
->OotA-V>. ̂ ^ J J 

THE UNDERSTANDING AND USE OP AVAILABLE INFOHI'IATION 

ON PIECE NATERIALS AS PRACTICED BY A GROUP 

OP W014EN IN LUBBOCK, TEXAS 

by 

DORIS FiAE THURI'IAN, B.S. in H.E. 

A THESIS 

IN 

CLOTHING ANT) TEXTILES 

Submitted to the Graduate Faculty 
of Texas Technological College 

in Partial Fulfillment of 
the Requirements for 

the Degree of 

MSTER OF SCIENCE IN HOffiD ECONOMICS 

Approved 

Chairman of the Committee 

^̂ .v y^y^^y 

Accepted 

Dean of the Graduate >Dchool 

AugList, 1968 



• ^ ^ < 

?05 

cop. 2 
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CHAPTER I 

INTRODUCTION 

Since the Textile Fiber Products Identification Act 

went into effect on March 3, 19^0, much has been said for 

and against it. Eight years later it is still of nation

wide concern as to how and to what extent this law has 

benefited the consumer. The feelings of textile people 

seems to be that consumers need additional information on 

the care and performance of fabrics. At the 19^5 Conference 

of the American Association for Textile Technology, discus

sion centered on the consumer. These were the comments of 

Dr. June Bricker, Executive Director of the American Home 

Economics Association: 

I think th^t fiber identification is only part of 
the story, and that, even if the consumers knovr a 
fiber I am not sure that this is all they need to 
know. I think it*s the construction of the gar
ment, the fabric, the finish, color fastness, and 
all of these elements that are important to con
sumers . . . what we need are standards in the 
testing so that consumers have something to go on 
and feel secure in believing. Testing by speci
fication of performance, standard testing methods, 
I think is what this means to me more than any
thing else (11:2^). 

Through various studies it has been found that the con

sumer makes fabric selection more on the basis of esthetic 

or appearance factors than on care and performance character

istics. The consumer may purchase a textile article on this 
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basis, but after the article has been used for some time she 

is concerned because it has not performed to her expectations. 

Lack of performance due to the care of the fabric is the main 

source of irritation and disappointment to the consumer. 

There is a great need for more detailed instructions on the 

care of todayss fabrics (3). 

Flax, wool, silk, and cotton, all natural fibers, have 

been used through the thousands of years of textile history. 

Today, however, with the phenomenal development of man-made 

fibers the field of textiles has been completely revolution

ized. The inherent characteristics of these fibers, whether 

used alone or combined with a natural fiber, affects not 

only appearance but also the care and performance of the 

fabric (l). 

Since many man-made fibers are thermoplastic in nature, 

special attention is required in caring for fabrics made of 

them. The same is true of many of the finishes used on fab

rics of cellulosic fibers. The finish most commonly used 

is resin which makes the cellulosic fiber resistant to wrin

kling. Care must be taken with theriaoplastic fibers to keep 

the temperature low for washing, drying, and ironing. These 

fibers soften under high heat and can be permanently damaged. 

Cotton with the resin finish can not withstand the vigorous 

washing methods of the untreated cotton fiber (l). 

The cleaning of the fabric is the most important phase 



of the care operation. Fabrics fall into two classifications 

in the cleaning process: either they are washable or they 

must be dry-cleaned (3). How does the consumer know whether 

to wash or dry-clean? If the fabric is washable, can it be 

washed in an automatic washer or should it be hand-washed; 

should the temperature of the wash water be l60 degrees or 

120 degrees? Can it be dried in an automatic dryer or should 

it be drip-dried? Can bleach be used? What temperature can 

be safely used for pressing? These are a few of the ques

tions about which a buyer needs understandable information. 

Purpose of the Study 

The purpose of this study was to determine the avail

ability of information on piece materials found in the stores 

In Lubbock, Texas, and of consumer understanding and use of 

this information. By the procedure outlined in Chapter III 

the vjriter proposed to find what help is needed by the con

sumer in purchasing fabrics. 

The following objectives were foionulated as a guide for 

this study to deteimine whether: 

(1) the amount of information found on piece materials 

is as much as the consumer believes she needs; 

(2) sales personnel are adequately Informed about the 

fabric they sell; 

(3) women read Information on piece materials and use 

this information as a buying guide; 
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(4) women use label information as a guide in caring 

for fabrics after they have been made Into garments 

or household furnishings; 

(5) women understand generic names of fibers. 

Hypotheses 

The hypotheses tested v̂ ere: 

(1) There will be no relation between the age, educa-
4 

tlon, and Income of those women who report they 

read information on piece materials. 

(2) There will be no relation between the age, educa

tion, and Income of those ?Tonen who report they 

use information found on piece materials. 

i(^^ 
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CHAPTER II 

REVIEW OP LITERATURE 

Only a few decades ago the selection of fabric was a 

relatively simple matter. The fiber in a fabric was identi

fied by look and feel since most fabrics were made from the 

natural fibers—flax, wool, silk, and cotton. Today, select

ing fabric is a vastly different picture. The textile in

dustry is rapidly changing and expanding for man has developed 

his own family of fibers by way of the test tube. 

Advancement ofMan-Made Fibers 

Research during war years was more intensified than at 

any other time. Research that is made for survival reasons 

results in many new discoveries that can be applied to every

day living. Therefore, many changes in textiles have re

sulted from two world vrars. Dr. Jules Labarthe states: 

From the textile point of view, after World War I 
the United States emerged as one of the great 
powers in industrial-chemical research. Prom World 
VJar II was won the position as one of the leaders 
In polymer research leading to new fibers, nevi 
knowledge of old fibers, the engineering ability 
to blend and manipulate these for specific end-use 
applications, and at last, the exp?-nded knowledge 
of how best to finish and dye these goods for ulti
mate consumer satisfaction (3»v). 

It is predicted by the year of 2000 the world population 

will be approximately five billion people, or double of wVî it 

It is now. If the standard of living continues to rise 

4 



throughout the world as it has in the past ten years, the 

demands on the textile Industry to provide clothing, shelter, 

and other fabrics vrill be tremendous. Since this will call 

for more food, much land that is now being used for the 

growth of textile raw materials and the natural fibers will 

have to be used for the growth of food. Therefore, both oil 

and coal will have to serve as raw materials from which syn

thetic fibers are derived (3). 

During the next ten years, man-made fibers will continue 

their astounding growth; production is expected to reach ten 

billion pounds by 1975. This will account for some 59 per 

cent of total fiber sales, against ^0 per cent now (30). 

The first man-made fibers successful on a commercial 

scale were rayon, acetate, and nylon. Added to this list 

are other generic groups such as acrylic, modacrylic, nytril, 

polyester, spandex, and olefin. Along T̂ ith new fibers are 

new fabrics such as stretch, durable press, bonded fabric, 

and non-wovens. Mr. Kieffer, marketing manager vrlth Indian 

Head Mills says: "The textile industry is on the verge of 

a * space age* in new fabrications utilizing new fibers, 

constructions, colors, textures, machinery, and processes" 

(30:26). 

Each of these groups and the individual fibers have 

their ovm characteristics; so will there be problems for the 

consumer. The purchasing and care of textiles is becoming 

more and more difficult at the consumer level. 

i ^"'^^-^-^^/"^ji, ̂ v̂, 



Lepcislation for Consumer Protection 

The newest law passed by Congress to protect the con

sumer was the Textile Fiber Products Identification Act. 

This law went into effect on March 3, i960. Its purpose is 

to protect consumers from false advertising and labeling of 

fiber content on clothing and household textile fiber prod

ucts not previously covered by federal legislation (i.e., 

the Vfool Products Labeling Act, the Flammable Fabrics Act, 

and the Fur Products Labeling Act) (2). 

This law states that the generic names of man-made 

fibers must be stated along with the"trade-names for each 

of the fibers fo'imd in a fabric. Fabric for garments and 

household uses must have a label stating its fiber content 

in terms of these generic names. If the textile product 

contains more than one fiber, the percentage of each fiber 

must be stated on the label in order of percentage. Fibers 

In amount of 5 pê ? cent or less do not have to be identified 

on the label; they may be accounted for by the phrase "other 

fibers" (9), 

Before the Fiber Products Identification Act was ap

proved by Congress and signed into law by the President, 

there were many pros and cons as to its value. Typical 

arguments were: 

(1) The National Cotton Council felt that without 

proper identification of fiber content, cotton 

4 
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could be easily mistaken for many blended fabrics 

that had the look and feel of 100 per cent cotton. 

(2) Cleaners and dyers were in total support of the 

Act since they had encountered many difficulties 

by the ̂ unpredictable performance of textile products 

that contained fibers which were obscure in certain 

blends and fabrics. 

(3) Consumers realized a need for fiber identification 

since they had also been disillusioned when fibers 

did not react to the care and treatment they thought 

should be given them (2). 

Most textile manufacturers and retailers vrere in opposi

tion to this proposed legislation. Their first concern was 

for the complicated records that the lavr would require and 

the expense involved in keeping these records. One manufac

turer estimated he would have to add at least seven persons 

to his payroll for this reason alone (37). Some retailers 

believed that, even though the law was designed to protect 

the public, it would only add. to more confusion due to the 

many kinds of fibers and blends of fibers; the retailer and 

his sales personnel would be equally confused. One retailer 

complained: "It^s like warning the consumer, but in Chi

nese" (38:8̂ 4-). 

Typical of the manufacturers who believed that the lav7 

would be of help to the consumer vias West Point Manufacturing 

J '1 
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Company. E, R. Lehman, vice-president, says: 

There are so many different blends and fibers to
day that the customer needs a label telling him 
exactly vrhat he is buying. It»s a lot of trouble, 
but we»re willing to go along (38:87). 

Limitations of this Act were given in various consumer 

bulletins which stated the consumers* viewpoint. Their opin

ion was that the I96O Act was only a step in the right direc

tion toward protecting the individual buyer. Two important 

limitations were given: 

(1) There is no provision prohibiting the use of easily 

misunderstood trade names for multi-fiber blends. 

(2) There is no provision for labeling of performance 

properties or for permanent labeling (2). 

Of specia,l interest to home sevrers is the application 

of the law to piece materials sold in retail stores. This 

law does not require that each few yards of fabric cut from 

a piece or bolt to fill a customer*s request be labeled as 

to fiber content. It is sufficient for the main bolt of 

fabric to be clearly labeled in conformance with the law. 

Home sewers often purchase remnants of fabric at bargain 

prices. Under the lavr such remnants need not be labeled as 

to fiber content. If fiber content is not placed on the 

remnant, then it must be labeled as "remnant of undetermined 

fiber content"; or a sign to this effect can be placed near 

the counter where remnants are displayed, as a substitute 

for labels (9). 
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Effectiveness of Textile Fiber Products 
Identification Act 

Eight years have passed since the Textile Fiber Products 

Identification Act went into effect. There is still concern 

as to hovj- and if the consumer has benefited from the law. 

People in the textile field are concerned whether this par

ticular law has required sufficient information for garments 

and piece materials sold at retail. 

Studies on the effectiveness of the Fiber Identifica

tion Act have shown that many of the terms given on labels 

are not easily interpreted. Hill (2) found in her study 

that "seventy-seven per cent of the women expressed insuf

ficient knowledge about the generic nam.es of textile fibers 

for making clothing purchases as provided in the i960 Act" 

(2:56). 

Ifeny leading dej^rtment store executives agree labels 

are not clear as to the attributes of the fabric and better 

wording in general is needed. Harold Brockey, president of 

Rich*s Inc. of Atlanta, in reference to confusing labeling 

practices, makes this statement: 

I don*t know but vxhat some of the confusion arise??, 
from government requirements regulating labeling--
it*s a problem-—better wording is needed--but I*m 
not sure just what can be done about it. Just how, 
specifically, to care for the fabric should defi
nitely be Included in the label and. a description 
of what the fabric can be expected to do is impor
tant (25:10). 

With the economy of business increasing, there will be 

http://nam.es
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an even greater need for improved labeling of textiles. The 

chairman of the board for Burlington Industries states: 

, . . it is projected that the gross national prod
uct that is currently running at an annual rate of 
about §608 billion dollars, will Increase to a range 
of $950 to $1,100 billion dollars by 1975, and tex
tiles will,- of course, share in this growth. Also, 
U.S. population is expected to increase from 190 
million today to 230 million by 1975, with a tre
mendous surge in the heavy-buying textile age group 
(15216). 

Home sewing is on the increase. This, too, will demand 

a greater need for information on the care and perfonnance 

of fabrics. The New York Times reported in 1964 the American 

woman spent a record §1 billion dollars on fabric, patterns, 

sewing machines, notions, and thread. McCalls Magazine 

pattern sales were three times those of any previous years, 

and the other pattern companies report similar increases. 

In the sewing machine industry, The Singer Company showed 

such encouraging increase in sales tb^t it has expanded its 

operation into the field of fabrics (I6). 

David L. Yunich, president of I%cy*s New York, told the 

nation*s textile manufacturers at a recent meeting: 

. , . with fashion growing simpler every year, the 
real distinction is in the fabric. There has been 
a vast resurgence of home sevring, not oiiH.y because 
of the thrift factor, but because it creates the 
opportunity to OT-ai something different. There are 
now indications that the little dve.ssi'^CKeT will corie 
back, too (1721). 
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Consumer..Source of Information 
Concerning^ Textiles 

Studies indicate that women read labels, but they read 

them in varying degrees. A study of the labeling of ready-

made dresses was made by the Texas Agriculture Experiment 

Station. Most of the women interviewed were Interested in 

infonnation about garments. The main source of information 

concerning a garment was labels and sales people. A great 

percentage of these vjomen depended on information given on 

labels only. This group was of the highest educational and 

economic level in the study. Those with less than a high 

school education depended more on sales people for their 

infoxmati on (8). 

A survey made by Good Housekeeping Institute chows tlnat 

"eighty-seven percent of the consumers surveyed wanted per

manently sewn-in labels giving size and laundering instruc

tions. They especially vranted more detailed care instruc

tions on the newer fabrics" (33^27). 

Levoy states that the majority of students at Santa 

Monica City College " . . . read the labels, find labels and/ 

or tags helpful in their selections, and use the fiber identiT 

fication given as guides to purchasing blouses and skirts" 

Hill (2) found that the majority of women viho rei;or'L.'j'l 

they always read labels were most interested in inrovi'̂  tior.i 

about laundering instructions, finishes, and fil)jr coi.rLcnt. 
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Many of the women reported that they rely on labels for 

their loiowledge and understanding of new fibers or new fin

ishes. A considerable number of vromen did rely on sales 

personnel as one of their main sources of information. 

Accuracy of Information SuDnlled 
_by Sales Personnel 

Studies have shown that in most instances the sales 

person has not received adequate training in her field. 

David R. Altman, president of a leading New York advertising 

agency, relates this incident at the I965 Conference of the 

American Association for Textile Technology: 

In the children*s department of a major store I 
asked some questions about dresses. A salesgirl 
told me most authoritatively--yes, it would wash 
and wear; and when I said will it drip and dry, 
she said almost positively, it will do that too. 
I put a small chink in her certainty when I asked 
if it were machine washable—she said, *0h, prob
ably*. WTien I asked if it vjere machine-dryable--
she crumbled and said, *Yes, but you had better 
buy a size larger* (l0:2l). 

Marr (5) found in her study of six fabric stores that 

there was no specific training given for the sales personnel 

in regard to the fabric they sold. Tr̂ o of the stores did 

have their buyers or representatives from fabric manufac

turers conduct classes once or twice a year on new fabrics. 

One store had pamphlets concerning fabrics which required 

special care for their sales personnel to read in their spare 

time. In most instances they obtained information about nevj 

fabrics by reading the end of the bolt and by asking 

' ''• - ^ * — I ~MM - • * - •'•*•' 
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experienced sales personnel. Experienced personnel were 

classified as those who had a few years experience in selling 

piece materials. 

Many store executives would like to see textile pro

ducers spend more time and money educating retailers* sales 

personnel on the important selling points of their fabrics. 

They feel that a good training job is essential if retail 

people are to explain effectively to the consumer the merits 

of a fabric and make him see what it can do for him (25). 

Levoy says " . . . further comprehensive research, sur

veys, and classes on Informative labeling would help to 

educate the public" (4:6l). She also believes that there 

is a great need for educating sales personnel to enable them 

to do a more truthful and Infoimative job of selling to the 

consumer. Hill (2) and I4arrs (5), also, make these recom

mendations in their studies. 

Kitty Dickerson, extension home economist for St. Louis 

County, realizes a great need for educating sales people. 

She conducts training schools in the St, Louis area to help 

sales personnel to see an over-all view of the textile pic

ture by classifying fibers by generic groupings. Therefore, 

the textile maze is simplified through knowledge of the major 

groups rather than an endless list of individual names (12). 

Miss Dickerson feels the information on care of textile 

Items vrill result in less return of merchandise to stores. 
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She conducts classes for store managers, division managers, 

training personnel, department heads, and sales and altera

tions personnel. These classes are highly accepted by the 

store personnel and they have indicated that the training 

is helpful in consumer contacts. The Textile Handbook by 

the American Home Economics Association is used as a primary 

reference in her classes and has a wide acceptance. These 

classes are not conducted to turn the sales person into a 

textile expert, but Miss Dickerson believes that these train

ing sessions make for a more qualified sales person and a 

happier customer (12). 

Suscpiestilons for Helpin/?; the Consumer 
to Become Better Informed 

The producer wants and. need.s certain standards in the 

materials that he buys; so d.oes the consumer. Since the best 

customer is a well infoniied customer, it would be an advan

tage for the textile industry to see that the customer re

ceives basic information before he makes his purchase (34). 

Al Johnson, director of textile marketing relations, 

National Institute of Drycleaning, believes that standardiza

tion of textile fabrics similar in scope to UL ratings on 

electrical goods would be an excellent help for the consumer. 

He says: 

The whole American society already rests on a solid 
foundation of standardization, a foundation we must 
constantly strengthen to assure our continued growth 
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and vigor as a nation and a consumer economy, and 
to assure the fu''lest development of the many new 
technologies of ;Jjnefit to the consumer (21:1). 

Donald F. Turner, Assistant Attorney General of the 

United States and also head of the Antitrust Division of 

the Department of Justice, has offered a similar recommenda

tion. He suggested before the Federal Bar Association that • 

**perhaps the Federal Government should furnish consumers 

with a neutral source of comparative buying information to 

counteract misleading and nonlnformatlve advertising claims" 

(34:38). 

Willie Rogers, Good Housekeeping Institute, states that 

home sewers who write to her suggest that "the fiber content 

and other necessary information be stamped on the selvage of 

yard goods to help them remember what it is after they buy 

it" (33:27). 

Hersey found in her study of the influence of fashion 

magazine advertising on high school and college women that 

this age group is Influenced by advertising. She states: 

They want more than a report of the current fash
ions of the season. They are asking for help, for 
consumer inforraation on basic wardrobe planning, 
for information on care and durability, for sug
gestions on what is appropriate and versatile, and 
for advice that is aesthetically and financially 
sensible (35^71). 

Hersey stated also, that after surveying eight retail 

stores on magazine advertising. Indications were that "a wide 

range of consumer inforaiatlon could be Incorporated into 
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fashion magazine advertising and promotion, thus heightening 

its educational value for consumers" (35:62). 

Concern of Federal Government 
for Consuiaer Protection 

Consumer. p2?otection in the United States is threefold. 

It consists of the consumer*s wise management of his pur

chases, the producer*s efforts to serve the consumer, and 

government*s regulation of marketing (18). 

In 1962, President Kennedy created the Consuiaer Advisory 

Council. Its function was to point out to those both in and 

out of government areas of special concern to the consumer 

and to suggest modification and nevf departures in consumer 

protection and information (2). 

Two years later. President Johnson appointed Mrs. Esther 

Peterson as Special Presidential Assistant for Consumer Af

fairs and head of the President's Committee on Consumer 

Interest. Mrs. Peterson, a true specialist in consumer eco

nomics problems, has had a long career in this field. She 

first helped the wives of working men to budget the family 

income and then acted as a trade lob"byist testifying in 

Congress on consumer problems. Following this she was Assis

tant Secretary of Labor for Labor Standards (36). Her assign

ment from the White House was: 

To assure that the best practice of the great 
American marketplace, where free men and vioraen buy, 
sell, and produce, becomes common practice. To 
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fight, slde-by-side with enlightened business 
leadership and consumer organizations, against 
the selfish minority who defraud and deceive con
sumers, charge unfair prices, or engage in other 
sharp practice. To identify the gaps in our sys
tem of consumer protection, information, and 
choice that still need to be filled (34:37). 

In an address to the I966 AATCC National Technical Con

ference, Mrs. Peterson stressed the- importance of the textile 

industry finding better ways to get buying information to 

the consumer. She states: 

A good many consumers find that buying decisions 
seem to become more complex every year, as new 
fibers and materials are developed and marketed. 

I think we can all agree that the buyer who would 
like to be informed finds it extremely hard to 
keep up with it all--especially when as so often 
happens the sales person appears to know little 
more than the customers (34:38). 

Through Mrs. Peterson*s efforts and the textile indus

try* s concern over the problem of labeling of textile goods, 

the Industry Advisory Committee on Textile Information was 

formed. This group is comprised of textile, retail, apparel, 

fiber, and finishing companies. The committee agreed th.at 

manufacturers could improve on informing the consumer about 

care needs. They report that "products reqiiiring different 

care are developed so rapidly that consumers haven*t much 

opportunity to learn from experience and a lore on proper 

care does not exist" (22:30). It has also agreed that "fiber 

identification labels required by law are not in themselves 

enough and tPiat more permanent labels are needed to give 

adequate care Information" (22:30). 
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The Industry Advisory Committee proposed plans for a 

voluntary approa,ch designed to satisfy consumer needs on 

care labeling. These plans call for a standardized glossary 

of care terms to be used by the Industry to cover the fabrics 

needing care identification; permanent labeling on textile 

products which require special information for proper care; 

and permanent labeling wherever it is not obvious to the con

sumer that items can be successfully refurbished by conven

tional means (22). 

After almost two years of careful study and hard work 

by dedicated persons connected with this project, the Volun

tary Industry Guide for Improved and Penmnent Care Labeling 

was officially accepted by the Special Assistant for Consumer 

Affairs. 

At the present time, the Labeling Guide*s recommenda

tions are for textiles for wearing apparel and home furnish

ings. How this guide will affect the labeling of piece 

materials is yet to be seen, but it is a step in the right 

direction. 

In 1967, President Jolinson appointed Betty Purness to 

succeed Esther Peterson as Special Assistant for Consumer 

Affairs, Miss Furness is not a specialist in consumer eco

nomic problems but a specialist in the art of selling. 

It is hoped tlmt Miss Furness can carry on the work 

started by Mrs, Peterson and possibly do more to help the 

ii^t^i^ 
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consumer. **Miss Furness," says Business Week Ifeigazine, "with 

little experience save in public relations techniques, is 

likely to use a velvet glove, which irritates less" (36:258). 

Miss Furness accepted the Voluntary Industry Guide in Sep

tember, 1967, but little else has been done which would affect 

the textile consumer. 



CHAPTER III 

PROCEDURE 

Surveys were made in six Lubbock stores to find how 

much information was available on piece material and the 

means by which this information was. disseminated. These 

stores were selected according to the quality of fabrics 

they sold. Fabrics were classified as "average," "good," 

and "best"; two stores were chosen to represent each classi

fication. The investigator believed this would present a 

fair representation of different types of clientele. This 

was done prior to developing the interview form. 

In setting up the interview form for this study, both 

alternate-choice and open-end questions were used. The in

vestigator's objective was to obtain information on the 

personal experiences and knowledge of fabrics from the women 

Interviewed. The questionnaire Included personal data, sew

ing practices, purchasing practices of piece materials, eval

uation of specific information supplied with piece materials, 

information available from sales people, and the use made of 

information found on piece materials (see Appendix A). 

The sample for the study we're women residents in the 

shopping area of Lubbock, Texas. Two methods were used for 

obtaining the sample. By the first m.ethod, sales personnel 

in fabric departments were supplied with cards to be signed 

21 
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by purchasers of fabric who were willing to participate in 

the study. Upon receipt of the cards, the investigator con

tacted these x̂ ômen for a personal interview. The stores 

selected for giving the cards were the ones surveyed earlier. 

Intervlevrs were scheduled during early summer, I966. 

Since most women had purchased fabric earlier in the year 

for spring and summer wardrobes, the sale of piece materials 

was slow at this particular time. 

The second method of obtaining Interviews was through 

local clubs. The intearview form was administered to each 

group of subjects during a specified club meeting. A total 

of ninety-one women were interviewed. 

The Hollingshead Index of Social Position was used to 

determine the social class position of the women interviewed. 

It is based on the husband*s education and occupation except 

in cases where the wife supports the family. There are five 

social classes. Social Class I being the highest position 

and Social Class V the lox̂ est (see Appendix B). 

Data for the study were tabulated and analyzed by com

puter at the Data Processing Center, Texas Technological 

College,. Lubbock, Texas. The findings were compiled into 

tables for percentage analysis. • To determine if any rela

tionship existed between selected variables further analysis 

was made using chi-square test of independence in contin

gency tables. The level of significance was set at .05. 

iiiiiMrii'' 



CHAPTER IV 

FINDINGS 

The sample for this study included, women residents in 

the shopping..area of Lubbock, Tex2,s. The following findings 

were obtained through persona,! interview with each of the 

subjects. 

Marital Status and Family Size 

The majority of the ninety-one women intei'viewed were 

married. Three of the sample were single and six were 

either divorced or widowed. 

Family size in this study refers to anyone residing in 

the household, uhether of the immediate family or not. The 

size of household ranged from two'to eight persons. Two 

persons per household represented the largest number (thirty-

one household.s) and three per household the second largest 

(twenty-two households). The average family size was 3.33 

members per household (see Table l). 

The formal schooling reported for husbands raiaged froii 

eighth grade education to those viith professional degree? 

beyond a bachelor's degree. Of the forty-nine hnsb:\nds t'V.t 

had attended college, fourteen h'̂.d. P b?.chelor's clêU'̂ eo a':::T 

eight had professional degrees in £.ddition. Poai' of the 
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twenty-seven husbands who had completed their tvfelfth year 

of public school, also, had some type of vocational or tech

nical training (see Table 2). 

TABLE 1 

ANALYSIS OF MRITAL STATUS Alx̂  FAMILY SIZE 

Distribution of Subjects According to Marital Status 

Marital Status Number of Vlomen 

I'larried 82 
Single 3 
Divorced or Vlidowed . . •. 6 

Total 91 

Family S ize by Kum.ber of Persons Res id ing i n Household 

Num.ber of Pe r sons Nuraber of Households 
i n FamAly -Represented 

1 3 
2 31 
3 22 
4 15 
5 14 
6 4 
7 1 
8 . . . 1 

Total 91 

Twenty-"seven wives r e p o r t e d some c o l l e g e irorlr. Eleven 

r e p o r t e d a b a c h e l o r ' s degi 'ee and sevei? had p ro fe s s ion? . ! d e 

g r e e s i n addi t j .on . Nine of tVie f o r t y - f o u r viomii halving co' i-

p l e t e d t h e i r tTrelf th y e a r i n p u b l i c J^chool had a ln i t i o n a j 



vocational or technical training. One woman did not report 

education for either herself or her husband (see Table 2). 

TABLE 2 

FORMAL SCHOOLING COMPLETED BY HUSBANDS AND WIVES 

Formal Schooling Nu.mber of Nujnber of 
Completed • Husbands Wives 

Grades 1-8 . . . , 5 1 
Grades 8-12 27 44 
Some College Work . 27 27 
College Graduate 

(Bachelor's Degree) l4 11 
Professional Degree beyond 
Bachelor's Deg3?ee , . . . , . , . 8 7 

Vocational or Technical 
Training 4 9 

No Answer , 1 1 
Total 82 91 

It was interesting to note that of the ninety woLien vuio 

reported some type of formal schooling, thirty-five were 

employed outside the home. Of these thirty-five, twelve 

reported some college work. Nine reported a bachelor's de

gree and five had professional degrees in addition. Seventy-

four per cent of the employed women had some formal education 

in addition to that of high school. Of the fifty-six women 

not employed, only 34 per cent had fornal schooling beyond 

high school. Chi-square analycis showed the relationship 

between employment of the women and education to be sigiii fi~ 

cant at the .01 level. 
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£i-gJfell21:̂ Ĵ IL.gI-Z.amilles According to Income 
GroTJ-Ps and._Index of Social Position 

The approximate income of the families ranged from 

$1,000 to :Jl0,000 or over. The largest number of families 

reported an income of 5̂ 10,000 or over and the second largest 

reported an income in the fo7,000 to ?H9,999 range. Two women 

did not report an income (see Table 3). Three of those in 

the income range below |4,000 were college students working 

only part time. Of the thirty-five women discussed earlier 

who were employed outside the home, over half of these re

ported incomes above ^7,000. Chi-square analysis showed the 

relationship between emplojqaent and income to be significant 

at the .02 level. 

The Hollingshead Ind..ex of Social Position, which was 

used to determine the social class position of the women 

intervievre.d, Includes five social classes. Social Class I 

is the highest position and. Social Class V is the lowest. 

There were no families reported in either I or V. Seventy-

one per cent of the fanllies, or sixty-one families, were in 

Social Class III. The Index of Social Position was not de

termined on five of the women intervievred due to insufficient 

information on either occupation or education of the husband 

(see Table 3). Fifty-seven per cent of the viô ien in Social 

Class III had only a high school education. In Social Cl-tss 

II, which had the second largest nu-̂ iber of families (four

teen), 64 per cent had a bachelor's degree or a profe£;sional 

decree in addition. 
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TABLE 3 

DISTRIBUTION OF FAMILIES ACCCHiDING TO INCOIIS GROUP 
AND INTJEX OF SOGL^L POSITION 

Distribution of Families in Approximate Incojie Groups 
»»-...*** ̂ 1 f •—.^-^^ , I-••-..,• I-Y , ,.—i^—^,-^.-„ w mo HI f i w u i i 

• • U f l M M I 

Number of 
Approzimate T o t a l Incorae Farai'.Lies Percentr .ge 

^ 1,000 t o 1,999 1 1.10 
2,000 t o 2,999 5 5.49 
3,000 t o 3,999 4 4 .40 
4 ,000 t o 4 ,999 6 6.59 
5,000 to 5,999 11 12.09 
6,000 t o 6,999 13 14.29 
7.000 to 9,999 23 2^.27 

10,000 or over 26 28.57 
No Ansv'er • 2 2.20 

Total 91 100! 00 

Distribution of Fam.ilies According 
to Index of Social Position'-

K>tKinw«ii*>«H*»«r.<aaki^.i£«« fc».-> v«ti..-»-.-. iku_«j»>w.t -m' ^ ' . t - ,vf^M# .. 

Number of 
S o c i a l C la s s Pa ia l l i es Perce.nt 

I 0 00,00 
I I . 14 16.28 

I I I 6 l 70 .93 
IV 11 12.79 

V 0 00.00 
T o t a l 86 100.00 

^"Appendix B: Hol l ingshead Index of Sooi^.l P o s i t i o n . 

The l a r g e s t group of women ( t h i r t y - s e v e n ) r e p r e s e n t e d 

i n t h i s s tudy i;ere between the agea^ of 21 to 30. -̂'he t- '^eo 

c o l l e g e s t u d e n t s d i s c u s s e d e a r l i e r v;ere in thi.^ g'̂ 'ortg' r/^sc. 
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The second largest group (twenty-two) was betvieen the ages 

of 31 to 40. Three were reported in the 15~20 year age group 

and. two of those were teen-agers. Five women vrere sixty-one 

years or older (see Table 4). 

TABLE 4 

DISTRIBUTION OP SUBJECTS ACCORDING TO AGS GROUP 

Age Number Percentage 

15 to 20 years 3 3.30 
21 to 30 years 37 40.66 
31 to 40 years 22 24.18 
4l to 50 years 13 14.28 
51 to 60 years 11 12.09 
61 years or over . . . . . . . . . . . 5 5.̂''9 

Total 91 100.00 

Of the thirty-seven women in the 21-30 year age group, 

32 per cent reported some college, 22 per cent reported a 

bachelor's degree, and 8 per cent reported degrees beyond 

a bachelor's. This was vrell over half of the persons in 

this groLip that had foî nal education beyond high school. 

Chi-square analysis showed the relationship between educa

tion and age to be significant at the .01 level. It was 

interesting to note that ^(:) per cent of the women employed 

outside the home were also in this age group, Chi-sqw:rre 

analysis showed the relationship between emploj~.ient rind 

age to be significant at the ,01 level. 
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Analysis of Sewin.g; Practices 

Eighty-four women stated that they do home sewing. 

However, thirty of the ninety-one women Interviewed reported 

that the fabric they had purchased at this particular time 

would be made by someone other than themselves. Fourteen 

said a dressmaker would make the garment. The others stated 

mother, mother-in-law, or daughter would do the construction 

(see Table 5). Approximately half of the women who were 

having the garment made by someone else worked outside the 

home. This probably explains why this group was not making 

the garment, although, they customarily sevr for themselves. 

The author found it interesting that there vras such a 

wide variance in the number of garments made by the families. 

The largest number of women reported they made 6 to 10 gar

ments per year, vrhich was only 26 per cent of the ninety-

one interviewed. Forty-one women (44 per cent) made ten 

or less garments per year, and the remaining fifty made from 

ten to over twenty-five. Of the latter; twenty made over 

twenty-five garments per year which would average a little 

more than two garments per month (see Table 5). Five of 

these twenty women were employed, outside the home and the 

average number of persons per household was 4.25. Many 

v:omen do home sewing but they do so in varying degrees. 

Casual and dressy dresses were the garments viost fre

quently mad,e by the women. Blouses and skirts were noxtj 
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TABLE 5 

ANALYSIS OF SEWING PPJiCTICSS 

Use of Fabric 

Question 

Do you do home sevring? 
Will these fabrics be made by 

someone other than yourself? 

Yes 

84 

30 

No 

7 

61 

Approximate Number of Garments Made 
Per Family Per Year 

Number of Garments Num.ber of Families 

1 to 5 
6 to 10 
11 to 15 
16 to 20 
21 to 25 
Over 25 

Total 

17 
24 
17 

8 
5 

20 
91 

Frequency of leaking D i f f e r e n t Types of Gsirments 

Garment 

Blouses 
Skirts 
Shirts 
Slacks 
Shorts 
Pajamas 
Dresses 

Casual 
Dressy 

Coats 
Suits (ladies) 
Sportcoats 
Others 

(specify) 

Always 

11 
15 
2 
7 
10 
5 

24 
15 
4 
8 
1 

2 

Preq. 

23 
20 
5 
16 
17 
6 

32 
32 
10 
14 
4 

7 

Frequency 

Occas. 

38 
36 
25 
26 
26 
28 

• 30 
21 
21 
28 
11 

23 

Never 

14 
14 
47 
34 
29 
42 

1 
12 
47 
33 
64 

9 

No An. 

5 
6 
12 
8 
9 
10 

4 
11 
9 
8 
11 

50 

Total 

91 
91 
91 
91 
91 
91 

91 
91 
91 
91 
91 

91 
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with slacks, shorts, and suits third. Few coats vfere made. 

Four women stated they always made coats and ten reported 

frequently. The more expensive types of garments—dressy 

dresses, suits, coats, and sportcoats, are listed as alv7ays 

being made by twenty-eight women. Six of these women were 

employed. Sixty women reported they frequently made the 

more expensive garments (see Table 5). 

Specified as "others" were mainly articles for the home, 

such as draperies, bedspreads, and upholstery. Other arti

cles listed were children's clothing, housecoats, aprons, 

and hats. One woman stated she made her husband's shorts. 

Analysis of Fabric Purchasing; Practices 

Fifty-six women reported they purchase their fabric 

most frequently in fabric stores? and thirty-five reported 

department stores. No one reported purchasing fabrics in 

any other type of store (see Table 6). 

When asked if they had a price limit in mind vrtien pur

chasing different types of fabrics sixty-two said "yes" and 

twenty-nine said "no." All of the eighteen vromen vjho had a 

bachelor's d.egree or a professional degTee beyond a bache

lor's vjere in the group stating yes, and 70 per cent of 

those with some college reported yes. Fifty-five per cent 

of those with only a high school education stated that they 

had a price limit when purchasing fabrics, Chi-square 
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TABLE 6 

ANALYSIS OP FABRIC PURCHASING PRACTICES 

Type of Store Preferred for Purchasing Fabrics 

Type of Store Number of 
V7omen 

Department Store 35 
Fabric Store .-. . . 56 
Others 0 
Total 91 

Price Per Yard Paid for Fabric 

Garment 

Casual Dresses 
Dressy Dresses 
Suits 
Coats 

No. 
Persons 

58 
54 
45 
32 

Nax. 
Price 

§ 3.00 
6.98 

10,95 
12.50 

Mln. 
Price 

§ .49 
1.50 
2.00 
2.50 

Avg. 
Price 

f>1.49 
3.32 
4.86 
6,57 

Sources of Information* for Arriving at Standards 
For Purclia-sing Fabrics 

Source Number of 
Women 

Prs.ctical experience in sewing 63 
Sewing machine company sponsored class 4 
High school home economics 38 
College home economics class 15 
Others 11 
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analysis shovred the relationship betvieen education and price 

limit on purchasing fabrics to be significant at the ,05 

level. There was a wide variance in the amount they paid 

per yard for piece materials. Prices paid for casual dresses 

vTere from 1.49 per yard to #3.00 per yard? $1.50 to #6.98 for 

dressy dresses? |2.00 to |lO,95 for suits? and I2.50 to 

$12.50 for coats (see Table 6). 

The majority of women arrived at their standards for 

purchasing fabrics through practical experience in sewing, 

and fifty-three reported previous enrollment in high school 

or college home econom.ics classes (see Table 6), A little 

less than half of the sixty-three women stating.practical 

experience in sewing as their source of knowledge also had 

some type of training in home economics. Fourteen of the 

sixty-three reported, high school home economics as a source 

of desirable standards? six'reported college home economics? 

and five reported high school and college home economics. 

Several women specified that they had received help from 

some fejnily member, home demonstration club, and fabric 

demonstration. 

The majority of the women interviewed do look for in

formation on the fabric bolt when they purchase fabrics. 

Sixty-two of the women said they always look for this 



3^ 

information and nineteen said they did so frequently (see 

Table 7). Of these sixty-two vfomen, 97 per cent do home 

sewing? 59 per cent are in the |7,000 to over |l0,000 income 

range? and 79 per cent had from two to four persons in the 

family. Chi-square analysis showed the relationship between 

those who look for information and those v7ho do home sewing 

to be significant at the .02 level? between those who look 

for information and family income to be significant at the 

,01 level? and between those vjho look for information and 

family size to be sig-nifleant at the . 05 level. 

When asked how often they found information on the 

fabric bolt, fourteen women reported "always" and fifty-

three reported "frequently." These answers are comparable 

to those given when the women viere asked if the information 

supplied was clearly worded? viith sixteen stating "always" 

and forty-nine stating "frequently" (see Table 7). This 

represents the thinking of more than tv̂ o-thirds of the women 

on each of these three questions. 

The greatest percentage of women reported inforr3A.o.tion 

on finishes, on laundering, and on fiber content as being the 

most helpful in purchasing fabrics. Forty-three reported 

guarantees, while over a third of the women considered in

formation on ironing and the per cent of fiber content as 

being helpful. Information specified as "otb.ers" VTL-T: rilirin';:-

age, price and width of fabric, and specific instructir.}---: on 

handling of material (see TWole 7). 
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TABLE 7 

EVAI,UATION OP SPECIFIC INFOKIIATION SUPPLIED 
WITH PIECE KATERIALS 

Information on Fabric Bolt 

Question Number of Responses 

Do you look for infor
mation on the fabric 
bolt? 

Do you find informa
tion on fabric bolt? 

Is the Information 
clearly worded? 

Always 

62 

14 

16 

Preq, 

19 

53 

49 

Occas. 

5 

21 

22 

Never 

5 

1 

1 

35 

No An. 

2 

3 
—u-

Types of Information Considered Helpful 
When Purchasing Fabrics 

Specific Inforraation Number of Women 

Information on finishes . . . . 
Information on laundering . . . . 
Information on pressing or ironing 
Fiber content . 
Per cent of fiber content . . . . 
Ifenufacturer's name 
Brand name 
Guarantees . . 
Others 

68 
59 
38 
65 
36 
16 
21 
43 
3 

Familiarity with Names of Generic Groups 
of Ifen Hade Textile Fibers 

Question Number of Responses 

Do you feel that you 
know enough about the 
generic names of tex
tile fibers to pur
chase fabrics based on 
this information 
alone? 

Def. 
Yes 

5 

Prob. 
Yes 

36 

Def. 
No 

13 

Prob. 
No 

20 

Do Not 
Know 

17 
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• To find what knowledge the women had of generic names 

of textile fibers, the question was asked if they felt that 

they knew enough about generic names to purchase fabrics on 

this information alone. There was a wide variance in re

sponses to this question. Five women reported "definitely 

yes" and thirty-six reported "probably." The remaining fifty 

felt they were not qualified to purchase on this basis (see 

Table 7). 

The forty-one stating "definitely yes" or "probably yes" 

were then asked to report as to how the listing of fiber 

content by generic name had been helpful. Twenty-five stated 

it had helped them to know what to expect in terms of per

formance or durability of the fabric. Thirty-five of the 

forty-one women stated that it helped, them to Irnow what care 

is required for the fabric. Of these forty-one women, 

49 per cent reported they had gained their knovjledge of se

lecting fabrics through practical experience and 51 V^'->-

cent had some training in home economics in high school or 

college. 

Information Reaucsteel and Available 

Twelve vroDen reported they-always request inforr?.tion 

about a fabric from sales people, while forty-four reported 

"frequently." These are comparable to the answers given 

when the women were as;:ed if they felt that B?.les people 
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gave them reliable and helpful Information, with ten stating 

"always" and forty-seven stating "frequently" (see Table 8). 

This represents a little less than two-thirds of the women 

customarily seeking information and feeling that they receive 

reliable help. .- Fifty-four per cent of the women reporting 

that sales people gave reliable information were in the 

21-30 year age group, and the majority of these had some 

training in home economics. This gToup was also the best 

educated. Chi-square analysis showed the relationship be

tween age and those women who believed that sales people gave 

reliable .information to be significant at the .05 level. One 

of the tvfo women who answered "never" to both of these ques

tions made the statement, "I have never found a saleslad.y 

with a convincing answer," This person reported that she 

purchased fabrics in fa.bric shops. 

The information most requested from sales people v̂ as 

(1) how should the fabric be washed or cleaned? (2) will it 

shrinl'i? and (3) is it colorfast? The information appearing 

next in im.portance vras in regard to fiber content and sjnount 

of ironing necessary (see Table 8). 

Only nine women of the ninety-one interviewed reported 

that they alwâ 's record information froR the fabric bolt for 

future use. When asked if they used ir.foriirition found 0:1 the 

fabric bolt as a guide in caring for the fabric, forty--ci:: 

http://fa.br


38 

TABLE 8 

INFORFiATION REQUESTED AND AVAILABLE PROM SALES PEOPLE 

Help Available from Sales People 

Question Number of Responses 

How often do you request 
information about a fabric 
from a sales person? 

Do you feel that sales people 
give you reliable and help
ful information? 

Always 

12 

10 

Preq. 

44 

47 

Occas. 

32 

32 

Never 

Types of Information Requested from Sales People 

Specific Information 

Whs.t is the fiber content? 

Number of Woiaen 

31 

What is the per cent of each fiber 
if more than one is present? . . 

How should the fabric be washed 
or cleaned? . . 

• • • • 

Will it shrink? 

Is it colorfast? 

Is Ironing necessary? . . 

At what temperature shou.ld it be ironed? . . 

Will it be suitable for my purpose? . . . . 

15 

64 

55 

62 

31 

18 

39 
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stated "always" (see Table 9). The author questions whether 

one could remember this information about clothing for a 

whole fajiiily. The majority of these forty-six women had 

some formal training in home economics in high school or 

college ?Thich may have influenced their use of the informa

tion. 

There was a varied response to the question, if better 

information were available on piece materials, would they be 

inclined to purchase these materials more frequently. Twenty-

eight stated "probably yes" and twenty-nine stated "probably 

no" to this question. Fifteen stated they "didn't know." 

If better information were available at some stores, seventy 

would prefer to shop at them, although on the preceding ques

tion only forty-three had. stated that they would be more 

likely to buy if better information vrere available. They 

seem to have contradicted themselves somewhat on these two 

questions (see Table 9). 

Sup̂ r̂e sti ons 2̂ .rrF_̂ rdJjî g_Ĵ e_L̂  
"" ĵg Piece Materials 

The final question ad_rainistered to the interviewees 

asked for suggestions or coiranents concerning the labeling 

of piece materials. Host of the?:e were in two cla£:̂ >ifien-

tlons, (1) that labels be more conveniently located end 

(2) that more information be given on the care of fabric:-. 

One woHpn commented, "Sometimes W::en t'lo i:'i"cr'.nc.tio:i 

is on there, one has to d.o f'.crob:vl-ics to get it.'' Another 
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TABLE 9 

USE rlADE OF AVAILABLE INFORI'IATION 

Use of Available Infcrmation Pound on Piece Materials 

Question Number of Responses 

Do you record information 
from piece materials for 
future use? 

If you record or remember 
this Information, do you 
use it as a guide in caring 
for fabric after it is made 
into garments? 

Alvrays 

46 

Preq. Occas. 

16 

21 

25 

12 

Never 

41 

Possible Influence of Improved Quality of Information 
Upon Shopping Pi^ctices 

Q u e s t i o n Numberc of Responses 

If better information 
were available on 
piece materials would 
you be inclined to 
purchase fabrics more 
frequently? 

If better info mat ion 
were available at 
some stores woiild you 
prefer to shop there? 

Def. 
Yes 

15 

36 

Prob. 
Yes 

28 

34 

Def. 
No 

2 

1 

Prob. 
No 

29 

10 

Do Not 
ICnow 

15 

10 
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stated that, "It would be quite hard to have all the neces

sary information on that skinny label. It should be written 

fully in a book handy to sales personnel and available for 

consumers." One suggested individual labels such as they 

have on ready-made garments so that the consumer could keep 

this information for futuxe use. One said, "Sometimes there 

is no information card on the bolt. I prefer that this al-

VTays be there because the sales person does not always k).iow." 

A large number of women expressed their desire for more in

formation on the care of the fabric. A fevr persons felt 

that the information was too technical for the average person 

to understand. They may have been referring to generic names 

in these Instances. 



CHAPTER V 

SUT4MARY AITD CONCLUSIONS 

The purpose of this study was to determine the avail

ability of information found on piece materials and to study 

the use and understanding of this information. Ninety-one 

women of the Lubbock, Texas, shopping area made up the sample. 

Information was obtained through a personal interview with 

each siTbject. 

The findings were compiled into tables for percentage 

analysis. Further analysis was made using chi-square con

tingency tables to determine if any relation existed between 

selected variables. 

The age range of the women was from 15 to over 6l yeairs? 

the educational range was from grade school through college 

and professional and technical training? and income range 

was from $1,000 to $1,999 to over $10,000. 

Half of the women interviewed had some formal training 

beyond high school and the majority were in the 57,000 to 

over $10,000 income group. Thirty-five women were employed 

outside the home. The largest age group (thirty-seven) was 

21 to 30 years of age? 62 per cent of these reported sonc 

college work or professional degi-ees. Sixty-six per cent 

of the employed women were in this age group. 

It is notevrorthy that the largest group VF.S betiieen the 

42 
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ages of 21 and 30? that they were the best educated? that 

66 per cent of them work outside the heme? and that this is 

the usual child-bearing age. 

The following conclusions from this study were based on 

the objectives and hypotheses stated in Chapter I. 

A small number (15 per cent) of the women stated that 

they always found information on the fabric bolt and a 

slightly lajTger group (18 per cent) reported they always 

found this information clearly worded. The majority of the 

other women reported they found this frequently (Objec

tive 1), Most comments made by these women in reference to 

labeling indicated that they believed there is a need for 

more information on the care of fabric. This agrees with 

earlier studies related to labeling made by Good Housekeep

ing Institute (33). 

Only ten women believed that srrles personnel always 

gave them reliable information, while the majority of the 

other women reported they did. so frequently (Objective 2). 

Information most requested, from sales people was what care 

should be given the fabric. 

More than half of the group who V7ere satisfied with the 

information given by sales people were in the age groi:g' of 

21 to 30 years. Analysis showed a L'ignifica::it relatiĉ n̂ ĥip 

at the .05 level betTJeen these tiro variables. The fr.ct th.-: t 

most of the women were in this age grou]^, c:rA thiit the 
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majority of this age level had some home economics training, 

probably accounts for their acceptance of the information 

given. Their ovin knowledge supplemented that of the sales 

people. 

However, this leaves more than a third of the group who 

thought that only occasionally do the sales people give them 

accurate Information, Levoy (4) believed there was a need 

for educating sales personnel. Hill (2) and Harr (5) found 

this to be true in their studies also. 

A large majority of the women (sixty-two) stated they 

always read information found on piece materials (Objec

tive 3). This agrees V7ith studies (2, 4, 8) made on label

ing of ready-made garments. Of the woraen in this study, 

92 per cent indicated they do home sewing (see Table 5). 

This is considered a large proportion in the present day. 

Although, with more fabrics and patterns being sold each 

year, indications are tha,t home sewing is on the increase. 

Extended home sewing may explain the increased number of 

persons who make a habit of reading information. 

Analysis of Table 5 shows that more than half of the 

women made ten to over twenty-five garments per year. Fur

ther analysis of this table shows that a large number of the 

garments made by this group were comparable to the more e::-

pensive ready-to-wear apparel. This reveals that many v:o:jcn 

sev7 not only for reasons of economy but for creative reasons 

and for the desire to own soiaething different. 
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The greatest percentage of the women interviewed stated 

that they found information on finishes, on laundering, and 

on fiber content the most helpful in selecting fabrics. In

formation on pressing and the per'cent of fiber content also 

were important to them. This is the same as Hill (2) found 

in her study. 

Over half of the women (51 per cent) reported using 

information as a guide in caring for fabrics after they have 

been made into garments or home furnishings (Objective 4). 

The majority of these women had some training in home eco

nomics in high school or college. Only nine women stated 

they always recorded inforioation found on the fa.bric bolt. 

It is questionable whether t'ney can reiiieinber this informa

tion for a large number of garments. 

Less than half of the women (45 per cent) reported 

they could purchase fabrics on the bawsis of generic terms 

alone (Objective 5). These same wcvaen stated that the list

ing of fiber content by generic nariie helped the.ia to Irnow 

what to expect in terms of performance or durability of the 

fabric and_ to know vrhat care is required. Fifty-one per 

cent of these women reported sorae training in hone eeonomj.ct; 

in high school or college. This uiay aecovM-it for their .̂ ej.f-

confidence in purchasing fabrics. 

Some of the coî rients concerning l:;boling of piece r-o-

terials was in relation to generic terias. hanv of t'lc vo-:0--i 

http://fa.br
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believed that terms used on labels were too technical for 

the average person to understand. This study shows that 

women as a whole need more information concerning the mean

ing of generic names, since m.ore than half of the group did 

not feel that-they knew enough about generic names to select 

fabrics on this basis. This is in agreement with Hill's (2) 

study aboiit the knowledge of generic names of textile fibers. 

In the first hypothesis chi-square analysis showed no 

significant relation between age and ed-ucation and the women 

who reported that they read information on piece iii3.terials. 

This hypothesis cannot be rejected. There was a significant 

relation betv̂ een income and their reading of infoxTiation. 

Of the 67 per cent of the women who look for infoiTaation, 

59 per cent were in the incone level of 57,000 to over 

#10,000. Chi-square analysis showed the relation between 

incorae and those women who reported, they read inf ornr.tion 

to be significant at the .01 level. This pn.rt of the hy

pothesis v.~as rejected. 

In the second hypothesis there was no significant rela

tion between age, education, and inccne and the wG::ien vrho 

reported they use infornation found on piece naterial^;, Tliis 

hypothesi::̂  cannot be rejected. 

After considering the findingi:̂  of this study tnd aj.rJv-

ing at th.ese conclusions, the author iiÔ e'j the 1 oj.jc.ing 

rec ô 'jiiendntlons: 
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(1) The consumer needs to be provided with more knowl

edge about generic groî ps of man-made fibers and 

how the individual groups react to methods of care. 

(2) The consumer needs to be provided vjith knc'iledge 

about the finishes applied to the natural fibers, 

(3) A series of sliort, easily read articles concerning 

textiles written by informed persons wouJ.d be help

ful to consumers. 

(4) More emphasis placed on selection and care of fabric 

through home economic classes and through laanufac-

turers^ advertisements in magazines v7ould aid con-

su-mers. 

(5) Sales personnel need to be provided more knowledge 

about the fabric they sell especially nen fibers as 

they arrive on the m-arket. 

(6) It is the manufacturer's responsibility to see that 

his fabric is labeled viith adequate infor.::ation on 

care. 

(7) I t i s the consirdier's responsibi l i ty to record in-

foriiiation froro. the fabric bolt and to use tliis as 

reference for care of fabric. 
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APPENDIX A 

QUESTIONNAIRE 

1 . I - l a r i t a l s t a t u s : 
Married 
Single 
Other (divorced or widowed) 

2. Family size: 
Number of persons in household 

3. Source of Income: 
Occupation of husband 
Occupation of ̂ Ife (other than homemaklng) 
Others 

4, Approximate total family income: 
|1,000 - ̂ a,999 ??5,000 - 5,999 
2,000 - 2,999 6,000 - 6,999 
3,000 " 3,999 7,000 - 9,999 
4,000 - 4,999 10,000 or over 

5. & 6. Formal schooling completed: 
5. Husband 6, Wife 

Grades 1 - 8 
Grades 8 - 1 2 . 
Some college work ________ 
College graduate (Bachelor's 

degree) 
Professional degree beyond 

Bachelor's degree ._ 
Vocational or technical 

training „. 
Other (specify) 

7 Age group to x̂ hich woman interviewee belongs: 
15 1 20 years 4l - 5^ years 
21 - 30 years 51 - ^0 years 
31 - 40 years 6l years or 

over 

8, Do you do home sewing? 
Yes No 
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9. Will these fabrics which you have purchased be made up 
by someone other than yourself? 

Yes No 
If you answered y;es., by whom will they be made? 

Dressma.ker ^ 
Others (specify) 

10. How frequently do you purch.ase the fabric for making 
these garments which probably are worn in your family? 
(Men's, Women's, Children's) 

Always Frequently Occasionally Never 
Blouses 
Skirts 
Shirts 
Slacks 
Shorts 
Pa.iaraas 
Dresses 
Ca sual 
Dressy 

Coats 
Suits (ladies) 
Sport Goats 
Other 

11. Approximately how many garments are made for your family 
each year? 

1 - 5 16 - 20 „_ 
6-10 21 - 25 

11 - 15 Over 25 
12. In what type of store do you most frequently purchase 

fabrics? 
Department store 
Fabric shop 
Others (specify) 

13. When you shop for fabrics do you have in mind a price 
limit for purchasing different "types of fabrics? 

Yes No 
If ansxfer is yes. wh?.t is the approximate price per 
yard for: 

Casual dresses 
Dressy dresses 
Suits ________ 
Coats 
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14. Did you arrive at your standards for purchasing fabrics 
through: 

Practical experience in sewing _____ 
Sewing machine company sponsored class 
High school home economics class "2 
College home economics class 
Others (specify) 

15. When purchasing piece materials, do you look for the 
Information on the fabric bolt? 

Always Frequently Occasionally Never 

16. What specific information do you consider to be most 
helpful in making your decision when purchasing fabrics? 

Information on finishes (drip-dry, wrinkle 
resistant, etc.) 
Information or Instructions on laundering 
Information on pressing or ironing 
^Manufacturer's name 
Brand name 
^Flber content 
,Per cent of fiber content 
^Guarantees 
^Others (specify) 

17. How often do you find information on the fabric bolt 
when you do look for it? 

Always Frequently Occaslona, 11 y Never 

18, Is the Information supplied clearly worded? 
Always Frequently Occasionally Never 

19. It is required by law that the trade name or names and 
percentages of fiber in fabrics be listed, as well as 
the generic name. Do you feel that you know enough 
about the generic names of textile fibers to purchase 
fabrics based on this information alone? 

Definitely yes _____ Probably yes 
Definitely no Probably no 
I don't linow 

20, If answer is y;e&; or probably yes, how has the listing 
of fiber content by generic.name been helpful? 

Know what to expect in terms of performance 
or durability of fabric 
Know what care is required for the fabric 
Other (specify) 
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21. Approximately how often do you request information 
about a fabric from a sales person? 

Always Frequently Occasionally Never 

22. What type of information not given on labels do you 
request from sales people? (check as many as is neces
sary. ) 

What is the fiber content? 
What is the per cent of each fiber if more 
than one is present? 

— . .. How should the fabric be washed or cleaned? • 
, ̂ îll it shrink? (2^ or less is acceptable.) 
Is it colorfast? 
Is ironing necessary? 
At what temperature should it be ironed? 
Will it be suitable for my purposes? 

23. Do you feel that sales people give you reliable and 
helpful Information? 

Always Frequently Occasionally Never 

24. If better Information were available on piece materials 
vrould you be Inclined to purchase fabrics more fre
quently? 

Definitely yes Probably yes 
Definitely no Protably no 
I don't know 

25. If better Information were available at some stores 
would you prefer to shop there? 

Definitely yes Probably yes 
Probably no I don't know 
Definitely no 

26. Do you record information from piece materials for 
future use? 

Always Frequently Occasionally Never 

27. If you record or if you remember information given on 
piece materials, do you use this as a guide in caring 
for fabric after it is made into garments? 

Always Frequently Occasionally Never 

28. Do you have any suggestions or comments regarding the 
labeling of piece materials? 



APPENDIX B 

INDEX OF SOCIAL POSITION 

Professor August B. Hollingshead 
Department of Sociology 

Yale University 

(Excerpt from letter to Dr. Lyle Saunders, Denver General 
Hospital, Denver, Colorado, February 9, 1955.) 

The two-factor Index utilizes occupation and education. 
These two factors are scaled and weighted, and a single score 
is obtained. 

The educational scale is based upon the years of school 
completed by the head of the household. The scale values 
are as follows: 

Years of School Completed Scale Value 

Professional 
(MA.A, ; M.S.; M.E. ; M.D.; Ph.D.; LL.B. ) 1 

Four-year college graduate 
(B.A.; B.S.; B.B.A.) 2 

1-3 years college (also business schools) 3 -
High school graduate 4 
10-11 years of school (part high school) 5 
7-9 years of school . 6 
Under 7 years of school 7 

The occupational scale is based upon the occupation of 
the head of the household. The scale values are as follows: 

Type of Occupation Scale Value 

Higher executives of large concerns,, pro
prietors, and major professionals 1 

Business managers, proprietors of medium-
sized businesses, and lesser professionals 2 

Administrative personnel, owners of small 
businesses (56,000 - §35,000), and minor 
professionals 3 

Clerical and sales workers, technicians, and 
ovmers of little businesses (under ̂ '?6,000), 
farm ovmers (CaO,000 - $20,000) 4 

Skilled manual employees, small farm owners 
(under §10,000) 5 
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Machine operators and semi-skilled employees 6 
Unskilled employees 7 

Occupational position has a factor weight of seven and 
educational position a factor weight of four. These weights 
are multiplied by the scale score for education and occupa
tion of each Individual or head of a household. The calcu
lated weighted score gives the approximate position of the 
family on the over-all scale. For example, John Smith is 
the manager of the Safeway store. He completed high school 
and one year of business college. He would be scored as 
follows: 

Factor Scale Score Factor Weight Score x Weipiht 

Occupation 3 7 21 
Education 3 4 12 

Index of Social Position Score 33 

When the Index of Social Position score is calculated, 
the Individual may be stratified either on the continuum or 
into a "class. " In the case of John Smith, he would be rated 
a Class III on the basis of the position occupied on the 
continuum of scores and the score group for class level. 

The range of scores in each class on the two-factor 
Index follows: 

Class I.S.P. Scores 

I 11-17 
II 18-31 
III 32-47 
IV 48-63 
V 64-77 




