times for the eight 

dependent variables. The frequent, infrequent, and 

nonbuyer were used as the independent variable with the 
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dependent variable being the eight selected clothing 

attributes (brand name, color, fit, latest fashion, price, 

quality of construction, garment care, and fiber content). 

Post hoc comparison. As an additional post hoc 

analysis, an analysis of variance for the dependent 

variable, clothing interest, was performed to assess the 

existence of significant differences between the three 

groups of cable shoppers. If a significant F ratio was 

found, Scheffe multiple comparison was applied (post hoc) 

to find out where significant differences were located. 

Hypothesis 4 

Electronic in-home buying is positively related to 

product categories. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Question 9 Cable purchases 
Shopping Preference/Question 10 Cable purchases 
Merchandise Classification/Question 13 Product categories. 

Statistical tests employed. In order to assess 

whether frequent buyers chose certain products more often 

than infrequent buyers (nonbuyers do not qualify for this 

analysis because they did not make any purchases) , a 

chi-square analysis (2 X 15 table) was performed. If a 

significant chi-square ratio was found, categories were 

collapsed to a more manageable size in order to facilitate 

interpretation. 
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Hypothesis 5 

How recently a consumer has purchased through cable 

shopping networks is positively related to the consumer's 

fashion opinion leadership and clothing interest. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Questions 1-20 Opinion Leadership 
Fashion Inventory/Questions 21-40 Clothing Interest 
Shopping Preferences/Question 9b Cable Purchases/Recency. 

Statistical tests employed. In order to assess 

whether differences existed between the leadership and 

clothing interest profiles of those who had made cable 

purchases in the last year and those who had not, one 

multivariate analysis of variance (MANOVA) was utilized. 

The independent variable, recency, was constructed by 

answers to a question on if purchases had been made 

through cable television shopping programs in the last 12 

months. Fashion opinion leadership and clothing interest 

were measured by individual composite scores which includ

ed the 20 opinion leadership and 20 clothing interest 

criteria listed on the questionnaire. 

Hypothesis 6 

How often a consumer has purchased through cable 

shopping networks is positively related to the consumer's 

fashion opinion leadership and clothing interest. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follov;?: 
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Fashion Inventory/Questions 1-20 Opinion Leadership 
Fashion Inventory Questions 21-40 Clothing Interest 
Shopping Preferences/Question 9c Cable Purchases/ 

Frequency, 

Statistical tests employed. In order to assess 

whether differences existed between the leadership and 

clothing interest profiles of those who had made cable 

purchases more often in the last year and those who had 

made purchases less often, one multivariate analysis of 

variance (MANOVA) was utilized. The independent variable 

frequency was constructed by answers to a question on how 

many purchases have been made through cable television 

shopping programs in the last 12 months. Fashion opinion 

leadership and clothing interest were measured by indi

vidual composite scores which included the 20 opinion 

leadership and 20 clothing interest criteria listed on the 

questionnaire. 

Hypothesis 7 

How much has been spent on purchases by consumers 

through cable shopping networks is positively related to 

the consumer's fashion opinion leadership and clothing 

interest. 

Data utilized. The data tested were taken from 

responses to items on the questionnaire as follows: 

Fashion Inventory/Questions 1-20 Opinion Leadership 
Fashion Inventory/Questions 21-40 Clothing Interest 
Shopping Preferences/Question 10 Cable Purchases/ 

Monetary. 
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Statistical tests employed. In order to assess 

whether differences existed between the leadership and 

clothing interest profiles of those who had spent more on 

cable purchases in the last year and those who had spent 

less on purchases, one multivariate analysis of variance 

(MANOVA) was utilized. The independent variable, mone

tary, was constructed by answers to a question on how much 

has been spent on purchases made through cable television 

shopping programs in the last 12 months. Fashion opinion 

leadership and clothing interest were measured by indi

vidual composite scores which included the 20 opinion 

leadership and 20 clothing interest criteria listed on the 

questionnaire. 

For all statistical tests, results were interpreted 

with the 0.05 probability level considered as representa

tive of significant results. The 0.01 probability level 

was considered as representative of highly significant 

results. 



CHAPTER IV 

ANALYSIS OF DATA 

Information concerning factors that influence the 

buying behavior of users and nonusers of cable shopping 

networks was obtained through responses to a question

naire. The questionnaire for the study can be found in 

Appendix B. The purpose of the study was to examine the 

relationship between sociodemographic profile, clothing 

interest, and buying behavior of users and nonusers of 

cable shopping networks in the United States, A map 

illustrating cable markets represented by Sammons Communi

cations, Incorporated, can be seen in Appendix A. 

Data were analyzed to determine if sociodemographic, 

clothing interest, fashion opinion leadership, product 

classification, and recency, freguency, and monetary 

purchase profiles varied according to electronic in-home 

shopping use. Results of the data analyses are reported 

in descriptive data and statistical tables, and discussed 

under the major headings of description of the sample, 

questionnaire reliability, testing of hypotheses, and 

summary of data analysis. 

52 



53 

Description of Sample 

Questionnaires were mailed to 12,000 randomly select

ed cable television subscribers. Seven hundred and 

thirty-three questionnaires were returned stamped "no 

forwarding address on record." A total of 607 question

naires were returned of which 595 were usable, yielding a 

18.9 response rate. 

Three main factors (recency, frequency, and monetary) 

are used by direct marketers to measure profitable re

sults, define market segments, and develop customer 

purchase profiles. Therefore, three items on the ques

tionnaire were designed to segment respondents by recency, 

frequency, and amount of purchase during a 12-month 

period. Two hundred and eighty respondents reported 

placing an order for merchandise from a cable shopping 

channel during the past 12 months. Those respondents who 

indicated ordering merchandise in the past 12 months also 

checked the frequency of purchases. Subjects who reported 

placing orders three or more times in the previous year 

were defined as frequent buyers (n = 25), subjects report

ing one but fewer than three orders were classified as 

infrequent buyers (£ = 255), and the subjects who reported 

no cable orders during the past 12 months were classified 

as nonbuyers (n = 313). The average dollar value of each 

order placed with a cable shopping channel was divided 

into eight categories. Dollar values assigned to each of 
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the categories were as follows: $1 to $15, $16 to $30, 

$31 to $50, $51 to $75, $76 to $100, $101 to $175, $176 to 

$200, and over $200. Thirty-six percent of the freguent 

buyers and 20 percent of the infreguent buyers spent 

between $16 to $30 per order. The second greatest concen

tration of frequent buyers (32%) indicated between $51 to 

$75 as the average amount of money spent per order while 

20 percent of the infrequent buyers reported a $31 to $50 

allocation per purchase. Ten percent of the infrequent 

buyers spent from $1 to $15 per order. None of the 

frequent buyers indicated spending less than $16 per 

order. Only 2 percent of the frequent buyers spent over 

$175 per order, while no infrequent buyer reported spend

ing over $175 on a purchase. Results of the percentage 

distribution revealed no respondent ordering merchandise 

totaling over $200. 

Sociodemographic data were collected using the demo

graphic section of the research questionnaire. The 10 

variables used for purposes of subject description in

cluded information regarding gender, age, employment 

status, educational background, marital status, family 

size, geographical location, home ownership, type of 

residence, and annual family income. The percentage 

distribution of participants (frequent buyers, infrequent 

buyers, and nonbuyers) by sociodemographic variables 

appears in Table 1. 
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The majority of respondents (68%) were female. 

Seventy-two percent of the infrequent buyers, 66 percent 

of the nonbuyers, and 56 percent of the frequent buyers 

were women. Respondent ages ranged from 17 to 86 years 

with a mean age of 46.3 years. The frequent buyers had 

the largest percentage (76%) of persons from 30 to 49 

years of age with 16 percent of respondents 50 to 69 years 

of age. Forty-eight percent of the nonbuyers were between 

the ages of 30 to 49 and 32 percent were from 50 to 69 

years of age. The infrequent buyers were so divided that 

40 percent were in the 30- to 49-year range with 32 

percent in the 50 to 69 age group. 

Respondents who worked 35 hours or more a week 

represented 59 percent of the sample. Examination of the 

percentage distribution figures revealed the second 

largest percentage of participants (20%) were retired. 

The majority of infrequent buyers (70%), nonbuyers (70%), 

and frequent buyers (68%) were employed either full or 

part time. Ten percent of the participants were unem

ployed. The maximum level of formal education attained by 

respondents was classified under five categories. Thirty-

two percent of the participants were high school gradu

ates, 32 percent had completed some college, and 32 

percent had acquired a college degree. Eighty percent of 

the frequent buyers, 64 percent of the nonbuyers, and 63 

percent of the infrequent buyers had completed some high 
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school or were high school graduates. Thirty-four percent 

of infrequent buyers and 32 percent of nonbuyers were 

college graduates, while only five percent of freguent 

buyers held a college degree. 

Sixty-eight percent of the participants were married. 

Over eighty percent of the responding cable subscribers 

had children. The number of children per household ranged 

from one to nine. Fifty-seven percent of the subjects 

reported having one or two children, 36 percent reported 

having three or four children, while only seven percent 

reported having five or more children. Children's ages 

ranged from 1 to 65 years, with a mean of 16.5 years. The 

frequent buyers had the largest percentage of children 

from 1 to 20 years of age with only three respondents 

reporting children over 20 years old. Infrequent and 

nonbuyers had the largest concentration of children aged 

21 to 35. 

Eleven states were represented in the sample, A map 

illustrating the states from which the sample was drawn 

can be found in Appendix E, Over 60 percent of the 

respondents resided in California, New York, and Tennes

see, A majority of the cable subscribers responding (72%) 

indicated home ownership. Type of housing identified was 

single-family home (77%), apartment (9%), condominium 

(5%), mobile home (5%), duplex (3%), and senior citizens 

complex (1%). 
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Annual family income for respondents was divided into 

10 ranges. Incomes reported ranged from less than $10,000 

to over $90,000 with a mean of $30,000 annually. Over 50 

percent of the subjects indicated a family income of 

between $20,000 to $50,000 a year. Twelve percent of the 

infrequent buyers, nine percent of the nonbuyers, and 

eight percent of the frequent buyers reported annual 

family incomes of less than $10,000, while 12 percent of 

frequent buyers, four percent of nonbuyers, and two 

percent of infrequent buyers had annual family incomes of 

$90,000 and above. 

Questionnaire Reliability 

Reliability was determined using a Crombach's alpha 

statistic. An alpha of 0,9113 was determined for the 

fashion opinion leadership scale. For the clothing 

interest scale, an alpha of 0.9316 was found. An alpha of 

0.7969 was found for the eight selected clothing attri

butes. Each variable's or statement's reliability was 

acceptable as measuring the identified clothing attri

butes, fashion opinion leadership, and clothing interest. 

Testing of Hypotheses 

Seven hypotheses were tested in the study. Hypothe

sis 1 was tested using a one-way analysis of variance to 

determine if significant differences existed among the 

mean scores of the fashion opinion leadership statements 
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assigned to each of the three buying groups (frequent, 

infrequent, and nonbuyers). Hypothesis 2 was analyzed 

using a one-way analysis of variance to determine if there 

were significant differences between the mean scores of 

the clothing interest statements assigned to each of the 

three buying groups (freguent, infrequent, and nonbuyers). 

Eight one-way analyses of variance were utilized to 

analyze the data related to Hypothesis 3 to determine 

significant differences between selected clothing attri

butes assigned to the three buying groups (frequent, 

infrequent, and nonbuyers). Chi-square analysis was used 

to determine the significant differences between frequent 

and infrequent buyers with respect to the degree of 

product involvement in Hypothesis 4. Multivariate analy

sis of variance was utilized for Hypothesis 5 to determine 

whether significant differences in fashion opinion leader

ship and clothing interest responses of buyers and non-

buyers contributed to recency of purchase. Hypothesis 6 

was analyzed using multivariate analysis of variance to 

determine if there were significant differences between 

frequent and infrequent buyers' responses to the fashion 

opinion leadership and clothing interest statements with 

regard to frequency of purchase. Hypothesis 7 was tested 

using multivariate analysis of variance to determine 

if significant differences existed among responses to 

the fashion opinion leadership and clothing interest 
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statements assigned to frequent and infrequent buyers with 

respect to dollar allocation of purchase. 

Criteria to examine cable shopping patronage were 

derived from a survey of cable shoppers reported by Ivey 

(1986b). Frequent cable buyers were reported as respon

dents placing 12 or more orders in a year, infrequent 

cable buyers placed one but fewer than 12 orders, and 

individuals reporting no cable orders during a 12-month 

period were classified as nonbuyers. Among the data 

collected from respondents, none of the frequent and 

infrequent purchase factors were germane to the criteria. 

Therefore, for purposes of analysis, frequent and infre

quent buying groups were redefined. Respondents who 

reported placing orders three or more times in the 

previous year were defined as frequent cable buyers and 

those reporting one but fewer than three orders were clas-

sified as infrequent cable buyers. 

For all statistical tests, differences were con

sidered significant at the 0.05 level or beyond. Statis

tical results are presented in the following sections. 

Hypothesis 1 

The composite mean scores of the fashion opinion 

leadership statements by buying group condition (frequent, 

infrequent, and nonbuyer) were analyzed to determine if a 

significant difference existed in terms of the first 

hypothesis. The first hypothesis reads as follows: 
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electronic in-home buying is positively related to fashion 

opinion leadership; therefore, it is expected that respon

dents' fashion opinion leadership will vary according to 

cable television home shopping channel use. To determine 

fashion opinion leadership among the three buying groups, 

reverse weighting was applied to the negatively stated 

questions 1, 2, 5, 6, 9, 10, 12, 16, and 19 under the the 

fashion inventory section of the questionnaire. Respon

dents' fashion opinion leadership scores ranged from 19 to 

99 with a mean score of 53.47. Composite mean scores for 

fashion opinion leadership were calculated by determining 

the mean score for each of the fashion opinion leadership 

statements based on the buying group assigned to the 

respondents (frequent, infrequent, and nonbuyers). 

The ANOVA test for the composite scores of the 20 

fashion opinion leadership statements (F[2, 594] = 1.09, £ 

= .3350), revealed no £ value which was significant at the 

.05 level or beyond (see Table 2). The mean scores 

between the three buying groups showed no trend toward a 

greater degree of fashion opinion leadership among more 

frequent buyers. Therefore, Hypothesis 1 was rejected. 

Hypothesis 2 

Differences among the composite mean scores for the 

clothing interest statements, when assessed on the basis 

of buying group condition (frequent, infrequent, and 
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TABLE 2 

Analysis of Composite Mean Scores of Fashion Opinion 
Leadership Statements According to the Three Buying 

Groups Utilizing Analysis of Variance 

Buying Group S^ ^ ^ Z 

Between groups 697.2820 2 348.6410 1.0957 

Within groups 188371.0104 592 318.1943 

Total 189068.2924 594 
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nonbuyer), were analyzed in terms of the second hypothe

sis. The second hypothesis reads as follows: electronic 

in-home buying is positively related to clothing interest; 

therefore, it is expected that respondents' clothing 

interest will vary according to cable television home 

shopping channel use. The negatively stated guestions 23, 

25, 29, 32, 34, 35, 36, 38, and 40 under the fashion 

inventory section of the questionnaire were reverse 

weighted to determine clothing interest among the three 

buying groups. Respondents' clothing interest scores 

ranged from 5 to 99 with a mean score of 59.545, Compos

ite mean scores for clothing interest were calculated by 

determining the mean score for each of the clothing 

interest statements based on the buying group assigned to 

the respondents (frequent, infrequent, and nonbuyers). 

Table 3 shows the composite mean scores of the 20 

clothing interest statements (F[2, 594] = 0.37, £ = 

0.6892) showed no F value significant at the .05 level or 

beyond when analyzed by the ANOVA test. The mean scores 

between the three buying groups showed no trend toward 

greater clothing interest among more frequent buyers. 

Therefore, Hypothesis 2 was rejected. 

Hypothesis 3 

Significant differences among the composite mean 

scores of the selected clothing attributes assigned to 

clothing attributes, brand name, color, latest fashion. 
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TABLE 3 

Analysis of Composite Mean Scores of Clothing Interest 
Statements According to the Three Buying 
Groups Utilizing Analysis of Variance 

Buying Group SS df MS 

Between groups 293,1934 2 146.5967 .3725 

Within groups 232980.3763 592 393.5479 

Total 233273.5697 594 
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fiber content, price, fit, quality of construction, and 

garment care, were compared to the frequency of purchase 

using a separate one-way analysis of variance for each 

buying group condition (frequent, infrequent, and non-

buyer) were analyzed in terms of the third hypothesis. 

The third hypothesis reads as follows: electronic in-home 

buying is positively related to importance of selected 

clothing attributes; therefore, it is expected that 

respondents' clothing attributes will vary according to 

cable television home shopping channel use. Composite 

mean scores for clothing attributes were calculated by 

determining the mean score for each of selected clothing 

attributes based on buying group assigned to the respon

dents (frequent, infrequent, and nonbuyer). The results 

are shown in Table 4. 

When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, brand name (F[2, 594] = 

0.73, £ = 0.4845), showed no F value significance at the 

,05 level or beyond. The mean scores between the three 

buying groups showed no trend toward greater interest in 

brand name among frequent buyers. 

The composite mean score of the clothing attribute 

color, when analyzed by the ANOVA test (F[2, 594] = 0.31, 

£ = 0.7357), showed no F value significance at the .05 

level or beyond. The mean scores between the three buying 
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Analysis of Composite Mean Scores on Clothing 
Attributes According to the Three Buying 

Groups Utilizing Analysis of Variance 
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Buying Group SS df MS 

Brand Name 
Between groups 
Within groups 
Total 

2.8338 2 1.4169 
1156.0300 592 1.9528 
1158.8639 593 

0.7256 

Color 
Between groups 
Within groups 
Total 

.6131 2 
590.9600 592 
591.5731 594 

.3066 
,9982 

3071 

Latest Fashion 
Between groups 
Within groups 
Total 

.5294 2 .2647 
1043,2453 592 1,7622 
1043,7748 594 

1502 

Fiber Content 
Between groups 
Within groups 
Total 

6.4598 2 3.2299 
816.1621 592 1.3787 
822.6218 594 

2.3428 

Price 
Between groups 
Within groups 
Total 

1.1385 2 
553.8598 592 
554.9983 594 

.5693 

.9356 
.6085 

Fit 
Between groups 
Within groups 
Total 

.3647 2 
352.6100 592 
352,9748 594 

1824 
5956 

3062 

Construction Quality 
Between groups 
Within groups 
Total 

.0943 2 
478.6049 592 
478.6992 594 

.0471 

.8085 
.0583 

Garment Care 
Between groups 
Within groups 
Total 

.3645 2 
625.4002 592 
625.7647 594 

1823 
0564 

1725 
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groups showed a trend toward greater interest in color 

among frequent buyers. 

The composite mean score of the clothing attribute 

latest fashion (F[2, 594] = 0.15, £ = 0.8606), when 

analyzed by the ANOVA test, showed no F value significant 

at the .05 level or beyond. The mean scores between the 

three buying groups showed no trend toward greater inter

est in latest fashion among frequent buyers. 

When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, fiber content (F[2, 594] 

= 2.34, £ = 0.0970), showed no F value significant at the 

.05 level or beyond. The mean scores between the three 

buying groups showed no trend toward greater interest in 

fiber content among frequent buyers. 

When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, price (F[2, 594] = 0.61, 

£ = 0.5445), showed no F value significant at the .05 

level or beyond. The mean scores showed a trend with 

frequent buyers being the least concerned with price among 

the three buying groups. 

When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, fit (F[2, 594] = 0.31, £ 

= 0.7364), showed no F value significant at the .05 level 

or beyond. The mean scores between the three buying 

groups showed a trend toward greater interest in fit among 

frequent buyers. 
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When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, quality of construction 

(F[2, 594] = 0.06, £ = 0.9434), showed no F value signifi

cant at the 0.05 level or beyond. The three buying groups 

did show a trend toward preference in quality of construc

tion among frequent buyers. 

When analyzed by the ANOVA test, the composite mean 

score of the clothing attribute, garment care (F[2, 594] = 

0.17, £ = 0,8416), showed no F value significant at the 

.05 level or beyond. The mean scores between the three 

buying groups showed no trend toward greater interest in 

garment care among frequent buyers. 

No statistically significant differences were found 

among the composite mean scores of the eight selected 

attributes when respondents were classified as frequent, 

infrequent, and nonbuyers. Therefore, Hypothesis 3 was 

rejected. 

When mean scores were analyzed, a trend emerged among 

four of the selected clothing attributes. The mean scores 

between the three buying groups showed a trend toward 

greater interest in color, fit, and quality of construc

tion among frequent buyers. The mean scores showed a 

trend with frequent buyers being the least concerned with 

price among the three buying groups. 
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Hypothesis 4 

Chi-square analysis was utilized to determine whether 

the degree of product involvement differed significantly 

among frequent and infrequent buying groups in terms of 

Hypothesis 4. The fourth hypothesis reads as follows: 

electronic in-home buying is positively related to product 

categories; therefore, it is expected that respondents' 

purchases will vary according to products ordered through 

cable television home shopping channels. A 2 X 15 chi-

square analysis was performed investigating whether fre

quent buyers chose certain products more often than infre

quent buyers (see Table 5). The obtained x^ = 49.75, d^ = 

36, showed no significance at the .05 level or beyond. 

Responding infrequent buyers purchased a larger percentage 

of women's apparel, men's apparel, children's apparel, 

housewares, jewelry, electronic equipment, health care 

products, sporting goods, insurance, and large appliances. 

Frequent buyers responding purchased a larger percentage 

of home furnishings, hardware, travel packages, and small 

appliances. Since there was no significant difference 

between frequent and infrequent buyers when product 

involvement was the relevant dimension. Hypothesis 4 was 

rejected. 

Hypothesis 5 

Differences between the fashion opinion leadership 

and clothing interest profiles of buyers and nonbuyers 
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TABLE 5 

Purchase Frequency According to Product Involvement 
Among Frequent and Infrequent Cable Purchasers 

Using Chi-Square Analysis 

Product Type 
Infrequent 

Buyers 
Frequent 
Buyers 

Column 
Total 

Women's apparel 7 
5.1% 

3 
3.9% 

10 
4.7% 

Men's apparel 7 
5.1% 

4 
5.3% 

11 
5.1% 

Children's apparel 4 
2.9% 

0 
0.0% 

4 
1,9% 

Home furnishings 10 
7,2% 

11 
14.5% 

21 
9.8% 

Housewares 15 
10.9% 

8 
10.5% 

23 
10,7% 

Hardware 5 
3,6% 

6 
7.9% 

11 
5,1% 

Jewelry 39 
28,3% 

20 
26,3% 

59 
27.6% 

Electronic equipment 29 
21,0% 

12 
15.8% 

41 
19.2% 

Health care products 5 
3,6% 

1 
1.3% 

6 
2.8% 

Sporting goods 6 
4.3% 

3 
3.9% 

9 
4.2% 

Insurance 1 
0.7% 

0 
0.0% 

1 
0.4% 

Travel packages 

Large appliances 

0 
0.0% 

2 
1.4% 

1 
1.3% 

0 
0.0% 

1 
0.4% 

2 
0,9% 
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TABLE 5 (Continued) 

Infrequent 
Product Type Buyers 

Frequent 
Buyers 

7 
9.2% 

0 
0.0% 

76 
35,5% 

Column 
Total 

13 
6.1% 

2 
0.9% 

214 
100.0% 

Small appliances 6 
4.3% 

Other 2 
1.4% 

Row total 138 
64.5% 
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were analyzed in terms of the fifth hypothesis. The fifth 

hypothesis reads as follows: how recently a consumer has 

purchased through cable shopping networks is positively 

related to the consumer's fashion opinion leadership and 

clothing interest; therefore, it is expected that respon

dents' fashion opinion leadership and clothing interest 

will vary according to the recency of purchase from cable 

television home shopping channel use. Composite mean 

scores for fashion opinion leadership and clothing inter

est were calculated by determining the mean score for each 

of the fashion opinion leadership and clothing interest 

statements based on the recency of purchase assigned to 

the respondents (buyers and nonbuyers). 

A multivariate analysis of variance for redundant, 

equivalence, and noninformative errors revealed no signif

icant differences (F[2, 415] = 0.99, £ = 0.093) by the 

Wilks' Lambda Criterion. Significant groups were found 

when the fashion opinion leadership profiles of buyers and 

nonbuyers were examined as univariate cases. Fashion 

opinion leadership revealed significant differences (F[l, 

416] = 0.042, £ = 0.00993) between buyers and nonbuyers. 

Buyers had a significantly higher fashion opinion leader

ship score than nonbuyers. Since there are significant 

differences between the fashion opinion leadership scores 

of buyers and nonbuyers. Hypothesis 5 was accepted, 

partially. 
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Hypothesis 6 

Differences between the fashion opinion leadership 

and clothing interest profiles of frequent and infrequent 

buyers by frequency of purchase were analyzed in terms of 

the sixth hypothesis. The sixth hypothesis reads as 

follows: how often a consumer has purchased through cable 

television shopping networks is positively related to the 

consumer's fashion opinion leadership and clothing inter

est; therefore, it is expected that the respondents' 

fashion opinion leadership and clothing interest will vary 

according to the frequency of purchases made from cable 

television home shopping channel use. Composite mean 

scores for fashion opinion leadership and clothing inter

est were calculated by determining the mean score for each 

of the fashion opinion leadership and clothing interest 

statements based on the frequency of purchase assigned to 

the respondents (frequent and infrequent buyers), 

The multivariate analysis of variance for redundant, 

equivalence, and noninformative errors revealed no signif

icant differences (F[10, 192] = 0,92, £ = 0,575) by the 

Wilks' Lambda Criterion, Since there were no significant 

differences between the fashion opinion leadership and 

clothing interest scores of frequent and infrequent 

buyers. Hypothesis 6 was rejected. 
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Hypothesis 7 

Differences between the fashion opinion leadership 

and clothing interest profiles of frequent and infrequent 

buyers by dollar amount spent on purchases was analyzed in 

terms of the seventh hypothesis. The seventh hypothesis 

reads as follows: how much has been spent on purchases by 

consumers through cable shopping networks is positively 

related to the consumer's fashion opinion leadership and 

clothing interest; therefore, it is expected that respon

dents' fashion opinion leadership and clothing interest 

will vary according to the purchase's dollar amount from 

cable television home shopping channel use. Composite 

mean scores for fashion opinion leadership and clothing 

interest were calculated by determining the mean scores 

for each of the fashion opinion leadership and clothing 

interest statements based on the dollar amount spent on 

purchases assigned to the respondents (frequent and 

infrequent buyers). 

The multivariate analysis of variance for redundant, 

equivalence, and noninformative errors revealed no signif

icant differences (F[14, 224] = 0.83, £ = 0.110) by the 

Wilks' Lambda Criterion. Since there were no significant 

differences between the fashion opinion leadership and 

clothing interest scores of frequent and infrequent 

buyers. Hypothesis 7 was rejected. 
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Summary of Data Analyses 

The hypotheses in the study were tested utilizing 

ANOVA, MANOVA, and Chi-sguare analyses. Hypothesis 1 was 

rejected. When the mean scores of the fashion opinion 

leadership statements were assigned to each of the three 

buying groups (frequent, infrequent, and nonbuyers), there 

were no significant differences in responses. Hypothesis 

2 was rejected. There were no significant differences 

between the mean scores of the clothing interest state

ments assigned to each of the three buying groups (fre

guent, infrequent, and nonbuyers). Hypothesis 3 was 

rejected. When respondents were classified as frequent, 

infrequent, and nonbuyers, no statistically significant 

differences were found among the composite mean scores of 

the eight selected clothing attributes. Hypothesis 4 was 

rejected. When product involvement was the relative 

dimension, no significant differences were found between 

frequent and infrequent buyers. Hypothesis 5 was accept

ed, partially. There were significant differences between 

the fashion opinion leadership scores of buyers and non-

buyers when looking at recency of purchase. Buyers had a 

significantly higher fashion opinion leadership score than 

nonbuyers. Hypothesis 6 was rejected. There were no 

significant differences between the fashion opinion 

leadership and clothing interest scores of frequent and 

infrequent buyers with regard to frequency of purchase. 
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Hypothesis 7 was rejected. There were no significant 

differences between the fashion opinion leadership and 

clothing interest scores of frequent and infrequent buyers 

with respect to dollar allocation of purchase. 



CHAPTER V 

SUMMARY, FINDINGS, CONCLUSIONS, AND 

RECOMMENDATIONS 

The purpose of the chapter is to summarize the study, 

to identify major findings, and to report conclusions, 

based on analyses and interpretation of the data, which 

appear to be warranted. In addition, recommendations for 

further research based upon the findings of the study are 

made , 

Summary of the Study 

The primary purpose of the study was to examine the 

relationship between sociodemographic profile, clothing 

interest variables, and buying behavior of users and 

nonusers of cable television shopping networks, A ques

tionnaire was developed to glean responses from selected 

cable television subscribers regarding sociodemographics, 

clothing interest, fashion leadership, product involve

ment, and recency, frequency and monetary purchase data. 

It was hypothesized that sociodemographic, clothing 

interest, fashion leadership, product involvement, and 

recency, frequency and monetary purchase profiles would 

vary according to electronic in-home shopping use. 
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The pilot test instrument consisted of a four-section 

questionnaire designed to elicit responses from female and 

male participants. The first section required partici

pants to respond to selected shopping preference variables 

which might influence in-home shopping behavior including 

recency, frequency, and monetary factors. The second 

section dealt with lifestyle data. The third section was 

formulated to ascertain information on fashion opinion 

leadership and clothing interest. The statements were 

answered with a five-point Likert scale. The final 

section elicited sociodemographic information. 

The questionnaire was pretested by using a randomized 

sample of cable subscribers. Five hundred questionnaires 

were mailed in the fall of 1988, A total of 25 question

naires were returned of which 22 were usable. The ques

tionnaire was pretested for comprehension of the instruc

tions and terminology, A review of the pilot test data 

revealed four items requiring revisions. First, the 

rating scale in the shopping preference section regarding 

major benefits of catalog shopping was changed to identify 

the five choices individually. Second, the rating scale 

in the shopping preference section regarding major bene

fits of in-home cable shopping was changed to identify the 

five choices individually. Third, the ratings scale in 

the fashion inventory section regarding importance of each 

selected clothing attribute in the purchase decision of 
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clothing was changed to identify the five choices indi

vidually. Fourth, the cover letter was reduced in length. 

The data for the research study were collected from 

the revised questionnaire (see Appendix B) , A random 

sample was drawn from a mailing list obtained from Sammons 

Communications, During the spring of 1989, a total of 

12,000 questionnaires were mailed to selected cable 

subscribers chosen to participate in the investigation, A 

total of 607 questionnaires were returned of which 595 

were usable. 

Data obtained were analyzed using a variety of 

statistical methods. Participants were categorized using 

descriptive statistics which were reported in frequencies 

and percentages. Hypotheses were tested using ANOVA, 

MANOVA, and chi-square analyses. Differences were con

sidered statistically significant at the ,05 level. 

Findings of the Study 

Two hundred and eighty respondents reported placing 

an order for merchandise from a cable shopping channel 

during the past 12 months. Respondents who reported 

placing orders three or more times in the previous year 

were defined as frequent buyers (n = 25), and respondents 

reporting one but fewer than three orders were classified 

as infrequent buyers (n = 255) , and the respondents who 

reported no cable orders during the past 12 months were 

classified as nonbuyers (ri = 313), 



86 

Hypothesis 1 reads as follows: electronic in-home 

buying is positively related to fashion opinion leader

ship; therefore, it is expected that respondents' fashion 

opinion leadership will vary according to cable television 

home shopping channel use. ANOVA tests for the composite 

scores of the 20 fashion opinion leadership statements 

revealed no significant F values. Hypothesis 1 was 

rejected. The mean scores between the three buying groups 

showed no trend toward greater fashion opinion leadership 

among more frequent buyers. 

Hypothesis 2 reads as follows: electronic in-home 

buying is positively related to clothing interest; there

fore, it is expected that respondents' clothing interest 

will vary according to cable television home shopping 

channel use. ANOVA tests for the composite scores of the 

20 clothing interest statements revealed no significant F 

values. Hypothesis 2 was rejected. The mean scores 

between the three buying groups showed no trend toward 

greater clothing interest among more frequent buyers. 

Hypothesis 3 reads as follows: electronic in-home 

buying is positively related to importance of selected 

clothing attributes; therefore, it is expected that 

respondents' clothing attributes will vary according to 

cable television home shopping channel use, ANOVA tests 

for the eight selected clothing attributes revealed no 

significant F values. Hypothesis 3 was rejected. When 
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analyzing the mean scores between the three buying groups, 

a trend emerged among four of the selected clothing 

attributes. A trend toward greater interest in color, 

fit, and quality of construction was found among frequent 

buyers. The mean scores showed a trend with frequent 

buyers being the least concerned with price among the 

three buying groups. 

Hypothesis 4 reads as follows: electronic in-home 

buying is positively related to product categories; 

therefore, it is expected that respondents' purchases will 

vary according to products ordered through cable tele

vision home shopping channels. Chi-square analysis 

utilized to determine the degree of product involvement 

among frequent and infrequent buying groups showed no 

significant F values. Hypothesis 4 was rejected. No 

statistically significant differences were found among the 

mean scores of product involvement among frequent and 

infrequent buyers. 

Hypothesis 5 reads as follows: how recently a 

consumer has purchased through cable shopping networks is 

positively related to the consumer's fashion opinion 

leadership and clothing interest; therefore, it is ex

pected that respondents' fashion opinion leadership and 

clothing interest will vary according to the recency of 

purchase from cable television home shopping channel use. 

MANOVA analysis by the Wilks' Lambda Criterion revealed no 
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significant differences. Significant groups were found 

when the fashion opinion leadership profiles of buyers and 

nonbuyers were examined as univariate cases. Buyers had a 

significantly higher fashion opinion leadership score than 

nonbuyers. Since there were significant differences^ 

between the fashion opinion leadership scores of buyers 

and nonbuyers. Hypothesis 5 was accepted partially. 

Hypothesis 6 reads as follows: how often a consumer 

has purchased through cable television shopping networks 

is positively related to the consumer's fashion opinion 

leadership and clothing interest; therefore, it is expect

ed that the respondents' fashion opinion leadership and 

clothing interest will vary according to the frequency of 

purchases made from cable television home shopping channel 

use. MANOVA analysis by the Wilks' Lambda Criterion 

revealed no significant differences. Since there were no 

significant differences between the fashion opinion 

leadership and clothing interest scores of frequent and 

infrequent buyers. Hypothesis 6 was rejected. 

Hypothesis 7 reads as follows: how much has been 

spent on purchases by consumers through cable shopping 

networks is positively related to the consumer's fashion 

opinion leadership and clothing interest; therefore, it is 

expected that respondents' fashion opinion leadership and 

clothing interest will vary according to the purchase's 

dollar amount from cable television home shopping channel 
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use. MANOVA analysis by the Wilks' Lambda Criterion 

revealed no significant differences. Since there were no 

significant differences between the fashion opinion 

leadership and clothing interest scores of frequent and 

infrequent buyers. Hypothesis 7 was rejected. 

Conclusions 

Data acquired from the study were limited to 595 

responding cable subscribers representing 11 states (see 

Appendix E). Based upon the analyses of the data and the 

interpretations of the findings, the following conclusions 

appear to be appropriate: 

1. No statistically significant differences were 

found when comparing the three buying groups' composite 

mean scores to assess the existence of a trend toward 

greater fashion opinion leadership among frequent buyers. 

A trend might have emerged had a larger number of respon

dents fell into the frequent buyer (ri = 25) category. 

Since the demographic profile of respondents was very 

similar on the variables selected, it is difficult to 

predict. Another reason for the lack of a higher degree 

of fashion opinion leadership among frequent buyers might 

be attributed to age, marital status, and family size. A 

mean age of 46.3 years was determined for the respondents. 

Sixteen of the frequent buyers were married and 18 report

ed having one or more children. K̂ atz and Lazarsfeld 

(1973) noted that fashion was likely to be of greater 
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importance to young single women who had fewer concerns 

competing for their time than mothers of young children. 

The_opinion_Jeader was _found to be younger, with more 

£ducdiion, and a higher income and occupational status. 

2. No statistically significant differences were 

found when comparing the three buying groups' composite 

mean scores to assess the existence of a trend toward 

greater clothing interest among frequent buyers. Again, 

the size of the frequent buying group may have impeded the 

results. Schrank and Gilmore (1973) found that innova-

tiveness and clothing interest were highly characteristic 

of fashion opinion leaders. 

3. ANOVA tests for the eight selected clothing 

attributes revealed no significant £ values. When analyz

ing the mean scores between the three buying groups, a 

trend emerged among four of the selected clothing attri

butes showing frequent buyers as having greater interest 

in color, fit, and quality of construction and a lesser 

interest in price. The nonbuyers ranked each of the eight 

clothing attributes as important factors to some degree in 

their decision to purchase clothing. Color, fiber con

tent, and price were ranked as important by the infrequent 

buyers. Horridge and Richards (1984) found concern for 

price characteristic of low fashion awareness. Again, the 

size of the frequent buying group may have impeded the 

results, 
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4. No statistically significant differences were 

found among the mean scores of product involvement among 

frequent and infrequent buyers. For every merchandise 

category except home furnishings, hardware, and small 

appliances, infrequent buyers purchased more types of 

products than frequent buyers. Perhaps lifestyle, price 

values, service and warranties, or product availability, 

rather than frequency of cable shopping channel use, were 

factors which influenced the responses regarding product 

involvement. Support of this speculation is found in the 

1987 Direct Marketing Association's (DMA) Statistics and 

Market Data Fact Book, which shows trend data from year to 

year. Low price values, offers backed by service and 

warranties, convenience of phone ordering, and products 

not available elsewhere were the major reasons DMA cited 

as why consumers purchase products via a home shopping 

program. However, the size of the frequent buying group 

may have affected the results. 

5. There were significant differences found between 

the fashion opinion leadership scores of buyers and 

nonbuyers. B,uyers__had _significanjtly higher fashion 

opinion J^eadership scores than nonbuyers. However, no 

significant differences in opinion leadership profiles 

were found when frequent and infrequent buyers were 

examined. One might assume that opinion leadership could 

produce an awareness of cable television shopping programs 
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which might account for the purchase behavior. Opinion 

leaders have been found to follow more closely to group 

norms than average persons (Myers & Robertson, 1972), 

According to Rogers (1962), innovativeness is highly 

characteristic of opinion leaders, Myers and Robertson 

(1972) also found a degree of overlap between product and 

opinion leadership. In other words, an opinion leader in 

one area could also be an opinion leader in another 

related product area. Since cable television home shop

ping programs are a relatively new form of direct market

ing, perhaps opinion leaders are more familiar with the 

concept, 

6, No significant differences were found between the 

fashion opinion leadership and clothing interest scores of 

frequent and infrequent buyers based on frequency and 

dollar amount of purchases. The size of the frequent 

buying group may have adversely affected the results. 

Since the frequency of purchases, dollar allocation per 

order, and demographic profiles of respondents were very 

similar, it is difficult to predict. Based on the sample 

size (n = 595) and classification of buying groups derived 

from participant responses frequent buyers (n = 25) , 

infrequent buyers (n = 255) , and nonbuyers (ri = 313) , as 

well as the newness of this direct marketing concept, one 

might conclude that a significant base of frequent users 

of cable shopping networks has not been evidenced to date. 
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Recommendations for Further Research 

The current study, which addressed the relationship 

between sociodemographic profile, clothing interest, 

fashion opinion leadership, and buying behavior of users 

and nonusers of cable television shopping networks, was an 

exploratory examination into the stated relationship. 

Additional research is recommended in the following areas: 

1. Conduct a similar study designed to capture a 

larger distribution of buying groups. Findings would 

provide direct marketing data that would be helpful in 

pinpointing consumer attitudes and buying habits concern

ing direct response via cable home shopping networks, as 

well as establish greater reliability, 

2. Replicate a study of similar design comparing the 

catalog shopper and the cable shopper. Findings would 

assist direct marketers in more'clearly defining important 

media and market growth and usage trends by specific media 

and markets. 

3. Replicate the study and develop a more sensitive 

method for measuring recency, frequency, and monetary 

variables. Findings would yield more generalizable 

results, 

4. Revise the study to include the impact of aware

ness and familiarity with cable shopping programs. 

Findings would ensure a common frame of reference. 
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C A B L E S U B S C R I B E R Q U E S T I O N N A I R E 

sSiec? i^n\MsTpJ«ror °/. ^^^^ questionnaire constitutes your consent to act as a 
o ^ Drize of a S5n n q Q f you wish to have your nane entered in the drawing for the 
^estlonnaire An onfV^ ^"^! ̂ "^' ^̂ "'Pl̂ te the entry form on the last page of this 
questionnaire. All entries must be postmarked by February 20, 1989. 

SHOPPING PREFERENCES 

II!L«ô °̂''i"̂ >?̂ ^̂ ^̂ ''''̂ ,P̂ ''̂ ^̂ " ^° ^^^ purchase of durable goods including clothing 
nr«Hnn?c !i ^ ' "̂"̂ -̂̂  appliances, housewares, home furnishings, toys, health care 
products, electronic equipment, and gift items. 

1. Are the MAJORITY of your purchases: 
[ ] always planned [ ] sometimes planned [ ] never planned 

2. Are the MAJORITY of your purchases: 
[ ] regular price [ ] sale price [ ] regular and sale price 

3. How do you pay for the MAJORITY of your purchases? 
[ ] cash [ ] store credit card 
[ ] check [ ] major credit card (Visa, MasterCard, American Express) 

4. Do you select the MAJORITY of your purchases: 
[ ] with the help or advice of others [ ] alone without help or advice 

If "Without Help," go to Question 5. 

If "With Help," who most frequently is consulted? 
[ ] spouse [ ] friends 
[ ] salespeople [ ] other, specify person: 

5. In what type store do you make the MAJORITY of your purchases? (Check only one) 
[ ] department store [ ] discount store (Target, K-Mart, T. J. Maxx) 
[ ] specialty store [ ] mass merchandiser (J. C. Penney, Sears) 
[ ] mail order catalog [ ] other, specify source: 

6. Have you received direct-mail catalogs in the past 12 months? 
[ ] yes [ ] no 

If "Yes" 
Have you ordered merchandise from a direct-mail catalog during the past 12 months? 
[ ] yes [ ] no 

If "Yes" 
How many orders have you placed in the last 12 months? 
[ ] 1 to 3 [ ] 4 to 5 [ ] 6 to 7 [ ] 8 to 9 [] 10 to 11 [ ] 12 or more 

7. What is the average dollar value of each order placed with a direct-mail catalog? 
[] $ 1 to $15 [] $ 51 to $75 [ ] $176 to $200 
[ ] $16 to $30 [ ] $ 76 to $100 [ ] Over $200, specify amount 
[ ] $31 to $50 [ ] $101 to $175 

8. Rate the importance of major benefits of catalog shopping. Circle the response at 
right of each benefit which best describes your feelings. Use the following key: 

Key: MI - most important SU - somewhat unimportant I - important 
SI - somewhat important NI - not important 

price MI SI I SU NI 

merchandise quality MI SI I SU NI 

product assortment MI SI I SU NI 

savings of time MI SI I SU NI 

convenience MI SI I SU NI 

merchandise availability MI SI I SU NI 
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9. Have you watched a cable shopping channel in the past 12 months? 
I ] yes [ ] no 

If "Yes" 

Have you ordered merchandise from a cable shopping channel during the past 12 
months? 
[ ] yes [ ] no 

If "Yes" 
How many orders have you placed in the last 12 months? 
M 1 to 3 [ ] 4 to 5 [ ] 6 to 7 [ ] 8 to 9 [] 10 to 11 [ ] 12 or more 

10. What is the average dollar ($) value of each order placed with a cable shopping 
channel? 
[ ] $ 1 to $15 [ ] $ 51 to $75 [ ] $176 to $200 
[ ] $16 to $30 [ ] $ 76 to $100 [ j Over $200, specify amount 
[ ] $31 to $50 [ ] $101 to $175 

11. What method do you most frequently use for ordering merchandise or services from a 
cable shopping channel? (Check only one) 
[ ] telephone [ ] mail 

12. What method of payment do you use most frequently when ordering merchandise or 
services from a cable shopping channel? (Check only one) 
[ ] money order [ ] store credit card 
[ ] check [ ] major credit card (Visa, MasterCard, American Express) 

13. Check the categories of merchandise you have purchased from a cable shopping 
channel. 
[ ] women's apparel 
[ ] men's apparel 
[ ] children's apparel 
[ ] home furnishings 
[ ] housewares 
[ ] hardware 
[ j jewelry 
[ ] electronic equipment 

health care products 
sporting goods 
furs 
insurance 
travel packages 
large appliances 
small appliances 
other, specify categories 

14. During which time of the day do you most frequently watch a cable shopping 
channel? (Check only one) 
[ ] morning 6 am - Noon [ ] late evening 8 pm - Midnight 
[ ] afternoon 1 pm - 3 pm [ ] predawn 1 am - 5 am 
[ i early evening 4 pm - 7 pm 

15. Rate the importance of major benefits of in-home cable shopping. Circle the 
response at right of each benefit which best describes your feelings. Use the 
following key: 

Key: MI - most important SU - somewhat unimportant 
SI - somewhat important NI - not important 
I - important 

price MI SI I SU NI 

merchandise quality MI SI I SU NI 

product assortment MI SI I SU NI 

savings of time MI SI I SU NI 

convenience MI SI I SU NI 

merchandise availability MI SI I SU NI 
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OPINION INVENTORY 

do%o?^\Sle"^fahf^^^r"^' "'^^"^^ P^°P^^'" opinions. Because opinions vary, the items 
decide how von ?̂ ii K .°"H? ^"r^"- ^^^^"^ ^^^^ ^^^^ statement carefully and then 
Sest describes vo,!r f^°n ^̂ ^ n̂ ^̂ .̂ .̂  ̂ ^" ""P°"^^ ^^ ^̂ ^̂  ̂ ^^^t of each statement which oest aescrlbes your feelings. Use the following key: 

Key: SA - Strongly Agree D - Disagree 
J " Ĵ ^̂ e SD - Strongly Disagree 
U - Undecided 

1. It takes too much time to shop out-of-town SA A U D SD 

2. Local merchants offer good selection SA A U D SD 

3. Sales people in small cities are well trained SA A U D SD 

4. When I see a new brand on the shelf, I often buy it just to see 

what it is like SA A U D SD 

5. I get more for my money in a large city SA A U D SD 

6. Local stores are never open when I want to shop SA A U D SD 

7. A person can save a lot of money by shopping around for bargains SA A U D SD 

8. I like to work on community projects SA A U D SD 

9. Local stores offer you good quality for the price SA A U D SD 

10. I like to try new and different things SA A U D SD 

11. I often visit friends in the evening SA A U D SD 

12. Shopping centers are the best places to shop SA A U D SD 

13. I find myself checking the prices in the grocery store even for 

small items SA A U D SD 

14. It is hard to get credit in local stores SA A U D SD 

15. Small city merchants reaWy know their jobs SA A U D SD 

16. I enjoy doing new things SA A U D SD 

17. I am more independent than most people SA A U D SD 

18. When you consider travel time it costs too much to shop 

out-of-town SA A U D SD 

19. I shop a lot for specials SA A U D SD 

20. I think I have a lot of personal ability SA A U D SD 

21. I like to shop in a large city and frequently do SA A U D SD 

22. I am an active member of more than one social or 

service organization SA A U D SD 

23. I usually buy at the most convenient store SA A U D SD 

24. Local stores try to sell you old stock SA A U D SD 

25. Local prices are out-of-line with other towns SA A U D SD 

26. I prefer shopping centers over downtown shopping areas SA A U D SD 
27. The latest styles are always available in a small city SA A U D SD 
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28. Local stores are attractive places to shop SA A U D SD 

29. Parking is a problem in a large city SA A U D SD 

30. I think I have more self-confidence than most people SA A U D SD 

31. It is more fun to shop in a large city than locally SA A U D SD 

32. I usually watch the advertisements for announcements of sales . . SA A U D SD 

33. Local merchants do not offer the latest styles SA A U D SD 

34. I always shop where it saves me time SA A U D SD 

35. It is not worth the extra effort to shop in a large city . . . . SA A U D SD 

36. I like to be considered a leader SA A U D SD 

37. Local sales clerks are poorly trained SA A U D SD 

38. I have personally worked on a project to better our town SA A U D SD 

39. I enjoy going to big shopping centers SA A U D SD 

FASHION INVENTORY 

Please read the following statements about clothing. Rate each according to the extent 
to which you believe the statement is true or not true. Use the following guide, and 
circle your response. 

DT - Definitely True PF - Partially False, more false than true 
PT - Partially True, more than false DF - Definitely False 
U - Undecided, uncertain 

1. I generally don't pass along fashion information to others. . . DT PT U PF DF 

2. Fashion holds a low priority as a topic of conversation among 
my friends DT PT U PF DF 

3. Others consult me for information about the latest 
fashion trends DT PT U PF DF 

4. I believe I am a very good source of advice about fashion . . . DT PT U PF DF 

5. People talk too much about fashion DT PT U PF DF 

6. I never borrow or lend fashion magazines DT PT U PF DF 

7. My friends ask for my opinions about new styles DT PT U PF DF 

8. I am more likely than most of my friends to be asked 
for advice about fashion DT PT U PF DF 

9. I do more listening than talking during 
conversations about fashion DT PT U PF DF 

10. When it comes to fashion, I am among the least likely 
of my friends to be thought of as an advice-giver DT PT U PF DF 

11. It is important to share one's opinion about the 
new styles with others DT PT U PF DF 

12. My friends don't think of me as a knowledgeable 
source of information about fashion trends DT PT U PF DF 

13. I recently convinced someone to change an aspect of 
their appearance to something more fashionable DT PT U PF DF 
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14. I believe in sharing with others what I know 
about trends in fashion DT PT U PF DF 

15. I enjoy discussing fashion P^ p^ „ pp ^^ 

16. People bypass me as a source of advice about fashion DT PT U PF DF 

17. I dislike discussing clothes and fashion DT PT U PF DF 

18. I like to help others make decisions about fashion DT PT U PF DF 

19. I am never first to be asked for an opinion about 
a current style ^^ p^ ^ pp ^^ 

20. I enjoy being asked about fashion trends DT PT U PF DF 

21. I enjoy clothes like some people do such things 
as books, records, and movies DT PT U PF DF 

22. Clothing is so attractive to me that I am tempted 

to spend more money on it than I should DT PT U PF DF 

23. I skip the clothing ads in newspapers and magazines DT PT U PF DF 

24. I like to read and study fashion magazines DT PT U PF DF 

25. I have no interest in keeping up with the latest 
fashion trends DT PT U PF DF 

26. I would rather spend ray money on clothes than 
on anything else DT PT U PF DF 

27. Mass media accounts of what people in the public 

eye are wearing are boring DT PT U PF DF 

28. I enjoy reading about current fashion trends DT PT U PF DF 

29. I don't attend fashion shows even when I 
have the opportunity DT PT U PF DF 

30. Planning and selecting my wardrobe can be included among my 

favorite activities DT PT U PF DF 

31. I enjoy window shopping to see the clothes DT PT U PF DF 

32. I am not clothes-conscious DT PT U PF DF 

33. I would like to be considered one of the best dressed DT PT U PF DF 

34. The subject of clothing is uninteresting to me DT PT U PF DF 

35. It is tiresome keeping up with fashion DT PT U PF DF 

36. I do not enjoy shopping for clothing or fabrics DT PT U PF DF 

37. I think clothes are important in expressing one's creativity. . DT PT U PF DF 

38. I am not too concerned with clothes DT PT U PF DF 

39. I keep my wardrobe in top condition at all times DT PT U PF DF 

40. I don't stop to look at clothes when I don't plan to buy. . . . DT PT U PF DF 
41. Rate the importance of each factor influencing your decision in purchasing your 

clothing. Circle the response at right of each benefit which best describes your 
feelings. Use the following key: 
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Key: MI - most important on v i. ^ ^ . 
C;T - c«n.«,.v,.r̂ 4 \ °^ ' somewhat unimportant 
SI somewhat important NI - not important 
1 - Important 

brand name 
MI SI I SU NI 

color 
MI SI I SU NI 

latest fashion. . . 
MI SI I SU NI 

fiber content . . 
MI SI I SU NI 

price 
MI SI I SU NI 

fit 
MI SI I SU NI 

quality of construction „I Sj j SU ^^ 
garment care MI SI I SU NI 

DEMOGRAPHICS 

^i!?!^.^''^!^'^!, .^^ following information about yourself for use in statistically 
analyzing the data resulting from this survey. 

1. Your sex: [ ] female [ ] male 

2. Your age: 

3. Your employment status: 

[ ] full time (35 hrs or more a week) [ ] retired [ ] part time [ ] unemployed 
4. Your educational background: 

[ ] grade school [ ] high school [ ] some college [ ] college graduate 
[ ] graduate school 

5. Your marital status: 

[ ] single [ ] married [ ] separated [ ] divorced 

6. Do you have children? 

[ ] no [ ] yes 

If "Yes" please check the number of children: 

[ ] one [ ] two [ ] three [ ] more, specify number: 

Specify ages: 

7. The state in which you reside: 

8. The city in which you reside: 

9. Your residence: [ ] own [ ] rent 

Type of dwelling: 

[ ] single family home [ ] duplex [ ] mobile home 

[ ] townhouse/condomini\m [ ] apartment [ ] other, specify type: 

10. Which of the following ranges best describes your annual family income level? 

[ ] less than $10,000 [ ] $50,000-$59,999 
[ ] $10,000-$19,999 [ ] $60,000-$69,999 
[ ] $20,000-$29,999 [ ] $70,000-$79,999 
[ ] $30,000-$39,999 [ ] $80,000-$89,999 
[ ] $40,000-$49,999 [ ] $90,000-over 

CASH DRAW ENTRY 
[ ] Yes: Enter my name in the drawing for the $50 U.S. Savings Bond 
Name: 

liil TTHl MT 
Mailing Address 

P.O. Box or Street 

rny sTiti ZT^ 
Home Phone ( ) 

Drawing will be held. Only entries accompanied by a completed questionnaire will be 
included in the drawing. Only one prize will be awarded. 
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January 20, 1989 

Dear Cable Subscriber: 

We need a few minutes of your time to ccmplete the enclosed question
naire addressing in-home shopping behavior. Although the question
naire on first viewing may appear lengthy because of inventories, 
average ccmpletion time is less than 15 minutes. Respondents in our 
pretest found the questionnaire to be an interesting exercise which 
gave them insight into their purchase behavior. 

Your response is very important and would be greatly appreciated. 
Anonymity is strictly guaranteed. We realize you value your time. 
Therefore, we are offering one prize as an incentive for conpleting 
the questionnaire. The prize available is a $50 U.S. Savings Bond. 
If you wish to enter your name in the drawing for the savings bond to 
be held on March 20, 1989, complete the entry form on the last page 
of the questionnaire. Only entries accompanied by a conpleted ques
tionnaire will be included in the drawing. 

We would appreciate your cooperation in responding to the question
naire by Februar̂ ^ 20, 1989. A self-addressed envelope has been 
provided for your convenience. 

Thank you for your assistance. 

Project Director 

Enclosures: Questionnaire 
Envelope 
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PERMISSION TO COPY 

In presenting this thesis in partial fulfillment of the 

requirements for a master's degree at Texas Tech University. I agree 

that the Library and my major department shall make it freely avail

able for research purposes. Permission to copy this thesis for 
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further written permission and that any user may be liable for copy

right infringement. 
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