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ABSTRACT 

Social comparison theory (Festinger, 1950) predicts the 

drive people have to evaluate their own opinions and 

abilities though comparison with relevant others. Reference 

group theory stresses the influence of a group of persons 

including family, friends, and work associates on behavior 

(Hyman, 1942). As men assume more responsibility for 

household tasks, either because they are staying single 

longer, or because they are part of the increasing number of 

two-income households, marketers must utilize the most 

effective means of reaching this target market. Therefore, 

the primary purpose of this study was to identify the 

references men use in the decision to purchase apparel for 

themselves. A secondary purpose was to create profiles of 

male consumers using information concerning these 

references, identified shopping behaviors, demographic and 

psychographic characteristics, and area of residence. 

A national random sample of adult males (n = 440) 

participated in the study. A majority of the respondents 

were married (75%), with a mean age of 47.7. Thirty-seven 

percent described their occupation as "Professional." 

The instrument included a Reference Identification 

Scale developed by the researcher, as well as a Clothing 

Interest Scale (Sharpe, 1963), the Index of Social Position 

(Hollingshead & Redlich, 1958), and a Shopper Type Category 
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Scale (Levy, 1981). Additional questions were included to 

ascertain demographic and geographic information. 

Hypotheses were analyzed by one-way ANOVA. Statistical 

analysis revealed that male consumers used non-personal 

references, especially store displays, more often than 

personal references when seeking ideas about which clothing 

items to purchase. When personal references were used, the 

wife or girlfriend was chosen significantly more often 

(p<0.0001) than other personal references both before and 

after making an apparel purchase. 

Pearson Product Moment Correlations were used to create 

consumer profiles according to references used. Variables 

found to be indicative of particular reference usage 

included: social class, level of clothing interest, region 

of residence, size of city in which the respondent lived, 

age, marital status, income, where shopping was done, level 

of impulsiveness indicated, amount of money spent for 

clothing annually, frequency of shopping, importance of 

store reputation, and preference for store type. 

An understanding of where idea generation begins will 

assist marketers in targeting promotional efforts in the 

most effective manner. Consumer profiles in relation to 

references used will further streamline targeting efforts by 

allowing the marketer to identify customers and promote 

products accordingly. 
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CHAPTER I 

INTRODUCTION 

An understanding of consumer behavior and motivation 

assists businesses in better meeting the needs of their 

target market, thereby increasing company profits (Dhalla 

& Mahatoo, 1976). Information learned through market 

research can be used by the retailer to create a solid 

foundation for understanding the target audience, their 

needs, and their reactions to products, packaging, and 

communications (Del Vecchio, 1991). Once retailers 

understand the characteristics of their particular 

customers, more effective advertising can be created 

(Piirto, 1990). Additionally, when consumer groups 

become aware of their own characteristics, they will be 

able to evaluate products and product claims, make wiser 

choices in the marketplace, better identify advertisers' 

intentions, and make objective decisions about specific 

products (Mahatoo, 1985). 

Although many studies have been designed to 

determine shopping habits of various groups or 

characteristics of shoppers, the 119.7 million adult 

males in the American population have been largely 

neglected ("Women aren't," 1983; Chowdhary, 1989; Shim & 

Kotsiopulos, 1991; U.S. Department, 1991). The adult 

male shopper is becoming more important, as many members 

of this group are choosing to remain single, postpone 



marriage, or are part of an ever increasing number of 

two-income households where the male is taking more 

responsibility for traditionally female-dominated 

household tasks such as shopping for apparel. The male 

baby boomer has been found to spend even more time 

shopping than the career woman of the 1980s (Michman, 

1986; Kron, 1984). 

There is an increasing number of single men in the 

American population. In 1987, there were approximately 

25 million males between the ages of 20 and 64 who had 

never married, were married with the wife absent, 

widowed, or divorced. "The proportion of men 20 to 24 

years old, not yet married increased from 55% in 1970 to 

78% in 1988" (Balchen, 1988, p. 19). In 1988, the median 

age of men at first marriage was 25.9 years, the highest 

reported since 1900. Additionally, approximately 38% of 

men aged 25-29 were still single in 1988, compared to 

only 19% in that age group in 1970 (Tobolski, 1988). 

Further, it was predicted that 20% of the men in their 

30s will never marry. This figure is two to three times 

higher than the percentage of singles of this age cohort 

in the previous generation (Lublin, 1986). 

When the modern man does marry, he is likely to read 

to his children, contribute to cooking and cleaning 

chores, and help with the grocery shopping (Waldrop, 

1990a; Tobolski, 1988; Michman, 1986). When men who have 



lived alone marry, they tend to have a greater interest 

in household operations than men who have never lived 

alone (Michman, 1986; "Women aren't," 1983). Michman 

(1986) suggested that these changing roles of men will 

alter their shopping and spending heibits. 

Theoretical Development 

This study was conducted to identify references men 

use when shopping for apparel for themselves. Potential 

sources for comparison may be other groups of people in 

which the individual is either a member or aspires to be 

a member, as suggested by the reference group theory 

(Hyman, 1942; Kollat, Blackwell, & Engel, 1970). 

Comparison sources may also take the form of a single 

person whom the individual considers influential as 

suggested by the social comparison theory (Festinger, 

1950; Folkes & Kiesler, 1991). The reference group 

theory suggests that individuals are influenced by others 

in their decision to engage in certain behaviors (Hyman, 

1952; Kollat et al., 1970), while the social comparison 

theory suggests that people evaluate their own opinions 

through comparison with relevant others (Festinger, 1950; 

Folkes & Kiesler, 1991). 



Psychographic. Demographic and 
Geographic Characteristics 

There has been general agreement that examination of 

both demographic and psychographic factors is necessary 

to obtain an accurate consumer profile. Darden and 

Ashton (1975) and Goldsmith, White, and Stith (1987) 

suggested that isolation of certain individual 

demographic characteristics such as age or sex might not 

be as reliable as simultaneous consideration of various 

demographic and psychographic variables. Stafford (1970) 

reported that factors such as acculturation, social 

class, and ethnic group affected the consumers' decision 

to purchase particular goods and services. Kotler (1988) 

advocated use of geographic and behavioral variables as 

well as demographic and psychographic information in 

order to obtain a better profile of the consumer. Since 

the retail environment has been threatened by mergers, 

stagnant sales, and rapid customer change, Piirto (1990) 

stated that market information was only useful if 

information obtained concerned real-world behavior. 

The research proposed herein identified specific 

sources of information used to select apparel items. 

Apparel was chosen as the research vehicle because of its 

personal nature, visible psychological risk and, as 

Ambrey (1990) reported, because it accounted for six 

percent of American household expenditures in 1988. 

Engel, Blackwell and Miniard (1986) further justified 



clothing as an appropriate vehicle because it is one of a 

few high involvement products and it is perceived as a 

reflection of one's self-image. Psychographic 

characteristics, including references used in the 

decision to purchase apparel, shopper type category, and 

shopping behavior of male consumers were identified. 

Demographic and geographic characteristics were used to 

further provide a profile of male consumers who utilized 

particular references and exhibited particular shopping 

behaviors. In a practical light, this study was designed 

to help the retailer better target the male consximer and 

more efficiently expend marketing resources. 

Purpose and Objectives 

The primary purpose of this study was to identify 

references men use in the decision to purchase apparel 

for themselves. A secondary purpose of this study was to 

create profiles of male consumers using information 

concerning these references, identified shopping 

behaviors, demographic and psychographic characteristics, 

and area of residence. 

The objectives of the study were: 

a. To identify personal and non-personal references 

used by adult male consumers both before and 

after clothing items were selected for purchase 

(personal references included family members, 

spouse or girlfriend, co-workers, and sales 



associates in the store; non-personal references 

included print and video media, catalogs, and 

store displays); 

b. To determine which references were used most 

often in the selection of apparel items; 

c. To determine whether a relationship existed 

among references used, psychographic 

characteristics, demographic characteristics, 

geographic characteristics and the shopping 

behavior of adult male consumers; and 

d. To form a basis for predicting references used 

based on psychographic, demographic and 

geographic characteristics of the male consumer. 

Hvpotheses and Research Ouestions 

The hypotheses guiding this research were: 

Hi: Male consumers seek the opinions of their wife 

or girlfriend more often than other personal 

references both before and after they select 

and/or purchase apparel items. 

H2: Male consumers seek the opinion of female 

personal references more often than male 

personal references both before and after they 

select and/or purchase apparel items. 

H3: Male consumers seek ideas for particular items 

to purchase from personal references more often 



than from non-personal references. 

Ĥ : Male consumers seek ideas for the purchase of 

particular apparel items from references 

extrinsic to the retail store more often than 

from references intrinsic to the retail store. 

Hs: Male consumers purchase items they see featured 

in reference sources extrinsic to the retail 

store more often than they purchase items 

featured in or by references intrinsic to the 

retail store. 

In order to satisfy the last two objectives of the 

study, the following research questions were identified: 

Q̂ : Which references used by male consumers in 

clothing selection and purchase can be 

predicted by the following psychographic 

characteristics: (a) social class, (b) 

clothing interest, (c) shopper-type category, 

and (d) level of cognitive dissonance? 

Q2: Which references used by male consumers in 

clothing selection and purchase can be 

predicted by the following demographic 

characteristics: (a) marital status, (b) age, 

(c) income, and (d) ethnic affiliation? 

Q3: Which references used by male consumers in 

clothing selection and purchase can be 

predicted by the following geographic 



8 

characteristics: (a) region of residence and 

(b) size of the city in which the respondent 

lives? 

Q*: Which references used by male consumers in 

clothing selection and purchase can be 

predicted by the following shopping behavior 

variables: (a) method of payment, (b) where 

shopping is done, (c) level of impulsiveness, 

(d) amount of money spent for clothing 

annually, (e) frequency of shopping, (f) store 

selection, and (g) store type frequented? 

Terminologv 

The following terms were used in this study: 

Bachelor Marketing Group consisted of the following 

categories: never married, married with wife eibsent, 

single living with significant female other, divorced, or 

widowed. 

Clothing Interest referred to "the attitudes and 

beliefs about clothing, knowledge of and attention paid 

to clothing, the concern and curiosity a person has about 

his/her own clothing and that of others" (Gurel & Gurel, 

1979, p. 275). 

Cognitive Dissonance was defined as "the knowledge 

that a person or other source of information which a 

subject regards positively (or negatively) supports an 



opinion which the subject regards negatively (or 

positively)" (Festinger, 1957, p. 8). 

Combined Household Income was determined by self-

placement in one of the given income categories. 

Categories had a $9,999 range. 

Demographic Factors were defined as data that create 

factual and numerical profiles of the various segments of 

customers (Albrecht & Bradford, 1990). The demographic 

factors identified in this study were subjects' age, 

ethnic affiliation, combined household income, and 

marital status (which included bachelor marketing group). 

Education was self-identified as the highest level 

of educational achievement. In accordance with the 

Hollingshead Index of Social Position (Hollingshead & 

Redlich, 1958), categories were: less than seven years 

of school, seven to nine years of school, some high 

school, high school diploma, vocational degree, some 

college, undergraduate degree, and graduate degree. 

Ethnic Affiliation concerned information about the 

subject's family culture: White, Black/African American, 

Hispanic/Mexican American, Oriental/Asian American and 

Other. 

Extrinsic References consisted of non-personal 

references related to the store setting, but not actually 

in the physical retail store setting. Specific 

references included in this group were: fashion 
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magazines; catalogs; magazines that were not fashion 

oriented; television, billboard and newspaper 

advertisements; and television programs and videos. 

Female References included the respondents' mother, 

sister or other female family members, wife or 

girlfriend, female co-workers, other female friends, and 

female sales associates in the store. 

Geographies was defined as a regional breakdown of 

the United States. This variable was incorporated to 

determine whether differences existed in various areas of 

the country relative to the use of particular shopping 

references. The United States was divided into nine 

regions as identified by the Bureau of the Census 

reference. Additionally, respondents were asked to 

indicate whether their home was in a rural town, small 

town, medium-size city, or large city. 

Intrinsic References were comprised of references 

that were actually in the physical retail setting, 

including sales personnel and store displays of clothing. 

Male References were comprised of the respondents' 

father, brother or other male family members, male co

workers, other male friends, and male sales associates in 

the store. 

Marital Status was self-identified. Subjects who 

were not married were asked to identify their bachelor 

marketing group. 
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Non-personal References consisted of both fashion-

and non-fashion-oriented magazines, catalogs, print and 

video media, and in-store apparel displays. 

Occupations were self-identified and classified as: 

higher executives of a large concern, professional, 

administrative, clerical or sales, self-employed, 

technician, skilled manual employee, unskilled manual 

employee and other. This list was adapted from the 

Hollingshead Index of Social Position (Hollingshead & 

Redlich, 1958). 

Personal References included the respondents' 

mother, father, girlfriend or wife, brother(s), sister(s) 

and other family members, co-workers, friends, and sales 

associates in the store. 

Psvchographics were defined as "information [that] 

deals with opinions, attitudes, beliefs, preferences, 

value systems, social habits, and expectations" (Albrecht 

& Bradford, 1990, p. 149). The psychographics described 

in this study were referents used in making the decision 

to purchase particular apparel items, social class, 

shopper type category, clothing interest, and level of 

cognitive dissonance. 

Referents or References were described by Stafford 

(1970) as "whatever individuals employ in evaluating 

their own statuses, behavior, norms, and values" (p. 

459). In this study, the references included any and all 
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sources of apparel purchase ideas including advertising, 

video and print media, store displays, actions and/or 

advice of peers, co-workers or family members, and advice 

from sales personnel. 

Shopper Tvpe Category consisted of three "shopper 

types" originally identified by Levy (1981) and further 

tested by Thorpe and Avery (1984). The shopper types are 

defined in a document produced by the National Retail 

Merchants Association ("Marketing—Sales," 1982). The 

three types were defined as: 

Classic/Traditionalist Shopper. A group for which 
shopping only generates a moderate level of 
enthusiasm. Traditionalists are reluctant to adopt 
fashion changes since they do not wish to appear 
different. Therefore, apparel is seen as a 
practical purchase rather than a mode of self-
expression. Quality, moderate pricing, wearability 
and functionality are key merchandise features, 
rather than those concerned with fashion. 
("Marketing—Sales," 1982, p. 6) 

Conservative Shopper. Predominately a downscale 
group embracing traditional values. This group 
tended to have a sedentary lifestyle, and was 
oriented toward functional, rather than fashion 
apparel, due both to economic circumstances and an 
outlook which discounts apparel as an important 
means of self-expression. Purchases are based on 
need rather than impulse, with price, durability and 
quality being primary considerations. ("Marketing— 
Sales," 1982, p. 6) 

Contemporarv Shopper. Distinguished from other 
groups by a pattern of fashion emulation, rather 
than leadership. Fashion standards for this group 
are those associated with high-profile personalities 
who are accorded recognition by their peers. 
Clothes are an important means of self-expression 
and of showing others "I'm with it." These shoppers 
are very aware of the latest fashion trends and wish 
to be among the first to be associated with them. 
Quality is of little importance to this shopper who 
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becomes bored when apparel is kept too long. They 
are enthusiastic shoppers, browsers and impulsive 
buyers. ("Marketing—Sales," 1982, p. 7) 

Shopping Behavior concerned where, why, and how 

often men shop and how much money they spend on apparel 

in a calendar year. Specifically, this portion of the 

study identified the type of store in which shopping 

took place, motivation for shopping, method of payment, 

and frequency of shopping. 

Social Class was defined as "relatively homogeneous 

and enduring divisions in a society which are 

hierarchically ordered and whose members share similar 

values, interests and behavior" (Kotler, 1988, p. 177). 

In this study, social class was determined by education 

and occupation in accordance with the two-factor 

Hollingshead Index of Social Position (Hollingshead & 

Redlich, 1958). 

Assumptions and Limitations 

It was assumed that all participants possessed 

reading skills and answered the questions honestly. It 

was further assumed that definitions were interpreted 

similarly. 

The population of subjects was limited to persons 

whose names appeared on the purchased mailing list. The 

assumption was made that the selected sample adequately 

represented the population. Results may have been biased 

due to the voluntary nature of the saoapling process. 



CHAPTER II 

REVIEW OF LITERATURE 

This study was designed to identify references men 

use when shopping for personal apparel. Additionally, 

demographic, psychographic, and geographic profiles of 

men who use particular references were created that 

included such characteristics as social class, attitude 

toward shopping, clothing interest, cognitive dissonance, 

age, ethnic affiliation, occupation, household income, 

education, marital status or bachelor marketing group, 

and regional residence. 

Theoretical Framework 

Several theories have been proposed that attempt to 

explain situational behavior of individuals. Among these 

theories are those of social comparison and reference 

group. Although not developed specifically for an 

explanation of consumer product selection and purchase 

behavior, both lend direction to the prediction of the 

clothing selection process. 

Festinger (1950) theorized that people have a drive 

to evaluate their own opinions and sibilities and they 

accomplish this task through comparison with relevant 

others. The opinions and abilities of those "others" are 

used to evaluate one's own opinions and abilities. This 

comparison might take the form of information seeking, as 

14 
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in asking the advice of a relevant person, or social 

comparison of self with others, as in comparing one's own 

decisions with those of others (Festinger, 1954; Folkes & 

Kiesler, 1991). Festinger identified this idea as the "J 

social comparison theory (Festinger, 1950). He further 

stated that "an opinion, a belief, an attitude is 

'correct,' 'valid,' and 'proper' to the extent that it is 

anchored in a group of people with similar beliefs, 

opinions, and attitudes" (p. 272). Relevant others that 

the individual might use for comparison include family 

members, members of the peer group, co-workers, sales 

clerks, media personalities, or even an image projected 

through advertising (Midgley, 1983). 

A second theory that may explain clothing choice is 

that of reference group theory, which stresses the /̂ 

influence of a group of persons including family, 

friends, and work associates on behavior (Hyman, 1942). 

The reference group may be a group to which the person 

belongs, or a group to which he/she aspires to belong 

(Siegel & Siegel, 1957). These reference groups provide 

norms and values that influence group behavior, as well 

as standards of judgment. "In this narrow sense, the 

reference group has the function of helping to supply 

cognitive structure for the individual's 

uncertainties...The individual gains recognition and 

other rewards through becoming a good group member" 
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(Katz, 1960, p. 134). A chief characteristic of 

reference group theory is the individual's desire for ^ 

conformity to the group norms (Turner, 1956). <y^ 

Identification of particular reference groups and/or 

significant others and their extent of influence, which 

is the focus of the present research, can be incorporated 

into marketing and sales strategies. When this is done, 

retail organizations can utilize their marketing budget 

more efficiently (Mahatoo, 1985). A 

Psvchographic. Demographic and Geographic 

Characteristics 

A research approach to consumer behavior helps 

industry understand consumer needs, preferences and 

behaviors. Information gained through research can be 

used to create policies and procedures that best meet the 

needs of target consumers while producing a profit for 

the retail entity. Actual consumer activity defined by 

psychographic, demographic and geographic information 

allows the marketer to better predict how consumers will 

respond to the marketing mix—or conversely how the 

marketing mix can be altered to reach the target consumer 

(Engel et al., 1986; Kotler, 1988). Personal 

characteristics can further predict the types of 

information used for making apparel purchase decisions 

(Shim & Kotsiopulos, 1992). 
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Psychographics 

Psychographics are pieces of information that convey 

information about opinions, attitudes, beliefs, 

preferences, value systems, social habits and 

expectations (Albrecht & Bradford, 1990). Psychographics 

can give the marketer information concerning the 

consumers' decision-making process including information-

seeking behavior (Kotler, 1988). 

References 

Reference groups serve various functions that are of 

interest to the marketer. A reference group might affect 

socialization as well as facilitate particular behaviors 

and/or lifestyles of the individual. Additionally, 

individual referents or reference groups help develop and 

evaluate the individual's self-concept and influence his 

compliance with societal norms (Engel et al., 1986). 

When there is little physical reality to validate an 

opinion or belief, it is theorized that the individual 

will rely on information supplied by other referents when 

making a decision about his own opinion and beliefs 

(Festinger, 1950). This framework can be applied to the 

study of consumer purchase behavior (Folkes & Kiesler, 

1991). 

Burnkrant and Cousineau (1975) found that people 

perceived products more favorably after they had observed 

others evaluating the product favorably. In the retail 

L 
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setting, this finding lends support to endorsed 

advertising and to positive reactions of other consumers 

inside the store. These findings support the application 

of Festinger's (1950) social comparison theory to 

consumer behavior. 

Many studies have been conducted that attempt to 

explain the consumer behavior of particular population 

groups, including single adults, men, and career women. 

Each of these population groups are discussed separately 

below. 

Male Versus Female Consumers. In a study that 

examined specific references used for apparel purchase 

decisions, Byrd (1986) found that both male and female 

young, single adults were most influenced by clothing and 

window displays, newspaper and television advertisements, 

female and male friends, and mothers and sisters, 

respectively. This study found that subjects most often 

looked to individuals of their own sex for clothing 

information. Spears (1970) found that both male and 

female white adolescents used media sources and peer 

groups for clothing ideas more often than did black 

adolescents. 

In an attempt to identify sex differences, Byrd 

(1986) found that young, single males most often used 

media sources for apparel purchase information, while 

young, single females were more likely to use retail and 
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professional services for that information. (In this 

particular study, media sources included radio, 

television, and newspaper advertisements; retail services 

included window and clothing displays, fashion magazines, 

and general magazines; professional sources of 

information included fashion consultants, fashion shows, 

and books and videos on professional dressing.) 

Male Consumers. In a study assessing the purchase 

behavior of men, Midgley (1983) found that interpersonal 

sources of information such as that provided by a spouse 

or peer were used most often in making the decision to 

purchase a conspicuous and high (social) risk item such 

as a suit. Additionally, store personnel were used as a 

source of information more often than non-human referents 

such as advertising. Moschis (1976) found that male 

consumers were more likely to seek information from 

friends than from others with whom they had little in 

common. Arnold (1992) found that of those male consumers 

who did not select their own clothing, their wife, 

mother, or female friends were relied upon most often to 

do it for them. Similarly, a study conducted by the Wall 

Street Journal found that 61% of men responding reported 

that women exert a major influence on the amount of money 

spent on clothing ("Apparel Approval," 1985). However, 

Michman (1986) reported that the modern male consumer was 
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less willing to delegate the actual purchase of his 

clothing to women. 

Moore (1971), on the other hand, found that for 

adult male consumers, window displays were the most 

important source of ideas for purchasing particular 

clothing items. Wife, male and female friends, and 

television ranked next in importance for information 

sources concerning product selection. College males, 

however, have been found to use magazine references most 

often, followed by family or friends, store displays, 

salesmen, and finally girlfriends or wives ("Apparel 

and," 1969). In addition, a study conducted by Whirlpool 

and reported by Braus (1990) found that "men, 

particularly those aged 18-24, are most influenced by 

advertising" (p. 39) when making the decision to purchase 

a particular service. 

Female Consumers. Rabolt and Drake (1985) found 

that most informational influence on the career apparel 

of women came from female co-workers; however, approval 

was sought from male superiors. Stafford (1970) 

concluded that within informal female social groups, a 

conformity behavior with respect to brand preference 

existed. It was also found in Stafford's study that the 

brand preference of the group members was influenced by 

the brand preference of the group leader in a positive 

manner. Further, females were found to be influenced 
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more by these references than were males, and that both 

groups tended to use others of their own sex as reference 

persons. 

The aÔ ove findings are in accord with Festinger's 

(1954) original social comparison theory as well as 

Hyman's (1942) reference group theory, both of which held 

that individuals compare their own abilities and opinions 

with those of others who have or are imagined to have 

similar abilities and opinions. Both the spouse and the 

peer group would be selected as references based on 

commonalities with the individual. 

Social Class 

The social class system is a method of 

categorization in which individuals and families are 

hierarchically ordered into distinct groups in comparison 

with other individuals and families on the basis of 

similar values, lifestyles, interests, beliefs, 

attitudes, and behavior (Engel et al., 1986; Kollat et 

al., 1970; Myers, Stanton, & Haug, 1971). The class 

system is the social stratification system used most 

often in industrialized societies including the United 

States, and movement between the social classes is 

possible as individuals aspire to a higher societal goal 

(Engel et al., 1986). Martineau (1958) and Wasson (1969) 

suggested several years ago that social class would be a 

better descriptor for consumption patterns than would 
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income alone, as social class actually describes social 

position. After conducting research to identify social 

class, Hollingshead and Redlich (1958) concluded that the 

educational background of the head of the household was 

"probably a good single index to the general area of 

cultural and social values" (p. 390). However, other 

researchers believed occupation to be the best 

determinant of social class since it correlated strongly 

with one's life goals and lifestyle (Pineo & Porter, 

1967). Other determinants of social class that have been 

used include: income, type of dwelling, area of 

residence and possessions, personal performance, 

interactions, value orientations, and class consciousness 

(Gilbert & Kahl, 1982; Hollingshead & Redlich, 1958; 

Kahl, 1957; Warner, 1941). 

Shopping patterns and decision processes have been 

found to have a relationship to specific social class 

membership (Mayer, 1978), as do clothing selection 

(Schaninger, 1981) and fashion awareness (Rich & Jain, 

1968). Mayer (1978) concluded that "standards of taste, 

consumption aspirations, consumption rituals, shopping 

patterns, and decision processes are closely related to 

class membership" (p. 603). However, Good (1987) found 

no significant relationship between social class and 

intent to purchase discretionary services. Similarly, 

Myers et al. (1971) concluded that social class was 
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inferior to income in predicting buying behavior for 

products of lower visibility such as packaged goods 

including food products, household cleaning products, 

cosmetics, pet foods, and beverages. 

The greatest interest in fashion is generally found 

in the upper social classes. A probable reason for this 

is the high visibility of attire (Engel et al., 1986). 

Schaninger (1981) found that higher social classes tended 

to purchase a greater number of both expensive dresses 

and higher priced men's suits than did members of the 

lower classes. Additionally, Slocum and Mathews (1970) 

found that those in the upper classes had a more 

favorable attitude toward purchasing clothing items with 

credit. Findings of this study (Slocum & Mathews, 1970) 

revealed that use of credit cards for the sake of 

convenience (in lieu of cash or checks) was most 

prevalent in the upper class and decreased as social 

class neared the lower levels. Conversely, use of credit 

cards for installment payment of merchandise was more 

prevalent among the lower classes and decreased with the 

upper classes. 

Rich and Jain (1968) found that there was little 

difference in women's interest in fashion across the 

social classes, although women of the lower classes 

showed slightly less interest in keeping abreast of 

fashion trends than did women of the middle and upper 
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classes. This study also found that women in the upper 

and middle classes shopped more often than those of the 

lower class, although the upper class woman tended to 

spend less time shopping than did the other groups. 

Shopper Tvpe Category 

Levy (1981) identified female consumers according to 

demographics and attitudes toward shopping and defined 

shopper type categories in a National Retail Merchants 

Association publication ("Marketing—Sales," 1982). 

(Later, Thorpe and Avery (1984) used the scale developed 

by Levy (1981) in a study to identify specialty store 

shoppers.) The contemporary shopper was identified as 

one who viewed clothing as an important means of self-

expression. "These shoppers are aware of the latest 

fashion trends and wish to be among the first to be 

associated with them ("Marketing—Sales," 1982, p. 7). 

Thorpe and Avery (1984) found the contemporary shopper to 

be generally single, well educated, employed, under 35 

years of age and who enjoyed shopping. 

The conservative shopper was described as oriented 

toward functional apparel with a high regard for economy 

("Marketing—Sales," 1982). Thorpe and Avery (1984) 

found the conservative shopper to be one who was 

generally older, less well educated, and employed less 

often than the shoppers in the other categories, had a 

negative attitude toward shopping, purchased apparel on 
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the basis of need, quality, price, and durability and 

preferred to shop at home or at national chain and major 

local department stores. 

The classic/ traditionalist shopper was described as 

reluctant to adopt fashion changes since "they do not 

wish to appear different" ("Marketing—Sales," 1982, p. 

6). Thorpe and Avery (1984) found this shopper to be one 

who had met a "happy medium" between the other two 

classifications, slightly older than the conservative 

shopper, employed in a professional or managerial 

position, had a high family income and led an active 

lifestyle that demanded a diverse wardrobe. For this 

shopper, clothing was a means of expression. 

In attempting to identify shopping behavior of men 

in relation to a self-image/product-image construct. 

Shim, Kotsiopulos, and Knoll (1991) found that: 

those who were satisfied with their bodies and had 
favorable attitudes toward clothing were most prone 
to buy their clothes at particular stores and enjoy 
shopping, while those who were dissatisfied with 
their bodies and had negative attitudes toward 
clothing were least prone to shop at particular 
stores and to enjoy shopping, (p. 41) 

Clothing Interest 

Flugel (1929) proposed that some individuals gain 

extreme pleasure from their clothes or even from thinking 

about them. Sharpe (1963) developed a scale designed to 

empirically measure the level of clothing interest and 

importance possessed by an individual. The resultant 
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scale consisted of 14 statements which were determined to 

measure clothing interest and two facets of fashion 

importance (one from the prestige viewpoint, and one 

believed to measure importance in terms of ego 

satisfaction). 

Later, Gurel (1974) defined clothing interest as: 

the attitudes and beliefs about clothing, the 
knowledge of and attention paid to clothing, the 
concern and curiosity a person has about his/her own 
clothing and that of others. This interest may be 
manifested by an individual's practices in regard to 
clothing itself—the amount of time, energy, and 
money he/she is willing to spend on clothing; the 
degree to which he/she uses clothing in an 
experimental manner; and his/her awareness of 
fashion and what is new. (p. 12) 

Gurel and Gurel (1979) identified five factors as 

central components to clothing interest: (1) concern 

with personal appearance, (2) experimenting with 

appearance, (3) heightened awareness of clothes, (4) 

clothing as enhancement of security, and (5) clothing as 

enhancement of individuality. Subjects who scored highly 

on the first factor, concern with personal appearance, 

invested the most time and energy in their clothing and 

their personal appearance in those clothes. Those 

subjects who scored high on the second and fifth factors 

(experimenting with appearance and clothing as an 

enhancement of individuality) were found to enjoy 

experimenting with new styles or new looks that could be 

enhanced by clothing and the distinction that fashion 

made in personal appearance. Those who had a heightened 
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awareness of clothes (factor #3) had a special interest 

in clothes per se. Subjects who used clothing as an 

enhancement of security (factor #4) chose clothing to 

boost morale and increase self-confidence. 

In a study designed to relate interest or 

involvement with fashion to purchasing behavior, Tigert, 

Ring, and King (1975) found that the number of garments 

purchased as well as the prices paid for them increased 

as fashion involvement increased. It was found in this 

study that the group of highly involved consumers was 

relatively small, but they purchased clothing more often 

and accounted for a higher share of total clothing 

purchases than the greater number of low-involvement 

consumers. Additionally, Shim et al. (1991) found that 

male consumers with higher clothing interest tended to 

patronize certain stores. 

In studies designed to measure impression formation, 

both Paek (1986) and Bell (1991) found that persons with 

a high clothing interest rated strangers who were dressed 

in a conservative, formal, or daring manner more 

positively than they rated strangers more casually 

dressed. Bell (1991) found the subjects with higher 

clothing interest to rate the formally dressed male 

stranger most favorably. Those with less clothing 

interest rated a casually dressed male stranger more 

favorably. Paek (1986) found that a female stranger 
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dressed in a daring style of clothing was rated more 

favorably by subjects with high clothing interest. 

Studies concerning the clothing interest of men have 

found the level of clothing interest related to attitudes 

toward professionalism and clothing itself. Early 

studies found that college men believed being well 

dressed was important ("Apparel and," 1969). In a study 

by Adams (1971), a majority of men were found to regard 

appearance as important to one's job success. This study 

also revealed that this belief was more widely held with 

men more than 25 years of age. Men aged 25 to 35 were 

slightly more aware of fashion itself than were those in 

the other age groups. Similarly, Shim and Kotsiopulos 

(1991) found that big and tall males who were highly 

involved in their clothing purchase decisions believed 

that clothing was important for impression and career 

management. This group of male consumers also exhibited 

a high clothing interest. 

Cognitive Dissonance 

Cognitive dissonance theory predicts that people 

will increase the value of a chosen alternative and 

decrease the value of rejected alternatives. There is a 

need for consistency between the choice made and 

justification for that choice. Dissonance results when 

inconsistencies arise (Festinger, 1957; Raaij, 1991). In 

other words, the consximer will purchase a product and 
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learn of the specific attributes and consequences (both 

positive and negative) of that product choice. The 

consumer will then confront information about product 

alternatives not purchased that are in some ways 

superior. As a result, in order to reduce dissonance, 

the consumer seeks further positive information 

concerning the product purchased to better justify his or 

her choice (Bagozzi, 1991). 

Festinger (1957) suggested in the original theory 

development that people are motivated to reduce 

dissonance. This may occur through future additional 

pre-purchase information search, or through exchange of 

the selected item for a "better" alternative. In terms 

of apparel purchase, Kang-Park and DeLong (1991) 

concluded that those who are highly involved in the 

ready-to-wear search were more satisfied with their 

purchase because they put more effort into the selection 

process. 

Companies have made an attempt to reduce cognitive 

dissonance with their products by using advertising to 

differentiate products according to positive product 

attributes (O'Guinn & Faber, 1991). Bloch et al. (1986) 

found that consumers use advertising as well as special 

interest magazines, retail browsing and interpersonal 

discussions about product classes as vehicles for on

going information search. Payne (1982) further suggested 
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that people exercise a trade-off between error (the 

probability of a bad decision) and effort (cognitive 

capacity and time expenditure) in making the decision to 

purchase a particular product. 

Demographics 

Demographics are defined as data that create factual 

and numerical profiles of the various segments of 

customers (Albrecht & Bradford, 1990). Many marketing 

research efforts have used demographic information to 

create consumer profiles in an attempt to predict 

consumer behavior. 

Sex 

In a study that examined the relationship of sex and 

race to innovativeness and opinion leadership. Goldsmith, 

White, and Stith (1987) found that most white middle-

class males surveyed did not consider themselves opinion 

leaders in general or fashion opinion leaders. Female 

subjects considered themselves more innovative and 

fashion conscious than males, and females spent more 

money on appearance than did males. Similarly, Kwon and 

Drayton (1987) found that 

females were more concerned with dressing for social 

reasons, while males tended to place a lower degree of 

importance on clothing. Men have been found to be more 

concerned with store hours, sales personnel and billing 
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practices, while women were more concerned with service 

(Braus, 1990). 

Age 

In a study to identify reference usage, Chowdhary 

(1989) found that college-age consumers used market-

related references (such as displays, advertisements, 

catalogs, etc.), consumer-related references (such as 

peers, co-workers, friends, etc.), and neutral reference 

sources (media personalities) more often than did 

consumers over the age of 65. Tongren (1988) examined 

existing literature and found that older men and women 

were more likely to shop together, thereby possibly using 

references important to each person. 

A study conducted by People magazine and reported in 

Direct Marketing ("Male baby," 1984) found that male baby 

boomers (who, in this report, included those born between 

1947 and 1966) were less price conscious than non-

boomers. Additionally, it was determined that: 

seventy-four percent of male boomers look for 
products reflecting personal tastes/styles, as 
compared to 61% of non-boomers, and 34% of male 
boomers enjoy experimenting with new products, as 
compared to 28% of non-boomers... 19% of male 
boomers like to try new products "before my friends 
and neighbors do," as compared to 13% of older men; 
68% of male boomers are willing to pay extra for 
quality, compared to 62% of non-boomers, and male 
boomers show significantly less concentration on 
cost. (p. 51) 

Behling and Wilch (1988) found that older men were not 

influenced any more than younger men by the prestige 
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associated with a brand name. Ambry (1990) also reported 

that householders between the ages of 45 and 54 spent 42% 

more money on clothing than the average clothing 

expenditures of all persons. Persons under 25 years of 

age and those between 55 and 64 spent more money on men's 

apparel than did persons in the other age groups. 

Younger women have been found to shop more often 

than older women. When the two groups have been 

compared, older women have been found to be more 

concerned with service, company reputation, and building 

access when selecting a store (Braus, 1990; Rich & Jain, 

1968). Braus (1990) found that when selecting 

merchandise, the older consumer was more concerned about 

product warranty and political considerations (such as 

country of origin) than was the younger consumer. 

Ethnic Affiliation 

Ethnic affiliation (or subculture) was chosen as a 

variable to determine whether differences in references 

used and shopping behavior exhibited may be attributed to 

cultural differences. In the present study, ethnic 

affiliation referred specifically to the culture or 

ethnic group to which the subject most closely 

identified. Because of the cultural differences that 

exist in society, marketers can develop different 

strategies to address representative values of the 
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particular cultural groups they have chosen as target 

markets (Mahatoo, 1985). 

Research related to ethnic affiliation in relation 

to shopping patterns is limited. Studies addressing 

ethnic affiliation have restricted assessment to the 

variable of race (for example, Bullock, 1961; Glasser & 

Metzger, 1975; Petrof, 1968; Sexton, 1972). Researchers 

have, however, investigated consumer characteristics of 

various cultures. For example, studies conducted by 

Valencia (1985) and Deshpande, Hoyer, and Donthu (1986) 

have both shown that more attention should be focused on 

the values and norms exhibited by particular ethnic 

groups, rather than merely classifying persons by race. 

"Ethnicity" has several dimensions (Deshpande et 

al., 1986). "These include a sense of common descent 

extending beyond kinship, political solidarity vis-a-vis 

other groups, common customs, language, religion, 

values, morality and etiquette" (p. 214). Thus the 

ethnic affiliation of the consumer may affect consumer 

behavior (Hirschman, 1981). 

White Americans. Hirschman (1988) reported that 

identification with the White Anglo-Saxon Protestant 

(WASP) subculture was exhibited through two distinct 

apparel modes, functional and refined. Both were 

conservative and traditional in style, and neither were 

trendy or flashy. "Clothing is used to enhance the 
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body's activities or to convey a respect for social 

propriety" (p. 134). 

Goldsmith et al. (1987) found that based upon 

responses on an Attitudes, Interests, and Opinions Scale 

and a Fashion Opinion Leadership Scale, white men rated 

themselves and were rated (by other participants in the 

study) lower than black men in both categories. On the 

other hand, white females tended to be as innovative and 

possessed as much fashion leadership as black females. 

However, black females rated themselves higher than did 

white females on questions designed to measure self-

perception. 

Black Americans. Mahatoo (1985) reported that black 

Americans were "characterized by lower average annual 

incomes and lower average educational and occupational 

status" (p. 275). Stemlieb and Hughes (1988) suggested 

the reason for this characterization was probably because 

almost one-third of black American families, which 

comprised 12% of the American population, were headed by 

women, many of them dependent on social financial aid. 

The black consumer market contains over 31 million 

people who comprise a very diverse group (Waldrop, 

1990b). Much attention is focused on the low-income 

black families, but almost 13% of black families had 

incomes of $50,000 or more in 1988, up from eight percent 

in 1980. 
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Black consumers have been found to spend more money 

for clothing items than white consumers at all income 

levels (Bauer & Cunningham, 1970), to be more innovative 

than white consumers with respect to clothing (Sexton, 

1972), and more likely to purchase new fashions sooner 

than were white consumers (Goldsmith et al., 1987). 

However, it was found in a more recent study that 

although black consumers described themselves as more 

fashion conscious and innovative than did white 

consumers, black consumers were actually found to show 

little difference in actual fashion opinion leadership 

and innovativeness when compared with white female 

consumers (Goldsmith et al., 1987). 

In terms of references used. Spears (1970) found 

that black adolescents used media sources and peer groups 

for clothing ideas less often than did white adolescents. 

The black subjects in this study were more likely to use 

family members as references. 

Hispanic Americans. Results of research conducted 

by Saegert, Hoover, and Higler (1985) disputed the 

stereotype of brand loyalty among Mexican-American 

consumers (who comprise 60% of the U.S. Hispanic 

population). However, Mexican-Americans were found to be 

price conscious and to patronize familiar stores. 

Mahatoo (1985) reported 

(Hispanic Americans) tended to differ in a few 
significant ways from mainstream American culture. 
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Strong family ties and a patriarchal dominance as 
well as a proud heritage of traditions and values 
characterize Hispanics. The "macho man" is very 
much a reality. As a cohesive group that is proud 
of its traditions and values, Hispanics are likely 
to change slowly. (Mahatoo, 1985, p. 275) 

Asian Americans. The Asian-American market is one 

of the fastest growing markets in the United States. 

This ethnic group is more affluent and more educated, on 

the average, than any other racial or ethnic group in 

this country, including whites (O'Hare, 1990). 

In a study that examined shopping behavior of 

members of the Chinese culture living in Los Angeles, 

California, Ownbey (1991) found this group was generally 

confident in purchase decisions. Ownbey (1991) also 

assessed shopping behavior of Chinese-Americans and found 

that they were generally not impulse shoppers and were 

not particularly brand loyal. 

Household Income 

Waldrop (1990b) reported that 46% of American 

households (about 43 million people) were categorized 

into the lower income bracket (earning less than $25,000 

per year). This group was generally comprised of the 

youngest and the oldest householders in the United 

States. Further, one-half of the people in this group 

had annual incomes below $13,000. Mid-scale households, 

with annual incomes between $25,000 and $50,000 accounted 

for one-third of all households. Almost 80% of 
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householders in this group head a family, compared with 

only 60% of those in the lower-income group. The 

remaining 20% of householders were in the upscale income 

group. Most of these people were between the ages of 30 

and 60, and 94% of them had families of four or more 

persons. 

Combined income and social class information has 

been concluded to be most effective for classifying 

shoppers of highly visible products such as clothing 

(Mahatoo, 1985). Schaninger (1981) found that the 

combination of income and social class was superior for 

segmenting female markets for make-up and clothing 

purchases. 

Rabolt and Drake (1985) found that as income of 

professional women increased to the $30,000 point, the 

influence of people outside the workplace was important 

in clothing purchase decisions. However, as income rose 

over the $30,000 level, the influence from those outside 

the workplace decreased. 

Marital Status 

Adams (1971) found that married men spent less time 

shopping for a particular suit to purchase than did 

single men. Additionally, findings confirm that single 

men returned more merchandise for refund or exchange than 

did married men. Interestingly, it was revealed through 
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this study that few married men reported that their wives 

influenced their selection of a suit. 

The bachelor marketing group identified the 

classification of bachelorhood: never married, single 

living with significant female other, divorced, or 

widowed. Cutler (1989) reported that 25% of American men 

over the age of 18 were not married. Of these 21 million 

bachelors, 74% had never married, 19% were divorced and 

seven percent were widowed. 

Studies conducted by Esguire and Gentleman's 

Ouarterly magazines and reported by Cutler (1989) 

revealed that men who had never been married were 

concerned with their appearance and liked to take tips 

from women regarding their selection of apparel. The 

divorced group were generally not accustomed to 

purchasing their own apparel and only 35% used mail order 

services and tried new products, compared with 42% of all 

bachelors. Most widowers were retired and continued to 

use familiar products and brands. Further, only 14% of 

today's widowers admitted making impulse purchases. 

Geographies 

In an attempt to create a consumer profile, the 

present study sought to identify references used in 

various United States regions and in varying sizes of 

cities in which male consumers live. Past research has 

found that in terms of references used, men living in 
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urban areas relied more heavily on media advertising for 

product information than did men living in rural areas 

(Moore, 1971). In a study designed to assess quality 

perceptions and store preferences of rural women. Walker, 

Summers, and Wozniak (1991) found that those who valued 

quality preferred to shop in department and specialty 

stores, while those who valued price preferred to 

purchase apparel in discount stores. 

Shopping Behavior 

Men have been found to be more impatient when 

shopping than women (Tobolski, 1988), and as a result 

they seek items packaged to speed access and minimize 

confusion. It has been suggested that men desire 

guidance in selecting items for a working wardrobe and 

are reluctant to enter stores with elaborate 

architectural and/or interior design ("J. Riggins," 

1987) . 

Younger men (those born after World War II) have 

been found to be less price conscious and more 

experimental with product selection than older males 

("Male Baby," 1984). This group was willing to pay more 

for quality and showed significantly less concentration 

on price than older men born before World War II ("GQ's 

Man," 1988; "Male Baby," 1984). Single males less than 

40 years of age were more likely to be in-home shoppers 
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than males who are more than 40 years of age (Darian, 

1987). 

In an attempt to profile male consumers. Shim et al. 

(1991) found a relationship between annual wardrobe 

expenditure and self-image/product-image congruity; men 

with a positive self-image and a relatively high interest 

in clothing spent more money on clothing annually than 

did men with a negative self-image and a relatively low 

interest in clothing. Holstius and Paltschick (1983) 

found that consumers in general were willing to pay 

higher prices for a designer label, however, in a later 

study, Behling and Wilch (1988) found the same to be 

untrue of male consumers. In looking at shopping 

patterns, Adams (1971) found that when compared to single 

men, more married men preferred to pay cash for a suit. 

In an effort to profile apparel shopping patronage. 

Shim and Kotsiopulos (1992) found that women who 

preferred to shop in discount stores were generally 

motivated by economic factors such as sales promotions 

and pricing. These consumers were found to be less 

interested in fashion, variety, quality or appearance 

management than the consumers who preferred to shop in 

specialty stores, department stores, or through catalogs. 

The female specialty store consumer group "tends to 

identify with brand names and to be concerned with 

fashion statements, appearance management and grooming" 
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(p. 55), while the female department store shopper was 

generally found to be a mall shopper and to be a young, 

single adult. The female catalog shopper preferred 

catalog shopping above all other options, and tended to 

be less fashion conscious. 

Gronhaug and Trapp (1988) found through a random 

sample of subjects that a store such as Marshall Fields 

was perceived as being patronized by upper and upper 

middle class people, while a store such as K-Mart was 

perceived as being a store for the lower classes. 

Implications of this study indicated that consumers 

associate particular brands and particular services with 

specific classes of people. Blackwell and Talarzyk 

(1983) found that people in the lower class tended to 

shop in local stores characterized by friendly service 

and credit availability. The middle classes tended to 

patronize discount stores, and upper middle class 

consumers seemed to be confident in venturing into 

unfamiliar stores. 

Wellan (1960), Burns (1966), and Adams (1971) found 

the majority of the men in their surveys preferred to 

purchase clothing in men's specialty shops. The 

remainder of men surveyed preferred purchasing clothing 

in department stores. According to the American Male 

Opinion Index conducted for Gentleman's Ouarterly 

magazine, 47% of all men surveyed shop in specialty chain 
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Stores for sportswear, and 36% reported purchasing 

business suits at department stores ("Upfront," 1991). A 

study conducted by Impact Resources and reported by Braus 

(1990) revealed that 32% of male affluent shoppers "cite 

service as a reason for choosing where to shop" (p. 39). 

Use of credit cards has been found to differ with 

social class. Mathews and Slocum (1970) found that 

subjects of the lower class were apt to purchase more 

expensive items with their charge cards than were 

subjects of the other classes. Those who use a credit 

card primarily for the installment benefit (generally 

those from the middle and lower middle classes) tended to 

have a more favorable attitude toward credit and use 

their charge cards more often than those of the upper 

classes. Similarly, Shim and Kotsiopulos (1992) found 

that social class "appears to be important in predicting 

confident, brand conscious, catalog-oriented shoppers, 

credit users, and less economically concerned shoppers" 

(p. 56). 

Summary 

Identification of references used for apparel 

selection and shopping habits of groups with various 

demographic and/or psychographic commonalities will 

assist marketers in reaching their target market more 

efficiently (Thorpe & Avery, 1984). Careful examination 

of such variables as age, ethnic affiliation. 
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occupational group, economic position and social class in 

relation to apparel selection decisions and 

identification of how, when, and where male consumers 

shop will be valuable in the modem over-stored market 

place 

where proper store and product positioning are imperative 

to retail success (Blueweiss, 1989; Engel et al., 1986). 

Clothing purchase decisions have been analyzed 

according to various psychographic and demographic 

characteristics. Additionally, clothing purchase 

behavior in relation to references used has been 

reported. It is the intent of this paper to both 

identify references used and to create a profile of the 

male consumers who use those various references. 



CHAPTER III 

METHODOLOGY 

The survey research method used in this study 

provided descriptive and analytical data. The results 

helped to identify the references used by adult American 

males in the selection of apparel items in relation to 

certain demographic, psychographic and geographic 

characteristics. Additionally, descriptive information 

concerning shopping behavior of adult American men was 

acquired and used in data analysis. 

Sample 

A random sample of 800 subjects was drawn from a 

list of 5000 male consumers purchased from National 

Demographics and Lifestyles (NDL) in New York, New York. 

The database from which the sample was drawn contained a 

list of 13.7 million male consumers who had voluntarily 

completed and returned detailed customer questionnaires 

requesting information relative to individual and 

household lifestyles, hobbies, and demographics. The 

names purchased for this study consisted of a national 

random sample of adult males representing a variety of 

income ranges, ethnic backgrounds, occupations, and 

educational backgrounds from the NDL database. The 

database is updated biweekly. 

44 
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Research Instrument 

The research instrument consisted of a mail 

questionnaire. Questions were constructed to gather 

information pertinent to the hypotheses and objectives of 

the study. A review of the literature revealed 

information pertaining to each of the research hypotheses 

and objectives. 

Two pilot studies of the questionnaire were 

conducted by the researcher in order to refine the 

instrument. Initial questions were formulated based upon 

a thorough review of the literature and evaluated for 

content and face validity by a committee of academicians 

in the areas of clothing, textiles and merchandising; 

marketing; human development and family studies; and 

environmental design. Following revisions, the 

questionnaire was pilot tested with five male university 

faculty members not associated with the study. These 

faculty members represented business administration, home 

economics, engineering, and the Texas Tech University 

Research Foundation. Following the pilot study, 

questions were revised or changed to clarify and refine 

the instrument. 

A second pilot study was conducted among 30 male 

friends and acquaintances of the researcher for content 

and procedure clarification. A cover letter and a 

Questionnaire Evaluation Form were included with the 
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instrxment. Respondents were instructed to first read 

the Questionnaire Evaluation Form, then fill out the 

questionnaire, and finally to provide critical reaction 

to the questionnaire. A copy of the cover letter, the 

Questionnaire Evaluation Form, and the pilot 

questionnaire are found in Appendix A. 

Of the 30 males selected for the second phase of the 

Pilot Study, 21 subjects (70%) returned completed 

questionnaires. No follow-up procedure was administered. 

Comments on the Questionnaire Evaluation Form indicated 

the cover letter motivated participation in the study, 

the questionnaire was easy to fill out, and the sections 

of the instrument were in an appropriate order. Problems 

associated with the (questionnaire included difficulty in 

estimating annual clothing expenditure and occupational 

categorization. The average time taken to complete the 

questionnaire was 9.83 minutes (range - 30 minutes to 5 

minutes). 

Modifications for Final Instrument 

After the second pilot study was completed, the 

dissertation committee recommended the following changes, 

which were incorporated: 

(a) The Clothing Interest Scale developed by the 

researcher was replaced with a previously 

tested scale. An abbreviated version of the 

Clothing Interest Scale developed by Sharpe 
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(1963) and used by other researchers including 

Paek (1986) and Bell (1991) was chosen. 

(b) A psychographic characteristic identified as 

"Attitude Toward Shopping" was replaced by 

"Shopper Type Category" (Levy 1981; Thorpe & 

Avery, 1984). 

(c) The answer choices on the Occupation question 

were altered so participants could identify 

their job title in the "Professional" or "Self-

employed" categories. Subjects were given the 

option of writing in their job title beside 

"Other" if their job did not seem to fit into 

any listed category. 

(d) Four questions were eliminated to shorten and 

refine the instrument. 

The final version of the questionnaire was not reviewed 

through pilot study. 

Final Instrument 

The final research instrument was printed on front 

and back of six pages assembled in booklet form (Appendix 

B), similar to guidelines described by Dillman (1978). 

The booklet measured 6.5 inches by 8.5 inches and was 

printed on white 10-pound paper. The front cover 

included a title for the instrument ("The Modern Man: 

Attitudes and Opinions About Shopping"), a graphic 

illustration of several shopping bags, and the name of 
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the research University. The questions were designed to 

ascertain references used in apparel purchase decisions, 

as well as psychographic, demographic and geographic 

information, and shopping behavior. The back cover of 

the instrument contained the final question and the 

address of the research university. 

References Used in Apparel Purchase Decisions were 

determined with the Reference Identification Scale 

developed by the researcher. Subjects were asked to 

identify how often they ask for the opinion of identified 

personal references or seek information from non-personal 

references both before and after making the decision to 

purchase clothing items. 

The psychographic characteristics identified 

included: (a) Clothing Interest, (b) Shopper Type 

Category, (c) Cognitive Dissonance, and (d) Social Class. 

The clothing interest scale developed by Sharpe (1963) 

and used in other studies, including Paek (1986) and Bell 

(1991), was incorporated into this questionnaire. The 

six questions selected from the original scale were those 

selected by Bell (1991). Four of the statements related 

to clothing activities which Sharpe (1963) described as 

showing clothing interest or lack of clothing interest. 

Sharpe tested the validity and reliability of the 

instrument, obtaining an adjusted split-half reliability 

coefficient of .89. 
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Shopper Type Category was identified by answers to 

questions originally developed by Walter K. Levy 

Associates of New York in a study to identify customer 

and non-customer profiles for specialty stores (Levy, 

1981)• A modified version was used for a similar purpose 

by Thorpe and Avery (1984). Only one portion of the 

modified version of the original instrument was used in 

the present research, which was that of identifying 

Customer Type Categories. This scale consisted of 15 

questions involving shopper viewpoints. Table 3.1 

presents the statements used to identify Contemporary, 

Conservative, and Classic/ Traditionalist Customer Types. 

Cognitive Dissonance was determined by responses to 

two statements and two questions concerning whether the 

subject selects his own clothing to purchase, and 

satisfaction with those choices. These questions were 

developed by the researcher. 

Social Class was measured using the Hollingshead 

Index of Social Position or ISP (Hollingshead & Redlich, 

1958). The two-element weighted ISP index has been used 

widely in research designed to ascertain social class 

(Good, 1987; Hawkins, Best, & Cong, 1983). Components 

used in the scale include Occupation (with a weight of 7) 

and Education (with a weight of 4). The ISP formula is: 

ISP Score = Occupation Score x 7 

+ Educational Score x 4. 
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Table 3.1 

Statements Used to Determine Contemporary, Conservative 
and Classic/Traditionalist Customer Types 

Shopper Viewpoints Question 
Number 

Contemporarv Shopper 

I get bored with clothes if I keep them too long. 10 

I have a reputation as a pacesetter since I am 
usually the first to wear new fashions. 11 

I like to experiment with my clothes since I 
want to look unique. 13 

My lifestyle is such that I require a diverse 
wardrobe. 18 

I like to put together my own look without help 
from salespeople. 20 

I am aware of the current fashion trends. 22 

Conservative Shopper 

Generally, good value in clothes is more important 
to me than fashion. 9 

I feel uncomfortable in stores that are always 
changing things around. 14 

I do not require many dressy clothes. 15 

I prefer stores that have fashion merchandise at 
affordable prices. 17 

Fashion change forces a customer to buy new clothes. 19 

I generally buy fashion looks only after I see them 
being worn in public. 21 
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Table 3.1, Continued 

Shopper Viewpoints Question 
Number 

Classic/Traditionalist Shopper 

Suits are the most important part of my wardrobe. 12 

I favor classic or traditional looks which won't 
go out of fashion in a few seasons. 16 

I tend to pay more to buy clothes that I will wear 
for years. 23 
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Specific numerical values were assigned according to 

weights developed by Hollingshead and Redlich (1958). 

The values assigned in the original ISP are presented in 

Table 3.2. 

The ISP scale was revised slightly to accommodate 

this study and reflect modern terminology. The version 

of the scale used in the present study is presented in 

Table 3.3 and Table 3.4 presents the social class 

assignment based on ISP scores. 

The demographic characteristics identified in the 

survey were contained in Part IV of the questionnaire. 

They included: (a) Ethnic Affiliation, (b) Age, (c) 

Marital Status or Bachelor Marketing Group, (d) Combined 

Household Income, (e) Occupation, and (f) Education. 

Geographic characteristics identified were also 

contained in Part IV of the questionnaire. These 

characteristics included state of residence, which was, 

during data analysis, collapsed into region of residence 

as identified by the U.S. Census Bureau (Table 3.5). The 

size of the area in which the respondent lived was also 

ascertained. 

Finally, shopping behavior was determined through an 

assessment of where, why, and how often men shop, whether 

clothing was purchased on impulse, and how much money was 

spent annually on apparel. Shopping behavior was 

measured by the degree of agreement with statements 
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Table 3.2 

Hollingshead Index of Social Position (ISP) 

Occupation Scale (weight of 7) 
Description Score 

Executives and Proprietors of Large Concerns 
and Major Professionals 1 

Managers and Proprietors of Medium-Sized Businesses 
and Lesser Professionals 2 

Administrative Personnel of Large Concerns, 
Owners of Small Independent Businesses and 
Semiprofessionals 3 

Owners of Little Businesses, Clerical and Sales 

Workers, and Technicians 4 

Skilled Workers 5 

Semiskilled Workers 6 

Unskilled Workers 7 

Education Scale (weight of 4) 
Description Score 

Graduate Professional Training 1 

Standard College or University Graduation 2 

Partial College Training 3 

High School Graduation 4 

Partial High School 5 

Junior High School 6 

Less Than Seven Years of School 7 

Source: Hollingshead and Redlich (1958). 
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Table 3.3 

Hollingshead Index of Social Position (ISP) 
Modified for Present Research 

Description 
Occupation Scale (weight of 7) 

Higher Executive of a Large Concern 

Professional 

Administrative 

Clerical or Sales 

Self-employed 

Technician 

Skilled Workers 

Unskilled Workers 

Score 

1 

2 

3 

4 

5 

6 

7 

8 

Description 
Education Scale (weight of 4) 

Score 

Graduate Degree 

Undergraduate Degree 

Some College 

Vocational Degree 

High School Diploma 

Some High School 

Seven to Nine Years of School 

Less Than Seven Years of School 

1 

2 

3 

4 

5 

6 

7 

8 



55 

Table 3.4 

Hollingshead Index of Social Position 
Social Class Assignment 

Range of % Population 
Social Strata Scores Breakdown 

Upper 11-17 3% 

Upper Middle 18-31 8% 

Middle 32 - 47 22% 

Lower Middle 48-63 46% 

Lower 64 - 77 21% 

Source: Good (1987) 
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Table 3.5 

Summary of Bureau of Census Regions 

Region States Included 

New England 

Middle Atlantic 

South Atlantic 

East North Central 

East South Central 

West North Central 

West South Central 

Mountain 

Pacific 

ME, NH, VT, MA, RI, CT 

NY, PA, NJ, DE 

WV, MD, DC, VA, NC, SC, GA, FL 

WI, IL, MI, IN, OH 

KY, TN, MS, AL 

ND, SD, MN, NE, KS, lA, MO 

TX, OK, AR, LA 

NV, ID, MT, WY, UT, AZ, CO, NM 

OR, WA, CA, AK, HI 

Source: U.S. Department of Commerce (1992). 
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related to decisions made in the marketplace, as well as 

identification of the frequency of shopping, method of 

payment, and type of store most often patronized. 

Procedure 

A modified version of the Total Design Method of 

Mail Surveys described by Dillman (1978) was used to 

gather data for this study. The six-page questionnaire 

and a self-addressed, business reply envelope, along with 

a cover letter assuring anonymity and thanking the 

subject for participation was mailed to each subject in 

the sample using first class postage. A green or yellow 

self-stick note with the handwritten message, "I would 

really appreciate your help!" in blue ink was attached to 

each letter. A three-digit identification number was 

assigned to each questionnaire to allow removal of 

respondents' names from the mailing list upon return of 

the questionnaire. This technique was explained in the 

cover letter to reassure the respondent of anonymity. 

Following a two-week interval, individuals who had 

not responded were sent a second copy of the 

questionnaire, a return envelope and follow-up letter. 

Three and one-half weeks later, a third copy of the 

questionnaire, a self-addressed, stamped envelope, and 

cover letter were sent to those subjects who had not 

responded to the study. Appendix C contains copies of 

each of the three cover letters. 



58 

Statistical Analvsis of Data 

The five hypotheses, four research questions, 

statistical tests for each, and the source of data from 

the Attitudes and Opinions Toward Shopping questionnaire 

for each hypothesis is presented below. Table 3.6 

provides a description of variables and the levels of 

each. 

Hypothesis 1 

Male consumers seek the opinions of their wife or 

girlfriend more often than other personal references both 

before and after they select and/or purchase apparel 

items. 

The methods of analysis were: Mean, Standard 

Deviation, One-way ANOVA, Tukey test. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II on the questionnaire: 

Before: Q-2 Wife/Girlfriend; 

After: 

Q-1, Q-3, Q-4, Q-5, 

Q-6, Q-7, Q-8, Q-9, 

Q-10, & Q-11 

Q-13 

Q-12, Q-14, Q-15, 

Other Personal 

References; 

Wife/Girlfriend; 
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Table 3.6 

Description of Variables and Variable Levels 

Variable Levels 

Personal References Mother 
Girlfriend/Wi fe 
Sister or Other Female 
Feunily Members 

Female Co-workers 
Other Female Friends 
Female Sales Associates 
Father 
Brother or Other Male 
Family Members 

Male Co-workers 
Other Male Friends 
Male Sales Associates 

Non-personal References 

Advertisements 

Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television 

Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & 
Videos 

Female References Mother 
Wife/Girlfriend 
Sister or Other Female 

Family Member 
Female Co-workers 
Other Female Friends 
Female Sales Associates 

Male References Father 
Brother or Other Male 
Family Members 

Male Co-workers 
Other Male Friends 
Male Sales Associates 
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Table 3.6, Continued 

Variable Levels 

References Extrinsic to the 
Retail Store 

Advertisements 

References Intrinsic to the 
Retail Store 

Clothing Interest 

Shopper Type Category 

Cognitive Dissonance 

Social Class 

Ethnic Affiliation 

Age 

Marital Status 

Significant 

Fashion Magazines 
Catalogs 
Television 

Billboard Advertisements 
Newspaper Advertisements 
Television Programs & 
Videos 

Store Display 
Sales Associates 

(Not Applicable) 

Contemporary 
Conservative 
Classic/Traditionalist 

High 
Low 

Upper 
Upper Middle 
Middle 
Lower Middle 
Lower 

White 
Black 
Oriental 
Other 

(Not Applicable) 

Single, Never Married 
Previously Married or 
Living With 

Female Other 
Married 

Combined Household Income (Not Applicable) 
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Table 3.6, Continued 

Variable Levels 

Region of Residence New England 
Mid-Atlantic 
South Atlantic 
East North Central 
East South Central 
West North Central 
West South Central 
Mountain 
Pacific 

Size of City Rural 
Small Town 
Medium Size City 
Large City 
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Q-16, Q-17, Q-18, 

Q-19, Q-20, Q-21, 

Q-2 2 

Other Personal 

References. 

Hypothesis 2 

Male consumers seek the opinion of female personal 

references more often than male personal references both 

before and after they select and/or purchase apparel 

items. 

The methods of analysis were: Mean, Standard 

Deviation, and One-way ANOVA. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II on the questionnaire: 

Before: Q-1, Q-2, Q-3, Q-4, 

Q-5, Q-6 

Q-7, Q-8, Q-9, Q-10 

Q-11 

After: Q-12, Q-13, Q-14, 

Q-15, Q-16, Q-17 

Q-18, Q-19, Q-20, 

Q-21, Q-22 

Female References 

Male References; 

Female References 

Male References. 

Hypothesis 3 

Male consumers seek ideas for particular items to 

purchase from personal references more often than from 

non-personal references. 
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The methods of analysis were: Mean, Standard 

Deviation, One-way ANOVA, and Tukey test. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II on the questionnaire: 

Q-1 through Q-11 Personal References; 

Q-23 through Q-30 Non-personal 

References. 

Hypothesis 4 

Male consumers seek ideas for the purchase of 

particular apparel items from references extrinsic to the 

retail store more often than from references intrinsic to 

the retail store. 

The methods of analysis were: Mean, Standard 

Deviation, One-way ANOVA and Tukey test. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II on the questionnaire: 

Q-23 through Q-28 and Q-30 Extrinsic to the 

Store; 

Q-7, Q-11, and Q-29 Intrinsic to the 

Store. 



64 

Hypothesis 5 

Male consumers purchase items they see featured in 

reference sources extrinsic to the retail store more 

often than they purchase items featured in or by 

references intrinsic to the retail store. 

The methods of analysis were: Mean, Standard 

Deviation, One-way ANOVA and Tukey test. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part III on the questionnaire: 

Q-12 through Q-16 Extrinsic to the 

Store; 

Q-11, and Q-17 Intrinsic to the 

Store. 

The references analyzed in the research questions 

were grouped to simplify analysis procedures. The 

personal references used to gather ideas for apparel 

purchase are labeled "Before" and the personal references 

used for approval of clothing purchase choices are 

labeled "After." For the non-personal references, those 

consulted for ideas for items to purchase are labeled 

"Before," while those that affect actual purchase 

behavior are labeled "Purchase" since they are not 

consulted after the sale. 
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Research Question 1 

Which references used by male consumers in clothing 

selection ("Before") and purchase ("After" or "Purchase") 

can be predicted by the following psychographic 

characteristics: (a) social class, (b) clothing 

interest, (c) shopper type category, and (d) level of 

cognitive dissonance? 

The methods of analysis were: One-way ANOVA, 

Pearson Product Moment Correlations. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II (or other parts as 

indicated) on the questionnaire: 

Before: Q-1, Q-2, Q-3, Q-4, 

Q-5, Q-6 

Q-7, Q-8, Q-9, Q-10 

Q-11 

After: Q-12, Q-13, Q-14, 

Q-15, Q-16, Q-17 

Q-18, Q-19, Q-20, 

Q-21, Q-22 

Before: Q-1 through Q-11 

Q-23 through Q-30 

Female References, 

Male References; 

Female References, 

Male References; 

Personal References, 

Non-personal 

References; 

After: Q-12 through Q-22 Personal References; 
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Purchase: Q-ll through Q-17 

(Part III) 

Q-12 through Q-16 

Q-11 and Q-17 

Q-7 and Q-8 (Part IV) 

Q-9 through Q-23 (Part I) 

Q-1 through Q-6 (Part I) 

Q-7 and Q-8 (Part I); Q-18 

and Q-20 (Part III) 

Non-personal 

References, 

Extrinsic to the 

Store, 

Intrinsic to the 

Store, 

Social Class, 

Shopper Type 

Category, 

Clothing Interest, 

Cognitive 

Dissonance. 

Research Question 2 

Which references used by male consumers in clothing 

selection ("Before") and purchase ("After" or "Purchase") 

can be predicted by the following demographic 

characteristics: (a) marital status, (b) age, (c) income 

and (d) ethnic affiliation? 

The methods of analysis were: One-way ANOVA, 

Scheffe test, Pearson Product Moment Correlations. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II (or other parts as 

indicated) on the questionnaire: 
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Before: Q-1, Q-2, Q-3, Q-4, 

Q-5, Q-6 

Q-7, Q-8, Q-9, Q-10 

Q-11 

After: Q-12, Q-13, Q-14, 

Q-15, Q-16, Q-17 

Q-18, Q-19, Q-20, 

Q-21, Q-22 

Before: Q-1 through Q-11 

Q-23 through Q-30 

After: Q-12 through Q-22 

Purchase: Q-11 through Q-17 

(Part III) 

Q-12 through Q-16 

Q-11 and Q-17 

Q-1 (Part IV) 

Q-2 (Part IV) 

Q-3 (Part IV) 

Q-4 (Part IV) 

Female References, 

Male References; 

Female References, 

Male References; 

Personal References, 

Non-personal 

References; 

Personal References; 

Non-personal 

References , 

Extrinsic to the 

Store, 

Intrinsic to the 

Store, 

Ethnic Affiliation, 

Age, 

Marital Status, 

Income. 

Research Question 3 

Which references used by male consumers in clothing 

selection ("Before") and purchase ("After" or "Purchase") 

can be predicted by the following geographic 
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characteristics: (a) region of residence and (b) size of 

the city in which the respondent lives? 

The methods of analysis were: One-way ANOVA, 

Scheff^ test. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II (or other parts as 

indicated) on the questionnaire: 

Before: Q-1, Q-2, Q-3, Q-4, 

Q-5, Q-6 

Q-7, Q-8, Q-9, Q-10 

Q-11 

After: Q-12, Q-13, Q-14, 

Q-15, Q-16, Q-17 

Q-18, Q-19, Q-20, 

Q-21, Q-22 

Before: Q-1 through Q-11 

Q-23 through Q-30 

After: Q-12 through Q-22 

Purchase: Q-11 through Q-17 

(Part III) 

Q-12 through Q-16 

Q-11 and Q-17 

Female References, 

Male References; 

Female References, 

Male References; 

Personal References, 

Non-personal 

References; 

Personal References; 

Non-personal 

References, 

Extrinsic to the 

Store, 

Intrinsic to the 

Store, 



Q-6 (Part IV) 

Q-5 (Part IV) 
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Region of Residence, 

Size of City. 

Research Question 4 

Which references used by male consumers in clothing 

selection ("Before") and purchase ("After" or "Purchase") 

can be predicted by the following shopping behavior 

variables: (a) method of payment, (b) where shopping is 

done, (c) level of impulsiveness, (d) amount of money 

spent for clothing annually, (e) frequency of shopping, 

(f) store selection, and (g) store type frequented? 

The methods of analysis were: One-way ANOVA, 

Scheff6 test, Tukey test, Pearson Product Moment 

Correlations. 

Data to be Utilized 

The data to be tested were taken from responses to 

the following items from Part II (or other parts as 

indicated) on the questionnaire: 

Before: Q-1, Q-2, Q-3, Q-4, 

Q-5, Q-6 

Q-7, Q-8, Q-9, Q-10 

Q-11 

After: Q-12, Q-13, Q-14, 

Q-15, Q-16, Q-17 

Q-18, Q-19, Q-20, 

Q-21, Q-22 

Female References, 

Male References; 

Female References, 

Male References; 
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Before: Q-1 through Q-11 

Q-23 through Q-30 

After: Q-12 through Q-22 

Purchase: Q-11 through Q-17 

(Part III) 

Q-12 through Q-16 

Q-11 and Q-17 

Q-1 through Q-4 (Part III) 

Q-5, Q-6, Q-7,and Q-10 

(Part III) 

Q-8 and Q-9 (Part III) 

Q-19 (Part III) 

Q-21 (Part III) 

Q-22 (Part III) 

Q-23 (Part III) 

Personal References, 

Non-personal 

References; 

Personal References; 

Non-personal 

References, 

Extrinsic to the 

Store, 

Intrinsic to the 

Store, 

Type of Store, 

Impulsiveness, 

Store Selection, 

Shopping Frequency, 

Method of Payment, 

Amount Spent on 

Clothing Each Year, 

Where Shopping is 

Done. 



CHAPTER IV 

RESULTS 

The primary purpose of this study was to identify 

references men use in selecting apparel for themselves. 

Additionally, profiles of male consumers based on 

references used, demographics, psychographics, 

geographies and shopping behaviors were created. To 

ascertain this information, a survey was completed by a 

national random sample of male consumers (Appendix A). 

Portions of the instrument were adapted from previous 

studies (Hollingshead & Redlich, 1958; Levy, 1981; 

Sharpe, 1963; Thorpe & Avery, 1984). In addition, a 

Reference Identification Scale was developed by the 

researcher. 

Two pilot studies were conducted to test the 

questionnaire. The first pilot study was conducted with 

five male faculty members at a research university. The 

second pilot study consisted of a mail survey of 30 

friends and acquaintances of the researcher. The final 

questionnaire elicited information from survey 

participants regarding references used for clothing 

selection and purchase, clothing interest, shopping 

behavior, and other psychographic, demographic, and 

geographic information. 

71 
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Description of the Sample 

Questionnaires were mailed to a random sample of 800 

male consumers. Twenty-one undeliveraible surveys were 

returned to the researcher and those names were 

subsequently removed from the mailing list, reducing the 

sample size to 779 consumers. Of the 779 delivered 

surveys, 457 (58.7%) were returned to the researcher, of 

which 440 (56.0%) were usable. 

Table 4.1 provides an overview of the sample in 

terms of demographic and geographic characteristics, as 

well as the psychographic characteristic, social class. 

Survey participants ranged in age from 19 to 86 years 

with a mean age of 47.7, and a median age of 45. The 

greatest number of participants were represented by the 

30 to 49 age group (39.1%) followed by those age 50 to 69 

(33.2%). 

Three-fourths (75%) of the survey respondents were 

married, 8.0% had been previously married, and 13.9% 

reported they were single, never married. Over 90% of 

the respondents identified their ethnic affiliation as 

white, and 52.5% reported a before tax income between 

$20,000 and $59,999. Twenty-seven percent of the 

respondents described their occupation as professional, 

and 72.5% attended at least some college with 23.4% of 

those consumers having obtained a graduate degree. Of 

those respondents who answered both the income and 
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Variable % 

Age 
19 
30 
40 
50 
60 
70 
No 

- 29 
- 39 
- 49 
- 59 
- 69 
+ 
response 
Total 

Marital Status 

68 
89 
83 
73 
73 
46 
8 

440 

15.3 
20.2 
18.9 
16.6 
16.6 
10.2 
1.8 

99.6% 

Single, Never Married 
Single, Divorced 
Single, Widowed 
Single, Living With 

Significant Female Other 
Married 
No response 

Total 

Ethnic Affiliation 

White 
Black/African American 
Hispanic/Mexican American 
Oriental/Asian American 
Other 
No response 

Total 

Combined Household Income 

$0 - $19,999 
$20,000 - $39,999 
$40,000 - $59,999 
$60,000 - $79,999 
$80,000 - $99,999 
$100,000 + 
No response 

Total 

61 
28 
7 

9 
330 
5 

440 

400 
11 
12 
11 
2 
4 

440 

48 
108 
123 
64 
31 
39 
27 

440 

13.9 
6.4 
1.6 

2.0 
75.0 
1.1 

100.0% 

90.9 
2.5 
2.7 
2.5 
0.5 
0.9 

100.0% 

10.9 
24.5 
28 
14 
7 
8 
6 

0 
5 
0 
9 
1 

99.9% 
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Table 4.1 Continued 

Variable n % 

Occupation 

Higher Executive of a Large 
Concern 

Professional 
Administrative 
Clerical or Sales 
Self-Employed 
Technician 
Skilled Manual Employee 
Unskilled Manual Employee 
Other 
No response 
Total 

Education 

Graduate Degree 
Undergraduate Degree 
Some College 
Vocational Degree 
High School Diploma 
Some High School 
Seven to Nine Years of School 
Less Than Seven Years of 

School 
No response 
Total 

Region of Residence 

New England 
Mid-Atlantic 
South Atlantic 
East North Central 
East South Central 
West North Central 
West South Central 
Mountain 
Pacific 
No response 
Total 

19 
118 
71 
46 
25 
51 
62 
16 
29 
3 

440 

103 
109 
107 
28 
75 
9 
3 

1 
5 

440 

17 
77 
76 
89 
20 
37 
48 
25 
51 
0 

440 

4.3 
26.8 
16.1 
10.5 
5.7 
11.6 
14.1 
3.6 
6.6 
0.7 

100.0% 

23.4 
24.8 
24.3 
6.4 
17.0 
2.0 
0.7 

0.2 
1.1 

99.9% 

3.9 
17.5 
17.3 
20.2 
4.5 
8.4 
10.9 
5.7 
11.6 

0 
100.0% 
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Table 4.1 Continued 

Variable n % 

Size of Citv 

Rural 
Small Town 
Medium Size City 
Large City 
No response 
Total 

Social Class 

Upper 
Upper Middle 
Middle 
Lower Middle 
Lower 
No response 
Total 

72 
139 
142 
83 
4 

440 

14 
170 
179 
38 
5 

34 
440 

16.4 
31.6 
32.3 
18.9 
0.9 

100.1% 

3.2 
38.6 
40.7 
8.6 
1.1 
7.7 

99.9% 
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education questions, 40.7% were classified as middle 

class, while 41.8% comprised the two upper classes, and 

9.7% comprised the two lower classes. 

Twenty percent of the respondents lived in the East 

North Central region, and 17% lived in both the Mid-

Atlantic and South Atlantic regions. Almost two-thirds 

of the sample judged the area in which they lived to be 

either a small town or medium-sized city. 

When the demographic information supplied by the 

respondents was compared to that provided by the U.S. 

Bureau of the Census (1991), it was determined that the 

survey sample was generally more educated, older, and had 

a higher average income than the general population of 

the United States. It was also found that a greater 

percentage of the survey respondents were white, while 

other ethnic groups were underrepresented when compared 

to U.S. Bureau of the Census statistics. Further the 

sample had a proportionally larger number of married 

people than those in the U.S. population. When region of 

residence was compared, there were slightly more persons 

representing the Pacific, New England, and East South 

Central regions, and slightly less in the Mid-Atlantic, 

East North Central, and West North Central regions in the 

survey sample than in the population distribution (U.S. 

Department of Commerce, 1991; U.S. Department of 

Commerce, 1992). The differences between the survey 
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sample and the general population are recognized as 

limitations of the study. 

Data were also compared according to response waves. 

Surveys returned after the first mailing were labeled 

"Wave #1," those returned from the second mailing, "Wave 

#2," and those returned after the third mailing were 

labeled "Wave #3." Analysis revealed no evidence that 

late respondents differed from early respondents on age, 

marital status, income, occupation, or education. 

Neither did they differ on usage of personal and non-

personal references used to obtain ideas concerning 

clothing styles to purchase. 

Instrument Scales 

Reference Identification Scale 

Using the Reference Identification Scale (RIS), 

participants responded to questions concerning references 

used both before and after making an apparel purchase and 

frequency of purchases for specific items featured in 

various reference sources. These groups of references 

are identified in various tables by the words "before," 

"after," or "purchase" in parentheses, as appropriate. 

To assess personal references used, subjects 

indicated frequency of opinions sought by eleven 

different individuals or groups of individuals. 

Responses were indicated on a 5-point rating scale with 

5 = "Always" and 1 = "Never." A Cronbach's alpha of .84 
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was calculated for Personal References Used Before Making 

the Clothing Purchase and a Cronbach's alpha of .89 was 

calculated for Personal References Used After the 

Clothing Purchase was made. Table 4.2 indicates the 

number of responses as well as mean and median responses 

for each personal reference, both while the subject 

formulated an idea concerning what to purchase (before), 

and after the purchase was made (after). The varying 

number of responses in each category is due to subjects' 

option to choose to respond to each category or to select 

"Not Applicable" as an answer for any category. 

Non-personal references were assessed in the same 

manner as were personal references. Subjects were asked 

to indicate how frequently they used the non-personal 

references both while gathering ideas about what to 

purchase (before) and by indicating how frequently they 

actually purchased items they saw featured in various 

places (purchase). Responses were, again, given on a 5-

point rating scale with 5 = "Always" and 1 = "Never." 

The Cronbach's alpha calculated for the Non-personal 

References (before) Scale was .78 and for the Non-

personal References (purchase) Scale, .78. The mean and 

median responses to each of the Non-personal References 

are presented in Table 4.3. 

Extrinsic References consisted of those Non-personal 

References that are outside of the physical retail 
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Table 4.2 

Personal References Used in Apparel Selection 

Reference ji M Mdn. 

Before: 

Mother 
Girlfriend/Wife 
Sister or Other Female Family 
Female Co-workers 
Other Female Friends 
Female Sales Associate 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associate 

After: 

Mother 
Girlfriend/Wife 
Sister or Other Female Family 
Female Co-workers 
Other Female Friends 
Female Sales Associate 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associate 

258 
384 
282 
294 
310 
324 
253 
283 
314 
329 
356 

258 
380 
290 
298 
319 
321 
256 
299 
321 
338 
344 

1.4 
3.6 
1.6 
1.4 
1.5 
1.9 
1.2 
1.5 
1.5 
1.6 
2.1 

1.7 
3.7 
1.8 
1.5 
1.5 
1.5 
1.4 
1.6 
1.5 
1.7 
1.6 

1.0 
4.0 
1.0 
1.0 
1.0 
2.0 
1.0 
1.0 
1.0 
1.0 
2.0 

1.0 
4.0 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 
1.0 
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Table 4.3 

Non-personal References Used in Apparel Selection 

Reference M Mdn. 

Before: 

Fashion Magazines 
Catalogs 
Non-fashion Oriented Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs and Videos 

After: 

Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Store Displays 
Television Programs and Videos 

1 . 8 
2 . 8 
1 . 9 
2 . 2 
1 . 7 
2 . 7 
3 . 3 
2 . 2 

2 . 4 
2 . 7 
2 . 0 
1 . 6 
2 . 8 
2 . 0 

1 . 0 
3 . 0 
1 . 0 
2 . 0 
1 . 0 
3 . 0 
3 . 5 
2 . 0 

2 . 0 
3 . 0 
2 . 0 
1 . 0 
3 . 0 
2 . 0 

n = 402 



81 

setting. All of the references in this category are also 

included in the Non-personal category. As with the other 

reference groups, responses were given on a 5-point 

rating scale with 5 == "Always" and 1 = "Never." This 

variable was also divided into two categories. Extrinsic 

References (before) were those extrinsic references used 

while the male consumer formed ideas about which clothing 

items to purchase. Extrinsic References (purchase) were 

those extrinsic references in which the respondents 

indicated they had purchased clothing items after having 

seen them featured (as in a newspaper advertisement). 

The Cronbach's alpha calculated for the Extrinsic 

References (before) scale was .78, and for the Extrinsic 

References (purchase) scale, .80. The mean and median 

responses for both groups of extrinsic references are 

presented in Table 4.4. 

Intrinsic References consisted of both Personal and 

Non-personal References that are a part of the physical 

retail setting. As with the other reference groups, 

responses were given on a 5-point rating scale with 5 = 

"Always" and 1 = "Never." This variable was also divided 

into two categories. Intrinsic References (before) were 

those intrinsic references used while the male consumer 

formed ideas about which clothing items to purchase. 

Intrinsic References (purchase) were those intrinsic 

references in which the respondents indicated they had 
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Table 4.4 

Extrinsic References Used in Apparel Selection 

Reference M Mdn. 

Before: 

Fashion Magazines 
Catalogs 
Non-fashion Oriented Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Television Programs and Videos 

Purchase: 

Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Television Programs and Videos 

n = 402 

1 . 8 
2 . 8 
1 . 9 
2 . 2 
1 . 7 
2 . 7 
2 . 2 

2 . 4 
2 . 7 
2 . 0 
1 . 6 
2 . 0 

1 . 0 
3 . 0 
1 . 0 
2 . 0 
1 . 0 
3 . 0 
2 . 0 

2 . 0 
3 . 0 
2 . 0 
1 . 0 
2 . 0 
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purchased clothing items after having seen them featured 

(as in a store display). There were three references 

included in the Intrinsic References (before) scale, and 

two references in the Intrinsic References (purchase) 

scale. The low numbers of references in each of these 

scales is recognized as a limitation of the study. 

The Cronbach's alpha calculated for the Intrinsic 

References (before) scale was .63 and for the Intrinsic 

References (purchase) scale, .37. The mean and median 

responses are presented in Table 4.5. 

Clothing Interest 

Clothing Interest was measured with a modified 

version of the Clothing Interest Scale developed by 

Sharpe (1963). This scale consisted of six statements, 

of which subjects indicated agreement on a 5-point rating 

scale with 5 = "Strongly Agree" and 1 = "Strongly 

Disagree." When originally tested by Sharpe, this scale 

obtained an adjusted split-half reliability coefficient 

of .90. In the present study, a Cronbach's alpha of .74 

was obtained. Table 4.6 lists each question in the scale 

and the mean responses of the present sample. 

Social Class 

Social class was determined by a weighted formula 

developed by Hollingshead and Redlich (1958). 

Respondents were asked to indicate their occupation and 
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Table 4.5 

Intrinsic References Used in Apparel Selection 

Reference M Mdn. 

Before: 

Female Sales Associates 1.9 2.0 
Male Sales Associates 2.1 2.0 
Store Displays 3.3 3.5 

Purchase: 

Sales Associates 2.3 2.0 
Store Displays 2.8 3.0 



85 

Table 4.6 

Clothing Interest Measurement 

Statement Mean Rating 

I try to keep my wardrobe in line with the 
current style. 3.0 

I like to be considered one of the best 

dressed in a group. 3.0 

People talk too much about clothes.* 3.3 

Clothing is so attractive to me that I would 
like to spend more on it than I should. 2.2 
I skip the fashion ads in the newspapers 
or magazines.* 3.5 
I have no interest in keeping up with the 
current style.* 2.8 

* These statements were reverse scored. 
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the highest level of education achieved. Each of the 

categories in the occupation and education scales was 

assigned a "score" in the formula. The occupation 

"score" was then given a weight of seven, and the 

education "score" was given a weight of four. The two 

figures were then added together and assigned a social 

class category according to a scale developed in the 

original study. The proportion of the survey sample 

assigned to each social class category was presented in 

Table 4.1. 

Shopper Type Category 

Shopper Type Category was measured by responses to 

15 statements in which subjects were asked to indicate 

agreement on a 5-point rating scale, with 5 = "Strongly 

Agree" and 1 = "Strongly Disagree." A list of the 

statements that fall into each of the three categories 

according to Levy (1981) (Contemporary, Conservative, 

Classic/Traditionalist) is found in Table 3.2 in Chapter 

III of this document. Levy (1981) and Thorpe and Avery 

(1984) used this scale to categorize female shoppers and 

non-shoppers of specialty stores with a weighting system 

based on responses to each of the statements to score 

this variable. In the present study, a preliminary step 

to this analysis was to conduct a factor analysis with 

varimax rotation to determine whether three distinct 

categories existed for this sample group since male 
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consumers, rather than female consumers, were being 

tested. The factor analysis produced only one distinct 

category, the "Contemporary" category. This category was 

very strong, especially after the statement "I like to 

put together my own look without help from sales 

associates" was removed from analysis. Since more than 

one definitive factor could not be identified, this 

variable was eliminated from the study. (Tables D.l 

through D.4 are presented in Appendix D to show 

correlations between the individual statements and 

references used.) 

Cognitive Dissonance 

Cognitive Dissonance was measured by analysis of 

responses to two statements and two questions. The 

statements, "I want someone else to select the clothes I 

purchase" and "I am generally satisfied with the clothes 

I select for myself" were answered on a 5-point rating 

scale, with 5 = "Strongly Agree" and 1 = "Strongly 

Disagree." For analysis, the second statement above was 

reverse scored. Additionally, respondents were asked how 

many items selected and purchased during the past year 

had been returned to the store for a refund or exchange. 

Answer choices ranged from 1 = "None" to 5 = "16 or 

more." Finally, subjects were asked if they were 

comfortable making their own decisions about personal 

clothing purchases. An answer of "yes" indicated low 
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dissonance and an answer of "no" indicated high 

dissonance. The range was from a high of 12 to a low of 

four. Using Cronbach's alpha, the reliability 

coefficient for this scale was .35. Therefore, this 

variable was dropped from analysis since the scale did 

not measure the level of cognitive dissonance exhibited 

by male consumers in this sample. 

Impulsiveness 

The impulsiveness scale was designed to measure the 

tendency toward impulsive purchase behavior. Originally, 

this scale consisted of four statements to which 

respondents indicated agreement on a 5-point rating scale 

where 5 = "Strongly Agree" and 1 = "Strongly Disagree." 

These four statements were: 

I usually have an idea of what I am going to buy 

before I go shopping.* 

When I see a garment I like in a store window, I go 

in and buy it. 

I make the decision to purchase particular clothes 

after I am inside the store. 

I make the decision to purchase particular clothes 

before I ever go into the store.* 

Statements identified with an asterisk (*) were reverse 

scored. 

During data analysis, it was decided to eliminate 

the second statement above in order to increase the 
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reliability of the scale. The Cronbach's alpha computed 

for the original scale was .49, while the alpha for the 

revised scale was .61. This is recognized as a 

limitation of the study. 

Shopping Behavior 

In addition to Impulsiveness, other aspects of 

shopping behavior examined included frequency of apparel 

purchased from different Types of Stores, Characteristics 

of Store Selection, Shopping Frequency, most frequent 

Method of Payment, Amount of Money Spent for clothing 

each year, and whether respondents usually purchase 

clothing in the city in which they live (Where Shopping 

is Done). 

The type of store from which shopping was done was 

scored on a 5-point rating scale with 5 = "Always" and 

1 - "Never." Respondents were asked to respond to each 

store type category. Mean and median scores are 

presented in Table 4.7. 

Store selection was measured with two statements: 

"I buy clothes in stores with good sales-clerk 

assistance" and "The store's reputation or image 

influences my shopping for clothes there." Both of these 

items were scored on a 5-point rating scale with 5 = 

"Strongly Agree" and 1 = "Strongly Disagree." The mean 

response for the first statement was 2.9 and for the 

second statement, 3.1. 
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Table 4.7 

Mean and Median Responses Concerning Frequency 
of Apparel Purchase From Different Store Types 

Store Type M Mdn. 

Department Store 3.4 4.0 

Men's Specialty Store 3.0 3.0 

Discount Store 2.6 3.0 

Catalog 2.4 2.0 

n = 385 
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When questioned about how often subjects shop for 

clothing (Shopping Frequency), 48% indicated they shop 

less than once every two months, while 36.4% indicated 

they shop either once a month (18.2%) or once every other 

month (18.2%). The frequency and percentage of responses 

to each questionnaire item are presented in Tcible 4.8. 

Respondents were also asked to respond about method 

of payment for clothing purchases. The greatest number 

of subjects, 49.1%, indicated they pay with cash or a 

check, while 29.3% use a bank charge card (i.e.. 

Mastercard or Visa) and 11.4% use a store charge account 

or store charge card. Sixty-three percent of the 

respondents indicated that they usually shop in the city 

where they reside, while 30.2% usually shop out of town. 

Finally, respondents were asked how much money they 

spend on clothing for themselves annually. Answers 

ranged from $45 to $6000 with a mean of $823 and a median 

of $500 per year. Forty-six percent of the subjects who 

responded to this question (n - 173) indicated they spend 

between $300 and $900 on clothing for themselves each 

year. 

Analvsis of Hypotheses 

Five hypotheses were proposed for the study. In 

addition, four research questions were addressed. Data 

were statistically analyzed for application to the 

specific hypotheses and research questions of the study. 
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Table 4.8 

Frequency of Shopping 

Frequency of Shopping n % 

More Than Once a Week 

Once a Week 

Two-Three Times a Month 

Once a Month 

Once Every Other Month 

Less Than Once Every Two Months 

No response 

n = 411 

0 

7 

33 

8 0 

8 0 

211 

2 9 

0 

1 . 6 

7 . 5 

1 8 . 2 

1 8 . 2 

4 8 . 0 

6 . 6 
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The coded data were input into a computer system 

utilizing the Statistical Package for the Social Sciences 

(SPSS). With all statistical procedures used in the 

present study, a probability level of .05 or less was 

considered significant. 

Means, standard deviations, and one-way analysis of 

variance (ANOVA) were used for analyses of Hypotheses 1 

through 5. The mean and standard deviation allowed 

comparison of variables using measures of central 

tendency. The ANOVA was used to compare two or more 

groups to determine whether a significant difference 

existed between mean scores of the groups being compared. 

A significant difference would indicate the two 

populations probably do not have the same mean (Huck et 

al., 1974). When post hoc tests were required to 

determine which groups possessed different means, the 

Scheffe test or the Tukey test was used. The Scheffe is 

the more conservative of the two, so this test was 

preferred. However, the means of the various groups 

being compared were sometimes very close together, so the 

Tukey test was used in some cases. 

Pearson Product Moment Correlations and repeated 

measures one-way analyses of variance were used for 

analysis of the various components of the four research 

questions. The correlation procedure was used for 

situations involving continuous variables, while ANOVA 
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was used for variables containing categorical data. Post 

hoc comparisons were made by the Scheffe or the Tukey 

test when more than two groups were compared and when a 

significant F ratio was obtained. 

Hypothesis 1 

Male consumers seek the opinions of their wife or 

girlfriend more often than other personal references 

both before and after they select and/or purchase 

apparel items. 

Hypothesis 1 was analyzed by frequency distribution 

and the central tendency measures of mean and standard 

deviation. The one-way ANOVA was used to determine 

significant differences between the means of the various 

references used. The ANOVA procedure shows that a 

difference exists between the group means being tested, 

but it does not distinguish which of the groups are 

significantly different from each other. The post hoc 

test used to determine whether means within the groups 

were significantly different in this hypothesis was the 

Tukey test. 

Data used to measure this hypothesis were obtained 

from the Reference Identification Scale (Part II, 

Questions 1 - 22). Table 4.2, which was presented 

earlier in this chapter, shows the central tendency 

statistics related to references used before and after 

the clothing purchase. Table 4.9 shows the analysis of 
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Table 4.9 

Summary of One-Way ANOVA for References Used in Seeking 
Opinions of Others While Formulating Opinions About 

Which Clothing Items To Purchase 

Source SS df MS 

References Used, 
Before 667.70 

Within Groups 

Total 

1129.75 

1797.45 

10 

1870 

1880 

66.77 

.60 

110.52* 

References Used, 
After 706.43 

Within Groups 

Total 

1125.39 

1831.82 

10 

2030 

2040 

70.64 

.55 

127.43* 

* p<0.0001 
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variance results for references used both before and 

after the clothing purchase. 

Data analysis indicated that male consumers do seek 

the opinions of certain personal references more often 

than other personal references, both before and after 

they select (F[10, 1870]=110.52, p<0.0001) and/or 

purchase (F[10, 1030]=127.43, p<0.0001) apparel items. 

Mean values for the wife/girlfriend reference were 3.3 

(before) and 3.4 (after). The Tukey test indicated these 

means were significantly higher than the means of the 

other references tested (p<0.05). Therefore, Hypothesis 1 

was accepted. 

Following the wife/girlfriend reference, sales 

associates in the store were identified as the reference 

used most often for forming ideas before the purchase 

(p<0.05). After the purchase was made a sister or other 

female family member was identified as the most 

frequently sought reference following wife/girlfriend 

(p<0.05). Tables 4.10 and 4.11 illustrate the central 

tendency statistics and Tukey analysis for each reference 

group. 

Hypothesis 2 

Male consumers seek the opinion of female personal 

references more often than male personal references 

both before and after they select and/or purchase 

apparel items. 
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Table 4.10 

Summary Statistics and Tukey Analysis of References Used 
in Seeking Opinions Before Making the Decision 

To Purchase Clothing Items 

Reference M SD 

Mother 

Wife/Girlfriend 

Sister or Other Female 
Family Member 

Female Co-workers 

Other Female Friends 

Female Sales Associates 

Father 

Brother or Other Male 
Family Member 

Male Co-workers 

Other Male Friends 

Male Sales Associates 

1 . 2 6 ' 

3.34** 

1 . 5 4 ' 

1 .41' '^ 

1 . 5 4 ' 

1.87** 

1 . 1 9 ' 

1 . 4 4 ' - ' 

1 . 4 3 ' ' 

1 . 5 9 ' 

1.96** 

. 6 5 

1 . 3 2 

. 9 2 

. 8 6 

. 9 4 

1 . 0 7 

. 5 5 

. 8 7 

. 7 9 

. 9 6 

1 . 0 5 

n = 188 

Means with different superscripts are significantly 
different at the 0.05 level. 
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Table 4.11 

Summary Statistics and Tukey Analysis of References Used 
In Seeking Opinions After Making A Clothing Purchase 

Reference M SD 

Mother 

Wife/Girlfriend 

Sister or Other Female Family 
Member 

Female Co-workers 

Other Female Friends 

Female Sales Associates 

Father 

Brother or Other Male Family 
Member 

Male Co-workers 

Other Male Friends 

Male Sales Associates 

1 . 6 1 

3.43** 

1 . 6 7 ' 

1 . 4 8 ' - ' 

1 . 5 1 ' ' ' 

1 . 4 3 ' ' ' 

1 . 2 8 ' 

1 . 5 4 ' 

1.47'"' 

1 . 6 2 ' 

1 . 5 0 ' ' ' 

. 9 8 

1 . 4 0 

1 . 0 7 

. 8 7 

. 8 5 

. 8 4 

. 6 6 

. 9 4 

. 8 3 

. 9 2 

. 8 9 

n = 204 

Means with different superscripts are significantly 
different at the 0.05 level. 
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To facilitate analysis of Hypothesis 2, personal 

references were collapsed into four variables: Female 

References Used Before Apparel Purchase, Male References 

Used Before Apparel Purchase, Female References Used 

After Apparel Purchase, and Male References Used After 

Apparel Purchase. Data analysis consisted of 

measurements of central tendency (mean and standard 

deviation), and one-way ANOVAs which were employed in 

order to determine whether significant differences 

existed between each of the two groups (Male and Female 

References Before, and Male and Female References After). 

Data used to measure this hypothesis were obtained 

from the Reference Identification Scale (Part II, 

Questions 1 - 22). Tables 4.12 and 4.13 illustrate the 

results of the ANOVA analyses and the central tendency 

statistics, respectively. 

Data analysis revealed that male consumers do seek 

the opinions of female references more often than the 

opinions of male references, both before (F[l, 359]= 

113.82, p<0.0001) and after (F[l, 349]=128.67, p<0.0001) 

making a clothing purchase. As was shown previously, 

male consumers seek the opinions of their wife or 

girlfriend most often. Therefore, Hypothesis 2 was 

accepted. 
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Table 4.12 

Summary of One-Way ANOVA of Male and Female References 
Used Before and After a Clothing Purchase 

is Made 

Source SS df MS 

Sex of 
References 

Within Groups 

Total 

* p<0.0001 

36.02 

70.36 

106.38 

1 

349 

350 

Before: 

Sex of 

References 27.65 1 27.65 113.82* 

Within Groups 87.20 357 .24 

Total 114.85 360 

After: 

36.02 128.67* 

.20 
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Table 4.13 

Summary Statistics of Male and Female References Used 
in Seeking Opinions Before and After Making the 

Decision to Purchase Clothing Items 

Reference Group M SD 

Before: 

Female References 2.09 .83 

Male References 1.70 .76 

After; 

Female References 2.10 .91 

Male References 1.64 .84 

n = 350 
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Hypothesis 3 

Male consumers seek ideas for particular items to 

purchase from personal references more often than 

from non-personal references. 

To analyze Hypothesis 3, the personal references 

identified as those consulted before a clothing purchase 

was made were condensed into one variable, identified as 

Personal References (before). The references included in 

this variable consisted of all male and female references 

listed in the RIS. The second variable analyzed in this 

hypothesis. Non-personal References (before), was 

measured by grouping responses to all questions in the 

RIS involving non-personal references consulted while 

gathering ideas about which styles, colors, and brands of 

clothing to purchase. Included in this second variable 

were fashion magazines; catalogs; magazines that are not 

fashion-oriented; television, billboard, and newspaper 

advertisements for clothing items; store displays; and 

television programs and videos. 

Data analysis consisted of measurements of central 

tendency (mean and standard deviation) and one-way ANOVA. 

The Tukey test was used to determine significant 

differences between individual references within the 

reference groups. Data used to measure this hypothesis 

were obtained from the Reference Identification Scale 

(Part II, Questions 1 - 11 and 23 - 30). 
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As illustrated in Tables 4.14 and 4.15, male 

consumers do not seek the opinions of personal references 

more often than non-personal references when getting 

ideas for clothing items to purchase. Non-personal 

references (M = 2.36) are sought significantly more often 

than personal references (M = 2.08) at the (p<0.0001) 

level. Therefore, Hypothesis 3 was rejected. 

When non-personal references were analyzed 

separately utilizing a one-way analysis of variance, it 

was determined that a significant difference existed 

between individual items in this reference group (F[7, 

2702]=149.53, p<0.0001) as shown in Table 4.16. Through 

use of the Tukey test, store displays were found to be 

the non-personal reference used most often, followed by 

catalogs and newspaper advertisements (Table 4.17). 

Hypothesis 4 

Male consumers seek ideas for the purchase of 

particular apparel items from references extrinsic 

to the retail store more often than from references 

intrinsic to the retail store. 

Hypothesis 4 was analyzed by the central tendency 

measures, mean and standard deviation. The one-way ANOVA 

was used to determine significant differences between the 

means of the two variables being analyzed Extrinsic 

References used while getting ideas about which clothing 

items to purchase (before) and Intrinsic References used 
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Table 4.14 

Summary of One-Way ANOVA of Personal and Non-personal 
References Used in Seeking Ideas for Clothing 

Items to Purchase 

Source SS df MS 

Personal/ 
Non-personal 

Within Groups 

Total 

16.09 

207.48 

223.57 

402 

403 

16.09 

.52 

31.17* 

* p<0.0001 
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Table 4.15 

Summary Statistics of Personal and Non-personal 
References Used in Seeking Ideas for Clothing 

Items to Purchase 

Reference Group M SD 

Personal 2.08 .912 

Non-personal 2.36 .748 

n = 403 
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Table 4.16 

Summary of One-Way ANOVA of Non-personal References 
Used in Seeking Ideas for Clothing 

Items to Purchase 

Source SS df MS 

Non-personal 
References 

Within Groups 

Total 

836.22 

2158.65 

2994.87 

2702 

2709 

119.46 149.53* 

.80 

* p<0.0001 



107 

Table 4.17 

Summary Statistics and Tukey Analysis of Non-personal 
References Used in Seeking Ideas for Making 

An Apparel Purchase 

Non-personal Reference M SD 

Fashion Magazines 1.8' 1.05 

Catalogs 2.8** 1.12 

Non-fashion-Oriented Magazines 1.9' 1.05 

Television Advertisements 2.2' 1.08 

Billboard Advertisements 1.7' .91 

Newspaper Advertisements 2.6** 1.15 

Store Displays of Clothing Items 3.3** 1.10 

Television Programs and Videos 2.2' 1.13 

n = 387 

Means with different superscripts are significantly 
different at the 0.05 level. 
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While getting ideas about which clothing items to 

purchase (before). The Tukey test was conducted as a 

post hoc procedure to determine whether the individual 

means of the reference groups differed from each other. 

Data used to measure this hypothesis were obtained 

from the Reference Identification Scale. Extrinsic 

References (before) were listed in the Attitudes and 

Opinions Toward Shopping Survey in Part II, Questions 23 

through 28 and 30, and Intrinsic References were listed 

in Part II, Questions 6, 11 and 29. 

Statistical analysis indicated that male consumers 

do not use Extrinsic References more often than Intrinsic 

References when getting ideas for clothing items to 

purchase (Table 4.18). Intrinsic References, especially 

store displays, were used significantly more often than 

references extrinsic to the retail store (F[l, 401]= 

52.00, p<0.0001). Therefore, Hypothesis 4 was rejected. 

The analysis of variance for each of the two 

variables is presented in Table 4.19 and the central 

tendency statistics for Intrinsic (before) and Extrinsic 

(before) variables are presented in Table 4.20. Central 

tendency statistics and Tukey analysis for the two 

variable scales are found in Table 4.21. 

Hypothesis 5 

Male consximers purchase items they see featured in 

reference sources extrinsic to the retail store more 
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Table 4.18 

Summary of One-Way ANOVA of Extrinsic and Intrinsic 
References Used to Get Ideas For Clothing Selection 

Source SS df MS 

Extrinsic/Intrinsic 
Reference 25.25 25.25 52.00* 

Within Groups 194.70 401 .49 

Total 219.95 371 

* p<0.0001 
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Table 4.19 

Summary of One-Way ANOVA of Intrinsic and Extrinsic 
References Used in Seeking Ideas for Clothing 

Items to Purchase 

Source SS df MS 

Intrinsic 
References 

Within Groups 

Total 

Extrinsic 
References 

Within Groups 

Total 

* p<0.0001 

361.83 

459.50 

821.33 

418.58 

1765.42 

2184.00 

2 

634 

636 

6 

2328 

2334 

180.92 249.62* 

.72 

69.76 91.99* 

.76 
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Table 4.20 

Summary Statistics of Extrinsic and Intrinsic References 
Used to Get Ideas For Clothing Purchase 

Reference M SD 

Extrinsic 2.2 .74 

Intrinsic 2.5 .93 

n = 402 
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Table 4.21 

Summary Statistics and Tukey Analysis for Intrinsic and 
Extrinsic References Used to Get Ideas 

For Clothing Selection 

Reference M SD 

Intrinsic References 
Store Displays 3.31** 1.09 
Female Sales Associate 1.92' 1.04 
Male Sales Associate 2.10' 1.07 

** Extrinsic References 
Fashion Magazines 1.75' 1.05 
Catalog 2.79** 1.12 
Non-fashion-Oriented Magazines 1.86' 1.04 
Television Advertisements 2.17' 1.07 
Billboard Advertisements 1.73' .91 
Newspaper Advertisements 2.65** 1.15 
Television Programs and Videos 2.18' 1.13 

* n = 318 ** n = 389 

Means with different superscripts are significantly 
different at the 0.05 level. 
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Often than they purchase items featured in or by 

references intrinsic to the retail store. 

Hypothesis 5 was analyzed by the central tendency 

measures, mean and standard deviation. The one-way ANOVA 

was used to determine significant differences between the 

means of the two variables being analyzed. Extrinsic 

References (purchase) and Intrinsic References 

(purchase). Post hoc analysis was computed with the 

Tukey test. 

Data used to measure this hypothesis were obtained 

from the Reference Identification Scale. Both the 

extrinsic and intrinsic references were listed in Part 

III, Questions 5 through 10 in the survey instrument. 

Respondents were asked how often they purchased clothing 

items for themselves they saw featured in each of the 

references in the extrinsic/intrinsic group. 

When actual purchase behavior was examined, 

statistical analysis revealed that extrinsic references 

were used more often than intrinsic references (F[l, 

389]=95.50, p<0.0001), as shown in Tables 4.22 and 4.23. 

Therefore, Hypothesis 5 was accepted. 

When the means of the individual extrinsic variables 

were compared, data analysis indicated a significant 

difference between the means of the references included 

in this variable (Table 4.24). The catalog was 

determined to be the extrinsic reference used most often 
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Table 4.22 

Summary of One-Way ANOVA of Extrinsic and Intrinsic 
References Used by Male Consumers in 

Actual Purchase Behavior 

Source SS df MS 

Extrinsic/Intrinsic 
Re ference 33.98 

Within Groups 

Total 

138.40 

172.38 

1 

389 

390 

33.98 

.36 

95.50* 

* p<0.0001 
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Table 4.23 

Summary Statistics for Intrinsic and Extrinsic References 
Used by Male Consumers In Actual Purchase Behavior 

Reference M SD 

Intrinsic References 2.1 .73 

Extrinsic References 2.6 .79 

n = 390 
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Table 4.24 

Summary of One-Way Individual ANOVAs for Extrinsic 
References Used by Male Consumers in Actual 

Purchase Behavior 

Source 

Extrinsic 
References 

Within Groups 

Total 

SS 

257.50 

901.70 

1159.20 

df 

4 

1552 

1556 

MS 

63.37 

.58 

F 

110.80* 

* p< 0.0001 
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(M = 2.69), followed by magazines (M = 2.37), as shown in 

Table 4.25. The Tukey analysis indicated the means of 

each of these references to be different at the 0.05 

level. 

Analysis of Research Ouestions 

In addition to the previous five hypotheses, four 

research questions were proposed in order to profile the 

male consumer according to references used. These 

questions were designed to examine relationships between 

references used and various psychographic, demographic 

and geographic characteristics as well as shopping 

behaviors. This information was obtained to assist 

marketing efforts to specific target markets. 

Summary information for shopping behavior variables 

was provided earlier in the chapter. To simplify the 

analysis procedure, the references were grouped into the 

various combinations previously analyzed in the study, 

and then compared to the variables in each of the four 

research questions as was explained in Chapter III. When 

a reference group was found to be significant, analysis 

of the individual references was conducted. 

Research Question 1 

Which references used by male consumers in clothing 

selection and purchase can be predicted by the 

following psychographic characteristics: (a) social 
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Table 4.25 

Summary Statistics and Tukey Analysis for Extrinsic 
References Used by Male Consumers in 

Actual Purchase Behavior 

Reference M SD 

Magazine 

Catalog 

Billboard Advertisement 

Television Advertisement 

Television Program or Video 

2 . 3 7 ' 

2.69** 

1 . 6 3 ' 

2.04** 

1.95^ 

1 . 1 0 

1 . 1 6 

. 7 2 

. 9 6 

1 . 0 3 

n = 389 

Means with different superscripts are significantly 
different at the 0.05 level. 
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class, (b) clothing interest, (c) shopper type 

category, and (d) level of cognitive dissonance? 

For analysis of Research Question 1, a comparison of 

references used and the psychographic characteristic of 

Social Class was performed with a one-way analysis of 

variance test. To test the effects of Clothing Interest, 

a Pearson Product Moment Correlation was employed. The 

Cognitive Dissonance variable was eliminated due to a low 

reliability alpha. The Shopper Type Category variable 

was also eliminated because only one definitive category 

was determined through factor analysis. Data used to 

measure the remainder of this research question were 

obtained from the RIS, Part I, Questions 1 through 6, and 

Part IV, Questions 7 and 8 of the survey instrument. 

Social Class 

When Social Class was computed, frequency analysis 

revealed a small number of respondents in the Upper Upper 

Class (n = 34) and in the Lower Lower Class (n = 5). 

Therefore, this variable was collapsed into three 

categories (Upper, Middle, and Lower) rather than the 

originally proposed five categories. 

Table 4.26 indicates a significant relationship 

between Social Class and Intrinsic References used in 

purchase behavior (p<0.05). The Scheffe test showed the 

lower class to differ significantly (p<0.05) from the 

middle and upper classes. Calculated means for each of 
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Table 4.26 

One-way ANOVA and Scheffe's Multiple Comparison Test 
Results: Influence of Social Class on Intrinsic 
References Used by Male Consumers in Actual 

Purchase Behavior 

Source SS df MS 

Between Groups 

Within Groups 

Total 

5.60 

228.61 

234.21 

363 

365 

2.80 

.63 

4.4454* 

Social Class 

Mean 

Middle 

n = 156 

2.64 

Lower 

n = 173 

2.61 

Upper 

n = 37 

2.22 

* p<0.05 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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the groups show that the members of the middle class use 

intrinsic references (store displays and sales 

associates) at the point of purchase more often than do 

the members of the lower class, and the upper class male 

consumer uses Intrinsic References less often than does 

the lower class male consumer. ANOVA calculated for the 

other reference groups were not significant at the 0.05 

level. 

Clothing Interest 

When correlational statistics were computed for 

references used with Clothing Interest scores, a 

significant positive (p<0.01) relationship was found 

between Clothing Interest and all reference groups except 

Female References consulted before the purchase was made. 

The strongest relationships involved the Non-personal 

Extrinsic References, as shown in Table 4.27. 

The analysis indicated that the higher the level of 

clothing interest, the more male consumers rely on asking 

opinions of others and consulting extrinsic reference 

sources before they make a clothing purchase. The 

strongest individual correlations involved fashion 

magazines (r = .51, p<.0001), television programs and 

videos (r = .39, p<0.0001), and store displays (r = .37, 

p<0.0001). 

A lesser used, yet significant reference group used 

both before (r = 0.19, p<0.01) and after (r =.25, p<0.01) 
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Table 4.27 

Significant Correlational Relationships Between 
Clothing Interest and References Used 

Reference Correlation Coefficient 

Female References (before) .08 

Female References (after) .16** 
Mother .20*** 
Girlfriend/Wife .18*** 
Sister or Other Female Family .17** 
Female Co-workers .33*** 
Other Female Friends .33*** 
Female Sales Associates .26*** 

Male References (before) .19** 
Father .16* 
Brother or Other Male Family .16** 
Male Co-workers .06 
Other Male Friends .19*** 
Male Sales Associates .20*** 

Male References (after) .25** 
Father .21*** 
Brother or Other Male Family .21*** 
Male Co-workers .22*** 
Other Male Friends .31*** 
Male Sales Associates .14** 

Personal References (before) .10* 
Mother .08 
Girlfriend/Wife . 05 
Sister or Other Female Family .16** 
Female Co-workers .24*** 
Other Female Friends .22*** 
Female Sales Associates .26*** 
Father .16* 
Brother or Other Male Family .16** 
Male Co-workers .06 
Other Male Friends .19*** 
Male Sales Associates .20*** 
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Table 4.27 Continued 

Reference Correlation Coefficient 

Personal References (after) .15** 
Mother .20*** 
Girlfriend/Wife .18*** 
Sister or Other Female Family .17** 
Female Co-workers .33*** 
Other Female Friends .33*** 
Female Sales Associates .26*** 
Father .21*** 
Brother or Other Male Family .21*** 
Male Co-workers .22*** 
Other Male Friends .31*** 
Male Sales Associates .14** 

Non-personal References (before) .45** 
Fashion Magazines .51*** 
Catalogs .25*** 
Non-fashion Magazines .10 
Television Advertisements .34*** 
Billboard Advertisements .33*** 
Newspaper Advertisements .23*** 
Store Displays .37*** 
Television Programs & Videos .39*** 

Non-personal References (purchase) .41** 
Magazines .42*** 
Catalogs .21*** 
Television Advertisements .27*** 
Billboard Advertisements .23*** 
Store Displays .28*** 
Television Programs & Videos .37*** 

Extrinsic References (before) .43** 
Fashion Magazines .51*** 
Catalogs .25*** 
Non-fashion Magazines .10 
Television Advertisements .34*** 
Billboard Advertisements .33*** 
Newspaper Advertisements .23*** 
Television Programs & Videos .39*** 

Extrinsic References (purchase) .42** 
Magazines .42*** 
Catalogs .21*** 
Television Advertisements .27*** 
Billboard Advertisements .23*** 
Television Programs & Videos .37*** 
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Table 4.27 Continued 

Reference Correlation Coefficient 

Intrinsic References (before) .31** 
Male Sales Associates .20*** 
Female Sales Associates .26*** 
Store Displays .37*** 

Intrinsic References (purchase) .33** 
Sales Associates in the Store .24*** 
Store Displays .28*** 

* p < 0.05 ** p < 0.01 *** p < 0.001 
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the purchase was made was Male Personal References. The 

male references with the strongest correlations were male 

friends (r [before] = .19; r [after] = .31, p<0.0001) and 

male co-workers consulted after the purchase (r = .22, 

p<0.0001). Additionally, female references, especially 

female co-workers and female friends (r = .33, p<0.0001 

for each) were used as reinforcement after the purchase 

was made. 

Research Question 2 

Which references used by male consumers in clothing 

selection and purchase can be predicted by the 

following demographic characteristics: (a) marital 

status, (b) age, (c) income and (d) ethnic 

affiliation? 

For the analysis of Research Question 2, a one-way 

analysis of variance was conducted to compare references 

used to Marital Status, and Pearson Product Moment 

Correlations were used to compare references used to Age 

and Income. When Ethnic Affiliation data was compiled, 

it was determined that 91% of the sample participants 

were white, and the remaining 9% were members of the 

other ethnic groups. Since the data were skewed in this 

direction, it was decided to drop this variable from 

analysis. Data used to measure the remainder of this 

research question were obtained from the RIS and Part IV, 
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Questions 2 through 4 of the Attitudes and Opinions 

Toward Shopping Questionnaire. 

Marital Status 

To simplify analysis procedures, and to ensure an 

adequate number of subjects in each cell, the variable. 

Marital Status was condensed from five categories to 

three categories: Single, Never Married; Previously 

Married; and Married. The category originally called 

"Single, Living With Significant Female Other" was merged 

with the Married category. 

Analysis of variance tests indicated that Marital 

Status significantly influenced references used. Those 

references found to be most influential included Female 

and Male References used in getting ideas about what to 

purchase. Female and Male References consulted after the 

purchase. Personal References consulted after the 

purchase, and items purchased identified as having been 

seen in Extrinsic Reference sources. 

A Scheffe post hoc multiple comparison test was 

employed to determine where differences existed between 

the Marital Status groups. Although Table 4.28 indicates 

the significant influence of Marital Status on Female 

References used in getting ideas for clothing items to 

purchase (F[2, 395]=3.4674, p<0.05), no significant 

difference could be identified between the groups at the 

0.05 level of significance. 
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Table 4.28 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 

Status on Female References Used in Idea 
Generation for Clothing Selection 

Source SS df MS F 

Between Groups 6.63 2 3.32 3.4674* 

Within Groups 377.64 395 .96 

Total 384.27 297 

Marital Status Prev. 

Married Single Married 

n = 311 n = 58 n = 29 

Mean 2.33 2.13 1.88 

* p<0.05 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Table 4.29 indicates the significant effect of 

Marital Status on Male References consulted when getting 

ideas about which clothing items to purchase (F[2, 

354]=4.9940, p<0.01). The Scheffe test showed that 

significant differences existed between the mean scores 

of both the single group and the previously married 

group, and between the single group and the married group 

at the 0.05 level of significance. 

Female References used after the purchase were also 

found to be significantly different between the different 

Marital Status groups, as presented in Table 4.30 (F[2, 

390]=5.5246, p<0.01). The Scheffe test indicated the 

previously married group had a significantly lower mean 

than the other two groups at the 0.05 significance level. 

Table 4.31 indicates a significant difference in 

Male References chosen after the purchase (F[2, 345]= 

6.3759, p<0.01). Employment of the Scheff6 test 

identified differences between the single and the 

previously married groups and between the single and the 

married groups at the 0.05 level of significance. 

A significant difference was also found between the 

means of Personal References used after the apparel 

purchase had been made (F[2, 393]=3.8426, p<0.05) as 

indicated in Table 4.32. References listed in this group 

consist of those in both the female and male reference 

groups. The Scheffe test identified significant 
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Table 4.29 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 

Status on Male References Used in Idea 
Generation for Clothing Selection 

Source 

Between Groups 

Within Groups 

Total 

Marital Status 

Mean 

SS 

5.69 

201.70 

207.39 

Married 

n=58 

1.98 

df MS 

2 2.85 

354 .57 

356 

Single 

n=271 

1.66 

F 

4.9940* 

Prev. 
Married 

n=28 

1.54 

* p<0.01 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Table 4.30 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 
Status on Female References Consulted After 

the Clothing Purchase is Made 

Source SS df MS F 

Between Groups 12.83 2 6.41 5.5246* 

Within Groups 452.75 390 1.16 

Total 456.58 392 

Prev. 

Marital Status Married Single Married 

n=57 n=306 n=3o 

Mean 2.42 2.34 1.68 

* p<0.01 

Results of the Scheff6 multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Table 4.31 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 
Status on Male References Consulted After the 

Clothing Purchase is Made 

Source SS df MS F 

Between Groups 8.66 2 4.33 6.3759* 

Within Groups 234.27 345 .68 

Total 242.93 347 

Prev. 

Marital Status Married Single Married 

D=58 n=261 Jl=29 

Mean 1.99 1.60 1.44 

* p<0.01 

Results of the Scheff^ multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Table 4.32 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 
Status on Personal References Consulted After 

the Clothing Purchase is Made 

Source 

Between Groups 

Within Groups 

Total 

Marital Status 

Mean 

* p<0.05 

SS 

8.52 

435.90 

444.42 

Married 

n=58 

2.19 

df MS 

2 

393 

395 

4.26 

1.11 

Single 

n=307 

2.14 

F 

3.8426* 

Prev. 
Married 

n=31 

1.61 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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differences (p<0.05) between the single and previously 

married groups and between the previously married and the 

married groups. 

When subjects were asked how often they purchased 

clothing items they had seen featured in various 

Extrinsic Reference sources, men in different Marital 

Status categories differed in their choices (F[2, 386]= 

3.9398, p<0.05). The Scheff6 test indicated the 

significant difference to be between the means of the 

single and the married groups (Table 4.33). 

Age 

A correlational analysis was employed to compare age 

to references used for clothing selection and purchase. 

The resulting correlational statistics, which are 

presented in Table 4.34, indicate significant positive 

relationships between age and the following reference 

groups: Female References consulted before the purchase 

(r = •21), Female References consulted after the purchase 

(r = .13), Personal References consulted before the 

purchase (r = •22), and Personal References consulted 

after the purchase (r = .15). All of these relationships 

were significant at the (p<0.01) level. A negative 

correlation was computed for Age as compared with 

Extrinsic References used in purchase behavior (r = -.12, 

p<0.05). When individual references were compared with 
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Table 4.33 

One-way Analysis of Variance and Scheffe's Multiple 
Comparison Test Results: Influence of Marital 

Status on Extrinsic References Used in 
Clothing Purchase Behavior 

Source SS df MS F 

Between Groups 4.31 2 2.16 3.9398* 

Within Groups 211.32 386 .55 

Total 215.63 388 

Prev. 

Marital Status Married Single Married 

n=58 n=298 11=33 

Mean 2.39 2.12 1.99 

* p<0.05 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Table 4.34 

Correlation Coefficients of Individual References From 
Significant Reference groups With Age Categories 

Reference Correlation Coefficient 

Female References (before) .21** 
Mother -.20** 
Girlfriend/Wife -•04 
Sister or Other Female Family -.08 
Female Co-workers -.17** 
Other Female Friends -.27*** 
Female Sales Associates -.13** 

Female References (after) .13** 
Mother -.41*** 
Girlfriend/Wife -.08 
Sister or Other Female Family -.20*** 
Female Co-workers -.26*** 
Other Female Friends -.28*** 

Female Sales Associates -.08 

Male References (before) .04 

Male References (after) •OO 
Personal References (before) .22** 

Mother -.20** 
Girlfriend/Wife -•04 
Sister or Other Female Family -.08 
Female Co-workers -.17** 
Other Female Friends -.27*** 
Female Sales Associates -.13** 
Father -.18** 
Brother or Other Male Family -.18** 
Male Co-workers -.09 
Other Male Friends -.21*** 
Male Sales Associates .08 

Personal References (after) .15** 
Mother -.41*** 
Girlfriend/Wife -. 08 
Sister or Other Female Family -.20*** 
Female Co-workers -.26*** 
Other Female Friends -.28*** 
Female Sales Associates -.08 
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Table 4.34 Continued 

Reference Correlation Coefficient 

Father -.24*** 
Brother or Other Male Family -.22*** 
Male Co-workers -.14** 
Other Male Friends -.23*** 
Male Sales Associates .12* 

Extrinsic References (before) -.02 

Extrinsic References (purchase) -.12* 
Fashion Magazines -.17*** 
Catalogs -.01 
Television Advertisements -.13** 
Billboard Advertisements -.08 
Television Programs & Videos -.16*** 

Intrinsic References (before) -.03 

Intrinsic References (purchase) -.02 

* p<0.05 ** p<0.01 *** p<0.0001 
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Age, however, the data analysis revealed negative 

correlations in almost every reference group category. 

Income 

The only significant relationship found between 

Income and references used was with Intrinsic References 

used in actual purchase behavior (r = 0.17; p<0.01). 

Visual representation of the data is found in TzdDle 4.35. 

This finding indicates that the higher the income of the 

male consumer in this sample, the more likely he might 

purchase a garment recommended by a sales associate or 

seen in a clothing display. 

Research Question 3 

Which references used by male consumers in clothing 

selection and purchase can be predicted by the 

following geographic characteristics: (a) region of 

residence and (b) size of the city in which the 

respondent lives? 

The specific geographic information examined was 

Region of Residence in the United States and the Size of 

the City in which the respondents reside. Analysis of 

variance tests were used to analyze the data for this 

research question. The data used for this analysis were 

obtained from the RIS and Questions 5 and 6 from Part IV 

of the Attitudes and Opinions Toward Shopping 

Questionnaire. 
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Table 4.35 

Correlational Values of the Demographic Variable, 
Income, As Compared to Reference 

Groups 

Reference Correlation Coefficient 

Female References (before) .01 

Female References (after) -.04 

Male References (before) .02 

Male References (after) -.05 

Personal References (before) -.00 

Personal References (after) -.04 

Non-personal References (before) .03 

Non-personal References (after) .04 

Extrinsic References (before) -.01 

Extrinsic References (after) -.02 

Intrinsic References (before) .10 

Intrinsic References (after) .17** 
Store Displays .10** 
Sales Associates .16*** 

* p<0.05 ** p<0.01 *** p<0.001 
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Region of Residence 

Analysis of variance tests indicated significant 

differences between Region of Residence and Male 

References consulted after a purchase was made (F[8, 

353]=2.076, p<0.05). Non-personal References consulted 

before (F[8, 353]=2.993, p<0.01) and after (F[8, 

353]=2.534, p<0.05) making the decision to purchase a 

particular garment, and Extrinsic References used when 

getting ideas about what to purchase (F[8, 353]=2.711, 

p<0.01) and in actual purchase behavior (F[8, 353]=2.424, 

p<0.05). The Scheffe post hoc analyses, however, 

revealed that no two groups were significantly different 

at the 0.05 level. Table 4.36 lists the ANOVA statistics 

for each of the reference groups as compared to Region of 

Residence. 

Size of City 

When reference groups were analyzed according to 

Size of City, the only significant difference was found 

with the mean of Intrinsic References used to get ideas 

about clothing items to purchase (F[3, 399]=2.6497, 

p<0.05). The Scheff^ test, however, found no two Size of 

City categories to be significantly different at the 0.05 

level. Table 4.37 presents the ANOVA statistics for this 

variable. 



140 

Table 4.36 

Summary of One-Way Analyses of Variance for Reference 
Groups Used by Region of Residence 

Reference Mean Square 
Group Between Groups* 

Female (before) 

Female (after) 

Male (before) 

Male (after) 

Personal (before) 

Personal (after) 

Non-personal (before) 

Non-personal (after) 

Extrinsic (before) 

Extrinsic (after) 

Intrinsic (before) 

Intrinsic (after) 

' df = 8 
** df = 353 

* p < 0.05 
** p < 0.01 

1.12 

1.89 

.61 

1.42 

.76 

1.62 

1.60 

1.22 

1.51 

1.31 

.63 

.49 

Mean Square 
Within Groups 

.97 

1.18 

.58 

.68 

.87 

1.11 

.53 

.48 

.56 

.54 

.89 

.67 

F 

1.159 

1.601 

1.039 

2.076* 

.866 

1.453 

2.993** 

2.534* 

2.711** 

2.424* 

.711 

.727 
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Table 4.37 

One-way ANOVA and Scheffe's Multiple Comparison Test 
Results: Intrinsic References Used to Get Ideas 
About Clothing Items to Purchase by Size of City 

Source SS df MS 

Between Groups 

Within Groups 

Total 

6.96 

349.19 

356.15 

3 

399 

402 

2.32 

.88 

2.6497* 

Size of 
City Large City Small Town Med. Size City Rural 

n = 81 n = 127 n = 132 n = 63 

Mean 2.66 2.61 2.59 2.26 

* p<0.05 

Results of the Scheffe multiple comparison test are 
reported using the underlining method. A line appears 
beneath groups that do not differ significantly from each 
other. Thus, groups not underlined by the same line or 
lines at the same level are significantly different from 
each other (Huck et al., 1974). 
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Research Question 4 

Which references used by male consumers in clothing 

selection and purchase can be predicted by the 

following shopping behavior variables: (a) method 

of payment, (b) where shopping is done, (c) level of 

impulsiveness, (d) amount of money spent for 

clothing annually, (e) frequency of shopping, (f) 

store selection, and (g) store type frequented? 

The analysis of Research Question 4 consisted of two 

repeated measures one-way ANOVAs which were conducted to 

identify relationships between references used and the 

shopping behavior variables of Method of Payment and 

Where Shopping is Done. Pearson Product Moment 

Correlations were computed for the shopping behavior 

variables of Impulsiveness, Amount of Money Spent on 

Clothing each year. Frequency of Shopping, each of the 

two components of Store Selection and each of the four 

categories of Store Type. The latter variable was 

analyzed with individual correlational procedures for 

each category as well as analysis of variance because 

respondents had an opportunity to respond to each store 

type category. ANOVA was used in this case to determine 

whether one store type was patronized significantly more 

or less often. Additionally, the Tukey multiple 

comparison test was conducted to determine significant 

differences between the means of the store types. Data 
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used to measure Research Question 4 was obtained from the 

RIS and Part III, Questions 1 through 10, 19, and 21 

through 23 of the survey instrument. 

Method of Pavment 

For the Method of Payment variable, respondents 

indicated which of the following methods of payment they 

used most often when purchasing clothing for themselves: 

Cash/Check, Store Charge Card, or Bank Charge Card. The 

analysis of variance tests performed for each category 

revealed no significant relationships between references 

used and Method of Payment at the 0.05 significance 

level. 

Where Shopping is Done 

When respondents were asked if they purchase 

clothing in the city in which they live, the possible 

responses were "Yes" or "No." Analysis of variance 

statistics revealed a significant difference between the 

means of the two response choices and the Extrinsic 

References used to get ideas about which styles to 

purchase (p<0.05). For this reference group category, 

the mean for the "yes" response was 2.15, and for the 

"no" response, 2.33. These results indicate that male 

consumers who shop in the city in which they live use 

extrinsic references more often. Results of this test 

are presented in Tables 4.38 and 4.39. 



144 

Table 4.38 

Analysis of Variance for Where Shopping is Done With 
Extrinsic References Used While Getting Ideas About 

Which Styles to Purchase 

Source 

Between Groups 

Within Groups 

Total 

* p<0.05 

SS 

2.86 

225.38 

228.24 

df 

1 

395 

396 

MS 

2.86 

.57 

F 

5.0143* 
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Table 4.39 

Summary Statistics for Where Shopping Is Done With 
Extrinsic References Used While Getting Ideas 

About Which Styles to Purchase 

Where Shopping Standard 
Is Done M SD 

In City Where Subject Lives 2.15 .73 

Out of Town 2.33 .81 

n = 397 
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Impulsiveness 

Impulsiveness was computed by compiling the 

responses to statements numbered 5, 7, and 10 on Part III 

of the Attitudes and Opinions Toward Shopping 

Questionnaire. When the Impulsiveness variable was 

compared to references used, significant correlations 

were found between the level of Impulsiveness and 

Intrinsic References used both while seeking ideas 

(R=.16, p<0.01) and in actual purchase behavior (R=.16, 

p<0.01). When analyzed separately, however, the 

individual references in these groups had low calculated 

correlations. Table 4.40 presents the correlation 

coefficients of each reference group, along with the 

individual effects of the two significant groups. 

Amount of Money Spent 

Survey respondents were asked to estimate the Amount 

of Money they Spend on clothing each year in an open-

ended question (Part III, Question 22). Correlation 

analysis indicated significant positive correlations 

between the Amount of Money Spent on clothing each year 

and the following reference groups: Male References used 

while getting ideas (R=.ll, p<0.05); Non-personal 

References used both before the purchase (R=.14, p<0.01) 

and in purchase behavior (R=.24, p<0.01); Extrinsic 

References used both before the purchase (R=.14, p<0.01) 

and in purchase behavior (R=.22, p<0.01); and Intrinsic 
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Table 4.40 

Correlational Values of the Shopping Behavior Variable, 
Impulsiveness, to Reference Groups and Individual 

References of Significant Groups 

Reference Group Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 

Male References (after) 

Personal References (before) 

Personal References (after) 

Non-personal References (before) 

Non-personal References (purchase) 

Extrinsic References (before) 

Extrinsic References (purchase) 

Intrinsic References (before) 
Male Sales Associates 
Female Sales Associates 
Store Displays 

Intrinsic References (purchase) 
Sales Associates in the Store 
Store Displays 

.02 

.00 

.03 

.08 

.03 

.03 

.08 

.09 

.04 

.07 

.16** 

16** 

-.01 
-.01 
.01 

.02 

.06 

** p < 0.01 
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References used both before the purchase (R=.15, p<0.01) 

and in purchase behavior (R=.24, p<0.01). Table 4.41 

presents specific correlational values of each of the 

groups along with individual effects of the individual 

references of significant groups. 

Freouencv of Shopping 

When male consumers were asked how often they 

shopped for clothes, almost half (48.9%) indicated they 

shop less than once every two months for clothing for 

themselves. However, Table 4.42 indicates that as 

Shopping Frequency increases, so does the use of both 

Intrinsic and Extrinsic Non-personal References (p < 

0.01) both in the idea generation stage and in purchase 

behavior. 

Store Selection 

The Store Selection variable consisted of two parts, 

each of which was obtained from statements on the 

Attitudes and Opinions Toward Shopping Questionnaire 

(Part III). Individual statements were analyzed 

separately with each of the reference groups using 

Pearson Product Moment Correlations. 

The first statement, "I buy clothes in stores with 

good sales clerk assistance" was significantly correlated 

with every reference group as indicated in Table 4.43. 

The second statement, "The store's reputation or image 
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Table 4.41 

Correlational Values of the Shopping Behavior Variedale, 
Amount of Money Spent on Clothing Each Year, as 
Compared to Reference Groups and Individual 

References of Significant Groups 

Reference Correlation Coefficient 

Female References (before) -.01 

Male References (before) .11* 
Father -.07 
Brother or Other Family .05 
Male Co-workers .09 
Other Male Friends .14** 
Male Sales Associates .18*** 

Female References (after) .00 

Male References (after) .08 

Personal References (before) .02 

Personal References (after) .02 

Non-personal References (before) .14** 

Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & Videos 

Non-personal References (purchase) .24** 
Fashion Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Store Displays 
Television Programs & Videos 

. 3 2 * * * 

. 1 4 * * 

. 0 0 

. 0 6 

. 07 

. 0 1 

. 1 4 * * 

. 1 7 * * * 

. 2 5 * * * 

. 1 4 * * 

. 1 2 * 

. 1 3 * * 

. 2 0 * * * 

. 1 9 * * * 
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Table 4.41 Continued 

Reference Correlation Coefficient 

Extrinsic References (before) .14** 
Fashion Magazines .32*** 
Catalogs .14** 
Non-fashion Magazines .00 
Television Advertisements .06 
Billboard Advertisements .07 
Newspaper Advertisements -.01 
Television Programs & Videos .17*** 

Extrinsic References (purchase) .22** 
Fashion Magazines .25*** 
Catalogs .14** 
Television Advertisements .12* 
Billboard Advertisements .13** 
Television Programs & Videos .19*** 

Intrinsic References (before) .15** 
Male Sales Associates .19*** 
Female Sales Associates .12* 
Store Displays .14** 

Intrinsic References (purchase) .24** 
Sales Associates in the Store .19*** 
Store Displays .20*** 

* p<0.05 ** p<0.01 *** p<0.001 
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Table 4.42 

Correlation Coefficients of Frequency of Shopping With 
Reference Groups and Individual References of 

Significant Groups 

Reference Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associates 

Male References (after) 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associates 

Personal References (before) 

Personal References (after) 

Non-personal References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & Videos 

Non-personal References (purchase) 
Fashion Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Store Displays 
Television Programs & Videos 

.02 

.06 

.13* 

17** 

01 

06 

30** 

.29** 

.07 

.13* 

.13* 

.20*** 

.11 

.19*** 

.16** 

.22*** 

.27*** 

.08 

.39*** 

.21*** 

.08 

.30*** 

.23*** 

.13** 

.24*** 

.31*** 

.31*** 

.17*** 

.19*** 

.16*** 

.24*** 

.32*** 
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Table 4.42 Continued 

Reference Correlation Coefficient 

Extrinsic References (before) .32** 
Fashion Magazines .39*** 
Catalogs .21*** 
Non-fashion Magazines .08 
Television Advertisements .30*** 
Billboard Advertisements .23*** 
Newspaper Advertisements .13** 
Television Programs & Videos .31*** 

Extrinsic References (purchase) .23** 
Fashion Magazines -.31*** 
Catalogs .17*** 
Television Advertisements .19*** 
Billboard Advertisements .16*** 
Television Programs & Videos .32*** 

Intrinsic References (before) .15** 
Male Sales Associates . 11* 
Female Sales Associates .07 
Store Displays .24*** 

Intrinsic References (purchase) .30** 
Sales Associates in the Store .14** 
Store Displays -.24*** 

* p<0.05 ** p<0.01 *** p<0.001 
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Table 4.43 

Significant Correlational Relationships Between 
Importance of Sales Clerk Assistance and 

References Used 

Reference Correlation Coefficient 

Female References (before) .20** 
Mother .14* 
Girlfriend/Wife .08 
Sister or Other Female Family .14** 
Female Co-workers .14** 
Other Female Friends .17*** 
Female Sales Associates .29*** 

Female References (after) .15** 
Mother .12* 
Girlfriend/Wife .07 
Sister or Other Female Family .08 
Female Co-workers .19*** 
Other Female Friends .11* 
Female Sales Associates .30*** 

Male References (before) .32** 
Father .12* 
Brother or Other Male Family .03 
Male Co-workers .11* 
Other Male Friends .14** 
Male Sales Associates .43*** 

Male References (after) .29** 
Father .18** 
Brother or Other Male Family .10* 
Male Co-workers .16** 
Other Male Friends .15** 
Male Sales Associates .34*** 

Personal References (before) .23** 
Mother .14* 
Girlfriend/Wife . 08 
Sister or Other Female Family .14** 
Female Co-workers .14** 
Other Female Friends .17*** 
Female Sales Associates .29*** 
Father .12* 
Brother or Other Male Family .03 
Male Co-workers .11* 
Other Male Friends .14** 
Male Sales Associates .43*** 
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Table 4.43 Continued 

Reference Correlation Coefficient 

Personal References (after) .17** 
Mother .12* 
Girlfriend/Wife . 07 
Sister or Other Female Family .08 
Female Co-workers .19*** 
Other Female Friends .11* 
Female Sales Associates .30*** 
Father .18** 
Brother or Other Male Family .10* 
Male Co-workers .16** 
Other Male Friends .15** 
Male Sales Associates .34*** 

Non-personal References (before) .19** 
Fashion Magazines .14** 
Catalogs .05 
Non-fashion Magazines -.04 
Television Advertisements .17*** 
Billboard Advertisements .17*** 
Newspaper Advertisements .13** 
Store Displays .17*** 
Television Programs & Videos .16*** 

Non-personal References (purchase) .31** 
Magaz ines .14 * * 
Catalogs .07 
Television Advertisements .19*** 
Billboard Advertisements .19*** 
Store Displays .07 
Television Programs & Videos .17*** 

Extrinsic References (before) .16** 
Fashion Magazines .14** 
Catalogs .05 
Non-fashion Magazines -.04 
Television Advertisements .17*** 
Billboard Advertisements .17*** 
Newspaper Advertisements .13** 
Television Programs & Videos .16*** 

Extrinsic References (purchase) .20** 
Magazines .14** 
Catalogs .07 
Television Advertisements .19*** 
Billboard Advertisements .19*** 
Television Programs & Videos .17*** 
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Table 4.43 Continued 

Reference Correlation Coefficient 

Intrinsic References (before) .29** 
Male Sales Associates .43*** 
Female Sales Associates .29*** 
Store Displays .17*** 

Intrinsic References (purchase) .38** 
Sales Associates in the Store .52*** 
Store Displays .07 

* p<0.05 ** p<0.01 *** p<0.001 
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influences my shopping for clothes there," was 

significantly correlated with all reference groups except 

female references consulted before making the clothing 

purchase. As with the first store selection component, 

these results indicate that those who agreed more 

strongly with this statement tended to use most 

references listed, and those who did not agree strongly 

with this statement tended to use fewer references less 

often. Table 4.44 presents significant effects for this 

correlation. 

Store Tvpe 

Participants were asked to respond to a question 

asking how frequently they buy clothes for themselves in 

each of four store choices: Department Stores, Men's 

Specialty Stores, Discount Stores, and Catalogs. Four 

sets of Pearson Product Moment Correlations were computed 

to determine whether a relationship existed between 

references used and the frequency of use for each type of 

store. In addition, an ANOVA was calculated to determine 

whether one store type was patronized more often by male 

consumers. Post hoc analysis was computed with the Tukey 

test. 

Table 4.45 indicates a stronger use of non-personal 

references by male department store consumers. These 

results suggest that those male who purchase their 

clothing in department stores use references such as paid 
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Table 4.44 

Significant Correlational Relationships Between 
Store Reputation and References Used 

Reference Correlation Coefficient 

Female References (before) .08 

Female References (after) .13** 
Mother .07 
Girlfriend/Wife .02 
Sister or Other Female Family .10* 
Female Co-workers .19*** 
Other Female Friends .14** 
Female Sales Associates .15** 

Male References (before) .19** 
Father .06 
Brother or Other Male Family .05 
Male Co-workers .07 
Other Male Friends .10* 
Male Sales Associates .23*** 

Male References (after) .29** 
Father .05 
Brother or Other Male Family .09 
Male Co-workers .16** 
Other Male Friends .15** 
Male Sales Associates .19*** 

Personal References (before) .12* 
Mother -.00 
Girlfriend/Wife -.03 
Sister or Other Female Family .08 
Female Co-workers .17** 
Other Female Friends .10* 
Female Sales Associates .09 
Father .06 
Brother or Other Male Family .05 
Male Co-workers .07 
Other Male Friends .10* 
Male Sales Associates .23*** 
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Table 4.44 Continued 

Reference Correlation Coefficient 

Personal References (after) .13* 
Mother .07 
Girlfriend/Wife . 02 
Sister or Other Female Family .10* 
Female Co-workers .19*** 
Other Female Friends .14** 
Female Sales Associates .15** 
Father .05 
Brother or Other Male Family .09 
Male Co-workers .16** 
Other Male Friends .15** 
Male Sales Associates .19*** 

Non-personal References (before) .19** 
Fashion Magazines .14** 
Catalogs .05 
Non-fashion Magazines -.04 
Television Advertisements .17*** 
Billboard Advertisements .17*** 
Newspaper Advertisements .13** 
Store Displays .17*** 
Television Programs & Videos .16*** 

Non-personal References (purchase) .27** 
Magazines .14** 
Catalogs .07 
Television Advertisements .19*** 
Billboard Advertisements .19*** 
Store Displays .06 
Television Programs & Videos .17*** 

Extrinsic References (before) .15** 
Fashion Magazines .14** 
Catalogs .05 
Non-fashion Magazines -.04 
Television Advertisements .17*** 
Billboard Advertisements .17*** 
Newspaper Advertisements .13** 
Television Programs & Videos .16*** 

Extrinsic References (purchase) .24** 
Magazines .14** 
Catalogs . 07 
Television Advertisements .19*** 
Billboard Advertisements .19*** 
Television Programs & Videos .17*** 
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Table 4 .44 Continued 

Reference 

Intrinsic References (before) 
Male Sales Associates 
Female Sales Associates 
Store Displays 

Intrinsic References (after) 
Sales Associates in the 
Store Displays 

* p<0.05 ** p < 0.01 

Correlation 

.20** 

.21** 
Store 

* * * p<0.001 

Coefficient 

.23*** 

.09 

.17*** 

.52*** 

.06 
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Table 4.45 

Correlation Coefficients for Department Store Usage With 
Reference Groups and Individual References of 

Significant Groups 

Reference Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 

Male References (after) 

Personal References (before) 

Personal References (after) 

Non-personal References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & Videos 

Non-personal References (purchase) 
Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Store Displays 
Television Programs & Videos 

Extrinsic References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Television Programs & Videos 

.04 

.05 

.04 

.02 

.04 

.06 

.23** 

.23** 

.22** 

.10* 

.17*** 

.06 

.15*** 

.20*** 

.21*** 

.18*** 

.14** 

.24*** 

.18*** 

.11* 

.12* 

.17*** 

.10* 

.10* 

.17*** 

.06 

.15*** 

.20*** 

.21*** 

.14** 
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Table 4.45, Continued 

Reference Correlation Coefficient 

Extrinsic References (purchase) .21** 
Magaz ines .24*** 
Catalogs .18*** 
Television Advertisements .11* 
Billboard Advertisements .12* 
Television Programs & Videos .10* 

Intrinsic References (before) .10** 
Male Sales Associates .05 
Female Sales Associates .08 
Store Displays .18*** 

Intrinsic References (purchase) .21** 
Sales Associates in the Store .17*** 
Store Displays .17*** 

* p < 0.05 ** p < 0.01 *** p < 0.001 
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advertising and catalogs for clothing ideas and that they 

purchase items they saw featured in store displays and 

catalogs. 

Table 4.46 indicates positive correlations between 

the frequency of shopping for clothing in men's specialty 

stores and the male references used before (R=.20, 

p<0.01) and after (R=.20, p<0.01) the purchase. In 

addition, all of the non-personal references used in 

getting ideas about clothes to purchase (R=.24, p<0.01) 

and in purchase behavior (R=.29, p<0.01) were used by the 

men's specialty store consumer. 

Table 4.47 indicates use of fewer references for 

male consumers who shop more frequently in discount 

stores. The only significant effect was a negative 

correlation with intrinsic references used at the point 

of sale (R=-.16, p<0.01). Male shoppers who patronize 

discount stores for clothing do not tend to purchase 

items seen on display and/or recommended by sales clerks. 

Table 4.48 indicates strong correlations between 

male catalog shoppers and non-personal extrinsic 

references. These shoppers rely on catalogs and 

advertising for ideas, and then tend to purchase items 

featured in those information sources. 

When the responses to the four store types were 

analyzed together, an analysis of variance revealed a 

significant difference (F[3, 1098]=52.66, p<0.0001) 
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Table 4.46 

Correlation Coefficients for Men's Specialty Store Usage 
With Reference Groups and Individual References of 

Significant Groups 

Reference Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associates 

Male References (after) 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associates 

Personal References (before) 
Mother 
Girlfriend/Wife 
Sister or Other Female Family 
Female Co-workers 
Other Female Friends 
Female Sales Associates 
Father 
Brother or Other Male Family 
Male Co-workers 
Other Male Friends 
Male Sales Associates 

Personal References (after) 

Non-personal References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & Videos 

.09 

.08 

.20** 

.20** 

.10* 

.08 

.24** 

.07 

.19*** 

.06 

.14** 

.23*** 

.11* 

.20*** 

.10* 

.12* 

.13** 

.09 

.03 

.16** 

.16** 

.17** 

.18** 

.07 

.19*** 

.06 

.14** 

.23*** 

.33*** 

.17*** 

.03 

.12* 

.16** 

.13** 

.18*** 

.12* 
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Table 4.46 Continued 

Reference Correlation Coefficient 

Non-personal References (purchase) .29** 
Magaz ines .27*** 
Catalogs .16*** 
Television Advertisements .11* 
Billboard Advertisements .11* 
Store Displays .17*** 
Television Programs & Videos .17*** 

Extrinsic References (before) .21** 
Fashion Magazines .33*** 
Catalogs .17*** 
Non-fashion Magazines .03 
Television Advertisements .12* 
Billboard Advertisements .16** 
Newspaper Advertisements .13** 
Television Programs & Videos .12* 

Extrinsic References (purchase) .23*** 
Magaz ines .27*** 
Catalogs .16*** 
Television Advertisements .11* 
Billboard Advertisements . 11* 
Television Programs & Videos .17*** 

Intrinsic References (before) .20** 
Male Sales Associates .13** 
Female Sales Associates .18** 
Store Displays .18*** 

Intrinsic References (purchase) .25 
Sales Associates in the Store .21*** 
Store Displays .17*** 

* p<0.05 ** p<0.01 *** p<0.001 
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Table 4.47 

Correlation Coefficients for Discount Store Usage With 
Reference Groups and Individual References of 

Significant Groups 

Reference Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 

Male References (after) 

Personal References (before) 

Personal References (after) 

Non-personal References (before) 

Non-personal References (purchase) 

Extrinsic References (before) 

Extrinsic References (purchase) 

Intrinsic References (before) 

Intrinsic References (purchase) 
Sales Associates in the Store 
Store Displays 

.06 

.08 

.06 

.01 

.06 

.08 

.00 

.05 

.03 

.01 

.09 

.16** 
-.01* 
-.15** 

** p < 0.01 
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Table 4.48 

Correlation Coefficients for Catalog Usage With 
Reference Groups and Individual References of 

Significant Groups 

Reference Correlation Coefficient 

Female References (before) 

Female References (after) 

Male References (before) 

Male References (after) 

Personal References (before) 

Personal References (after) 

Non-personal References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Store Displays 
Television Programs & Videos 

Non-personal References (purchase) 
Magazines 
Catalogs 
Television Advertisements 
Billboard Advertisements 
Store Displays 
Television Programs & Videos 

Extrinsic References (before) 
Fashion Magazines 
Catalogs 
Non-fashion Magazines 
Television Advertisements 
Billboard Advertisements 
Newspaper Advertisements 
Television Programs & Videos 

-.06 

-.00 

.06 

.02 

-.05 

-.00 

.29** 

.34** 

.30** 

.09 

.57*** 

.16*** 

.08 

.14** 

.15** 

.04 

.13** 

.24*** 

.64*** 

.09* 

.17*** 

.08 

.14** 

.09* 

.57*** 

.16*** 

.08 

.14** 

.15** 

.13** 
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Table 4.48 Continued 

Reference Correlation Coefficient 

Extrinsic References (purchase) .38** 
Magazines .24*** 
Catalogs .64*** 
Television Advertisements .09* 
Billboard Advertisements .17*** 
Television Programs & Videos .14** 

Intrinsic References (before) .36 

Intrinsic References (purchase) .07 

** p < 0.01 
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between the mean usage of the four store type categories 

(Table 4.49). Tukey analysis found that department 

stores were used significantly more often by male 

consumers than were the other store types (p<0.05) as 

shown in Table 4.50. 
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Table 4.49 

Sxunmary of One-Way ANOVA of Store Type Patronage 
by Male Consumers 

Source SS df MS 

Store Type 

Within Groups 

Total 

222.67 

1547.58 

1770.25 

3 

1098 

1101 

74.22 

1.41 

52.66* 

* p<0.0001 
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Table 4.50 

Summary Statistics and Tukey Analysis for Store Type 
Patronage by Male Consumers 

Store Type M SD 
Standard 

Department Store 

Men's Specialty Store 

Discount Store 

Catalog 

3.37 

2.92* 

2.53' 

2.37' 

1.02 

1.17 

1.24 

1.20 

Means with different superscripts are significantly 
different at the 0.05 level. 



CHAPTER V 

DISCUSSION 

Many studies have been conducted to determine 

shopping habits and characteristics of various consumer 

groups; however, a preliminary review of literature 

revealed a lack of research involving the male consumer 

segment. As more people postpone marriage until a later 

age and more women enter the workforce full-time, men are 

taking a more active role in cooking, cleaning and 

household shopping, including shopping for their own 

clothing ("Women Aren't," 1983). A study conducted by 

Gentleman's Ouarterlv magazine revealed that when women 

make suggestions about a man's appearance, 46% of the men 

take them seriously and make changes ("New GQ," 1988). 

A theoretical framework was used to develop and test 

the hypotheses for this study. Both social comparison 

theory (Festinger, 1950) and reference group theory 

(Hyman, 1942) hypothesize that people refer to other 

persons for ideas or information concerning decisions to 

be made. These theories were not developed to explain 

consumer behavior, however both do lend direction to the 

prediction of the clothing selection process. 

Social comparison theory was developed on the 

premise that people have a drive to evaluate their own 

opinions and abilities and they accomplish this task 

through comparison with relevant others. This comparison 

171 
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takes place as a result of pressure toward group 

uniformity. The pressures "act toward making members of 

a group agree concerning some issue or conform with 

respect to some behavior pattern" (Festinger, 1950, p. 

272). In this study, social comparison theory was 

employed to explain the use of other people for idea 

comparison and approval. For example, when a subject's 

opinion or choice is validated by others, that subject 

will feel some degree of satisfaction with that choice 

(Festinger, 1950). Since there is no "right" or "wrong" 

choice to validate in the realm of the present study, the 

importance of the social referent increases as does the 

need to communicate. 

Reference group theory in this context stresses the 

influence of particular groups including family, friends, 

and co-workers on clothing decisions. The reference 

groups used can be groups to which an individual belongs 

or desires membership. The group can further be an 

actual or imaginary group perceived to have significant 

relevance on the individual's evaluations, aspirations, 

or behavior (Park & Lessig, 1977). 

The first step in the market research process is to 

identify consumers in terms of who they are, what they 

need, and the purchase process (Del Vecchio, 1991). 

Focusing on this last factor, the purpose of the present 

study was to determine which sources of information. 
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either personal (wife, family member, friend, co-worker, 

or store personnel) or non-personal (magazine, 

television, advertisement, catalog or store display), the 

male consumer consulted in regard to clothing choices and 

whether demographic, psychographic, or geographic 

characteristics influenced the references used. 

Summary of the Study 

The overall purposes of the study were to: (1) 

identify references men used in the decision to purchase 

apparel for themselves, and (2) create profiles of male 

consumers using information concerning these references, 

identified shopping behaviors, demographic and 

psychographic characteristics, and area of residence. A 

national random sample of 779 male consumers served as 

the sample. The survey questionnaire consisted of the 

Clothing Interest Scale developed by Sharpe (1963), the 

Shopper-Type Category scale developed by Levy (1981), the 

Hollingshead Index of Social Position (Hollingshead & 

Redlich, 1958), and a Reference Identification Scale 

developed by the researcher. In addition, questions were 

included to determine demographic and geographic 

characteristics, and shopping behavior. 

To refine the instrument, pilot questionnaires were 

completed by five male Texas Tech University faculty 

members and 30 male acquaintances of the researcher. 

Following a revision of the instrument, questionnaires 
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were mailed to a national random sample of male consumers 

whose names appeared on a purchased mailing list. 

(Twenty-one surveys were non-deliverable, reducing the 

original sample size from 800 to 779.) Four-hundred-

fifty-seven surveys were returned to the researcher 

(response rate of 58.7%). 

Data from 440 usable questionnaires were analyzed 

through the use of means, standard deviations, Pearson's 

Product Moment Correlations, one-way analyses of variance 

(ANOVA), and where appropriate, Scheffe's or Tukey's 

multiple comparison tests. Cronbach's alpha was 

calculated to assess the reliability of the various 

scales used throughout the study. 

Based upon the analyses of the data, the findings 

may be summarized in the following manner. 

(1) Male consumers seek the opinion of certain 

references, both personal and non-personal, when 

getting ideas about clothing ideas about clothing 

items to purchase. This finding advances both the 

social comparison theory and the reference group 

theory to include non-human reference or comparison 

sources. 

(2) Male consumers seek the opinion of certain 

references, especially their wife or girlfriend, 

both before and after they select and/or purchase 

apparel items. 
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(3) Male consumers used non-personal references, 

including store displays, catalogs, and newspaper 

advertisements more often than personal references 

when seeking ideas about which clothing items to 

purchase. 

(4) Male consumers used the non-personal reference, 

store displays, significantly more often than the 

other non-personal references tested to obtain ideas 

about which clothing items to purchase. 

(5) Male consumers used references intrinsic to the 

retail store (especially store displays) more often 

than references extrinsic to the retail store when 

seeking ideas about which clothing items to 

purchase. 

(6) Male consumers reported they actually purchased 

items they saw featured in reference sources 

extrinsic to the retail store (especially catalogs) 

more often than items featured in reference sources 

intrinsic to the retail store. 

(7) The references used most often for obtaining ideas 

about which items to purchase were: wife/ 

girlfriend, sales associates in the store, and male 

friends, respectively. 

(8) The references used most often for seeking feedback 

concerning items already purchased were: wife/ 

girlfriend, male sales associates, male friends. 
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male co-workers, and female sales associates, 

respectively. 

(9) Male consumers seek the opinions of female 

references more often than the opinions of male 

references, both before and after making a clothing 

purchase. 

Consumer Profile bv References Used 

Certain psychographic, demographic, and geographic 

characteristics, and particular shopping behaviors were 

studied as well. Some of these characteristics were 

found to be indicative of references used while seeking 

ideas about clothing items to purchase, for approval 

after the purchase, and in actual purchase behavior. 

These findings may be summarized as follows. 

(1) Social class can be used as an indicator of non-

personal references used at the point of purchase. 

Male members of the middle class used intrinsic 

references (store displays and sales associates) at 

the point of purchase more often than did members of 

the lower class, and male members of the lower class 

used intrinsic references more often than did 

members of the upper class. 

(2) Level of clothing interest can be used as an 

indicator of references used both when seeking ideas 

about which items to purchase and in actual purchase 

behavior. The survey participants who demonstrated 
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a higher clothing interest relative to other survey 

participants used all reference groups except the 

female reference group for ideas about which 

clothing items to purchase, while all reference 

groups were used for approval after the purchase. 

Conversely, male consumers demonstrating a lower 

clothing interest tended not to use any of the 

reference groups for ideas about which clothing 

items to purchase. 

(3) The shopper type category scale used in the present 

study failed to identify more than one definitive 

category. 

(4) Marital status and age influenced references used. 

Married men tended to use their wife more often as 

sources for ideas and feedback concerning choices 

made. 

(5) Income might be used to predict intrinsic references 

used at the point of purchase. As income increased, 

so did the use of non-personal references. 

(6) Region of residence affected male references, non-

personal references, and extrinsic references used 

after the purchase or at the point of purchase. 

Region of residence also affected non-personal and 

extrinsic references used to get ideas about which 

items to purchase. However, no two groups were 

significantly different from each other. 
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(7) The size of the city in which the male consumer 

resided influenced intrinsic references used to get 

ideas about clothing items to purchase. However, no 

two groups were significantly different from each 

other. 

(8) Whether or not apparel shopping was done in the city 

in which the respondent resided was associated with 

the use of extrinsic references used to get ideas 

about which styles to purchase. 

(9) A positive relationship was found between the 

respondent's level of impulsiveness and the use of 

intrinsic references in seeking ideas about which 

clothing styles to purchase and in actual purchase 

behavior. 

(10) Those male consumers who used the following 

reference groups to obtain ideas about clothing 

items to purchase tended to spend proportionally 

more money on clothing for themselves: male 

references, extrinsic references, and intrinsic 

references. However, consumers in this group tended 

to purchase items they saw featured in both 

extrinsic and intrinsic reference sources. The 

references showing the strongest correlations with 

the amount of money spent on clothing were fashion 

magazines and store displays. 
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(11) As shopping frequency increased, so did the use of 

both intrinsic and extrinsic non-personal 

references, especially fashion magazines, television 

programs, and store displays. 

(12) Respondents who indicated that good sales clerk 

assistance was important in store selection used 

each reference group tested both before and after 

the apparel purchase. 

(13) The store's reputation was important to consumers 

who used all reference groups except female 

references consulted before making clothing 

purchases. 

(14) Non-personal references were used more by male 

department store customers. 

(15) Male consumers who preferred to shop in men's 

specialty stores were more likely to use male 

references both before and after the purchase. 

(16) Male consumers who patronized discount stores for 

clothing for themselves did not tend to purchase 

items seen on display and/or recommended by sales 

clerks. 

(17) Male catalog shoppers used non-personal extrinsic 

references more often. 

(18) Department stores were preferred more often by male 

consumers for clothing purchase. 
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Conclusions 

The overall findings of this study lend support to 

both social comparison theory and reference group theory 

which imply that people seek advice from and compare 

ideas with other persons. The male consumer participants 

did seek the opinions and advice of others as they made 

apparel purchase decisions. However, the findings of 

this study have advanced the theories to include 

information sources which are non-human. In the case of 

apparel purchase decisions, store displays, 

advertisements, and/or catalog presentations serve as the 

primary references to which one compares himself or his 

opinions or ideas. Therefore, social comparison and/or 

reference identification can be applied to other persons 

or, as in the present study, to representations of image, 

lifestyle, or personality. 

The use of store displays and catalog presentations 

further indicate a desire to use objective objects for 

comparison or reference. The use of comparison in any 

form indicates a desire to conform to group standards 

(Festinger, 1950). Using objective avenues, the consumer 

has no need for insecurity, and perceived group norms can 

be determined through image promotion or advertising. 

Siegel and Siegel (1957) found that the reference group 

does have "some effect on an individual's attitudes, even 

when the imposed group is not accepted by the individual 
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as his reference group" (p. 364). Although the Siegel 

and Siegel study did not involve consumer behavior or 

non-personal references, it does lend some explanation 

for the use of store displays and catalogs as reference 

sources. Even though these non-human references were 

used, they are not groups to which an individual desires 

membership. 

The specific references male consumers in the 

present study used most often when selecting clothing 

items for themselves were non-personal references such as 

store displays, catalogs, and newspaper advertisements. 

These findings support earlier studies by Braus (1990), 

Byrd (1986), and Moore (1971). However, these findings 

contradicted those of Midgely (1983) and Moschis (1976). 

Results of the present study indicated that male shoppers 

wish to see particular coordinated styles, colors, and 

ensembles as they make purchase decisions. One 

explanation for this behavior might be that young boys 

are not typically encouraged to develop clothing 

interests. Initially, young boys' mothers, and in later 

years, these men's wives, select and purchase clothing 

for them. Consequently, when they are faced with 

selecting their own wardrobes, they may lack confidence 

to assemble a well coordinated ensemble. Another 

explanation may be that men feel uncomfortable asking 

anyone about clothing ideas. It might be less 
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threatening to look to inanimate objects for information. 

Still another explanation might be that shopping for 

clothing or interest in clothing might be considered 

effeminate behavior since women are more likely to be 

rewarded for high clothing interest, while men generally 

are not. However, evidence in popular literature, as 

well as this study, indicates this association could be 

changing. Men may also prefer to use non-personal 

references because they are more comfortable with an 

objective approach to making decisions, while women may 

prefer to "see how clothing looks on them." 

The greater use of the non-personal reference, store 

displays, can possibly be explained by shopping style 

orientation. Male consumers may make the decision to go 

shopping in response to a wardrobe need, however, little 

prior effort is expended in evaluating alternatives or 

specifics related to the planned purchase. Only after 

entering the retail establishment and assessing the 

visual presentation of merchandise options, are objective 

alternatives considered. The less social interaction may 

suggest a heightened sense of self-confidence in their 

apparel purchase decisions, as determined by Shim and 

Kotsiopulos (1992). 

The fact that survey respondents reported purchasing 

items featured in catalogs may have two explanations. 

First, men may be accustomed to "looking up" information 
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in catalogs for other types of products such as auto 

parts. Logically, this mindset might carry over into 

clothing purchase. Secondly, catalogs feature a finite 

amount of merchandise choices from which the consumer 

makes purchase decisions. On the other hand, store 

displays and advertisements feature only a portion of 

merchandise offered. The consumer may choose featured 

items or similar ones located close by—or even in 

another store. The display or advertisement can create 

an idea that may be executed with items not featured. 

When male consumers in this study sought the 

opinions of particular persons, both when deciding which 

clothing items to purchase and for approval after the 

purchase, wives or girlfriends were chosen most often. 

These findings are in agreement with Arnold (1992) and 

Moschis (1976); however, it is possible that findings of 

the current study may have been biased by the large 

number of married participants (75%). Other personal 

references used included sales associates in the store 

and male friends and co-workers; however, female 

references were generally chosen more often than were 

male references, in all categories. In general, men 

appear to seek the advice and approval of females, 

especially those closest to them. Perhaps this is 

because women typically spend more time shopping and 

purchase more clothing than do men; therefore, they most 
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probably know more about clothing selection and purchase. 

As mentioned previously, the early influence of the 

mother or mother figure who purchased all or most of the 

young boy's clothing might be the reason men seek the 

advice of females close to them most often. Sales clerks 

in the store could be used simply because of proximity at 

the point of purchase. 

Social comparison theory hypothesizes that people 

have a drive to determine whether or not their opinions 

are "correct" (Festinger, 1954). This thesis was 

reinforced in this study, as male consumers sought 

approval from their wives or girlfriends after apparel 

purchases were made. 

Several psychographic, demographic, and geographic 

characteristics were found to be related to choice of 

reference groups. When the effect of social class was 

explored, lower-class and middle-class consumers were 

determined to use intrinsic references such as store 

displays and store personnel more often than members of 

the upper class. Of these groups, middle-class consumers 

used these references most often. This situation may 

exist because the middle-class consumer tends to shop in 

department stores more often where displays and sales 

personnel are more plentiful. Lower-class consumers 

tended to shop more in discount stores where displays are 

not as prevalent or creative, and where centralized cash 



185 

and wrap reduces the number of stockers on the sales 

floor. Further, stockers typically are not trained sales 

associates. The upper-class consumer may use intrinsic 

references less often because he may desire more 

exclusivity in clothing choices, therefore exhibiting a 

desire to avoid items featured on display. 

Male consumers who were more interested in clothing 

were more likely to discuss clothing and to seek 

information concerning clothing. These consumers were 

more comfortable with clothing selection and the shopping 

environment. Similar findings were also found by Gurel 

and Gurel (1979), Shim et al. (1991), and Shim and 

Kotsiopulos (1991). 

Although the cognitive dissonance variable was 

dropped from analysis in this study, it is still felt to 

be an important factor in profiling the male consumer. 

Men want objective information; therefore, they consult 

objective information sources, which, in this study, 

consisted of non-personal references. It is this 

researcher's feeling that cognitive dissonance may be 

lessened when humans are not consulted for ideas 

concerning purchase alternatives. In this scenario, 

there is no accounting for choices discussed or made and 

the choice then becomes objective. 

It is also important to note that an attempt to 

measure shopper type category using a scale developed to 
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categorize female shoppers failed to define male consumer 

types. This finding is important because it indicates 

that male and female shopper types cannot be defined by 

the same criteria. 

When demographic characteristics were compared to 

references used, married men were found to rely more 

heavily on their wives for information, while single men 

used a variety of reference sources. The married man has 

a ready source of input via his wife availsdDle each day. 

A single man, however, generally has a network of both 

male and female friends with whom he may or may not 

interact regularly. As such, he would be less likely to 

rely on these friends as a regular source of reference. 

As the age of the respondents increased, so did the 

use of personal references, especially female personal 

references. This finding is probably due to the fact 

that as age increases, so does the probability that a man 

will be married thus providing that ready reference. 

When individual references were compared with age, 

the data analysis revealed negative correlations in 

almost every reference group category (see Table 4.34). 

A possible explanation for this unusual occurrence is the 

method of computation used for the correlation 

procedures. Summary mean values were used to compute 

correlations for the reference groups while individual 

references were computed with the total data set. 
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Another possible explanation is that older male consumers 

are more likely to have a smaller network of personal 

references, and as a result, rely more heavily on the 

personal references that are available. Conversely, 

younger people are less likely to rely on a small number 

of references thereby using more references, but using 

each less frequently. The analysis suggests that older 

male consumers seek more advice from personal references 

(especially females) than do younger male consumers while 

gathering ideas about what to purchase. However, younger 

men tended to be more interested in clothing and shopping 

than did the older men who participated in this survey. 

Geographic characteristics influenced references 

used, although the various geographic groups did not 

differ from each other. Marketers in the various 

geographic regions might utilize the references indicated 

as being used most often for their product area. 

When shopping behavior was examined, some behaviors 

were found to be related to references used. Most 

notably, those male shoppers who spent proportionally 

more money on clothing for themselves tended to use non-

personal references more often for ideas concerning items 

to purchase as well as for actual purchase of those 

items. This indicates a confidence in clothing choices 

made by this group and/or a lack of a need for 

reinforcement concerning choices made. 
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The fact that non-personal references were used more 

by department store customers is probaODly related to the 

fact that middle-class and upper-class consumers and 

those who spend proportionally more money on clothing for 

themselves prefer to shop in department stores. It is 

possible that these groups are comprised of the same 

people. It was also determined in this study that 

department stores were preferred over the other store 

types overall. Remember though that 52.5% of the 

respondents were determined to be members of the upper or 

middle class. 

Male discount store shoppers did not tend to 

purchase items on display or recommended by sales 

associates, probably because of the lack of displays and 

sales associate availability in these stores. Catalog 

shoppers were determined to use extrinsic references most 

often. However, since "catalog" was identified as an 

extrinsic reference source in this questionnaire, this 

may have skewed the results. 

Implications for Retailers 

The findings of this study have major implications 

for marketers of men's fashion apparel. Existing 

literature has repeatedly supported the use of other 

people for idea comparison and approval. However, this 

study found that, at least for the male consumer, 

representations of image, lifestyle, or personality such 
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as that depicted in print media or store display were 

equally as important. This would suggest greater 

significance for a well-coordinated in-store marketing 

effort. 

Since the male consumer in this study wanted to see 

the complete ensemble prior to transacting a purchase, 

creative ways for achieving this goal should be explored. 

One obvious alternative would be the traditional fashion 

show. However, since this terminology implies a female 

activity, effective implementation is critical. Wardrobe 

consultants (especially female consultants) could also 

provide an alternative merchandising tool because men 

desire assistance in putting together a wardrobe; 

publicizing this type of assistance could build store 

traffic and loyalty. Remote displays at predominately 

male functions might also be an avenue to build more 

store traffic and generate incremental sales. 

Perhaps the most effective marketing tool indicated 

by this study is for stores to produce catalogs. 

Displays could be used for idea generation, but the mail

order service could also serve as a non-threatening and 

objective shopping avenue. 

Additionally, marketers will want to target 

advertising to female audiences because of the importance 

of the female reference in the male consumers' decision 

to purchase particular styles. Physically locating men's 
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departments or specialty stores near the female 

counterparts aimed at the same demographic groups should 

also facilitate sending fashion and product information 

to the male consumer via the wife or girlfriend. 

Particular items and ensembles should be the focus 

inside the store, while store image or fashion image 

might be expressed through advertising and promotion. 

The display has been found to be an important selling 

tool, but the customer has to enter the store to see the 

display. The male consumers' use of other male 

references could be channeled through these efforts as 

well. 

Marketers can apply demographic-, psychographic-, 

and geographic-related information in a manner that is 

tailored to their particular target customer. If the 

target customer is an older, married man, for example, 

the promotional efforts might be targeted to female 

references. If the target customer spends a lot of money 

on clothing, prefers to shop in department or specialty 

stores, and shops frequently, the marketer might pay 

special attention to intrinsic references including sales 

personnel and store displays. 

Recommendations for Further Study 

Future studies might include a replication of the 

present study to determine if the use of non-human 

references surfaces once again as the predominant 



191 

reference group used. Additional research should address 

references used for particular clothing items, such as a 

business suit or a tie, as well as the level of 

involvement used to select particular apparel items. 

More information needs to be obtained about male 

shoppers. For example, when do they shop?, and how much 

time do they spend in the product selection process? 

Additional research is also needed concerning products 

other than clothing, such as fragrances, gifts, and home 

furnishings. Specific information concerning the above 

research areas can streamline marketing efforts. 

The reference identification concept could be 

applied to other target groups, including both the male 

and female "tween" markets, teenagers, career women, 

and/or retired persons. Reference identification would 

also be useful for different socio-economic groups within 

the above categories. 

The concept of categorizing male consumers merits 

further investigation. It is evident that the same 

criteria cannot be used to categorize men and women, yet 

categorization of male shopper types is lacking in 

current literature. 

Finally, cognitive dissonance in relation to 

references used should be explored further. Since there 

are more women in the workplace today, men may be more 

concerned about dressing to impress them. 
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College of Home Economics 
Department of Merchandising, 

Envirorunental Design and 
Consumer Economics 

BOX41162 ^ ^ ^ ^ ^ 2 3 , 1 9 9 1 
Lubbock, TX 794091162 
(896) 742-3050 
FAX (806) 742-1343 

Dear Sir, 

With the increasing number of clothing choices 
available today, the task of shopping for your wardrobe 
can seem 
overwhelming — or exciting depending on your interest in 
clothing. In order that the retailer may better meet 
your needs, more information is required. As a graduate 
student in clothing, textiles and merchandising, I eon 
conducting research for my dissertation to determine 
which sources of information you use when selecting 
particular clothing items. Retailers can then use this 
information to better reach you—their target market. 

You have been chosen to be a part of a special group 
of men to help test the questionnaire I have developed. 
I would appreciate your assistance by completing the 
enclosed questionnaire. Further, any additional comments 
that you feel would be helpful for me or the group of 
male consumers to whom I will send the final version 
should be included. Please return the completed 
questionnaire in the enclosed stamped, self-addressed 
envelope. 

You may be assured of complete confidentiality. The 
questionnaire has an identification number for mailing 
purposes only. This is so that I may check your name off 
of the mailing list when your questionnaire is returned. 
Your name will never be placed on the questionnaire 
itself. 
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Your comments and participation are important to me 
and to this study. If you have any questions, please 
call me at (318) 257-2338 during normal office hours. It 
will be helpful if you can return the questionnaire by 
September 6, 1991. Thank you in advance for your help 
with this project. 

Sincerely, 

Tammy Lamb 
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QUESTIONNAIRE EVALUATION FORM 

Please read this evaluation form first before you 
start to fill out the questionnaire and then use this 
form to give your critical reaction to the questionnaire 
once you have completed it. 

1. Did the cover letter motivate you to fill out the 
questionnaire? (If not, what else might have?) 

2. Was there anything special that made you want to (or 
not want to) fill out the questionnaire? 

3. Did you find the questionnaire easy or 
difficult to fill out? 

4. What problems, if any, did you have in answering the 
questions? 

Please indicate which question(s) and the problem(s) 
you had. 
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5. If there were questions for which you did not find an 
appropriate answer given, and no opportunity to list 
your own, please indicate which question(s) and your 
desired answer(s). 

6. Do the sections of the questionnaire come in an 
appropriate order? If no, what would you suggest 
changing? 

7. About how long did it take you to fill out the 
questionnaire? 

minutes 

8. Please give any other suggestions or comments that 
would improve the questionnaire. (Use the back of 
this page for your additional comments.) 

THANK YOU VERY MUCH!!! 
PLEASE RETURN THIS FORM WITH YOUR COMPLETED 

QUESTIONNAIRE. 
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THE MALE SHOPPER 

The questions below are asked to get an idea about 
your shopping attitudes and behavior. Please indicate 
how the statements below apply to you by circling the 
correct answer. 

STRONGLY STRONGLY 
AGREE DISAGREE 

1. Clothing is important to me. 5 4 3 2 1 

2. In general, I find shopping 
enjoyable. 5 4 3 2 1 

3. I wear clothes just so I will 
have something to cover my body. 5 4 3 2 1 

4. A person's reputation at 
work is affected by how he/she 
dresses. 5 4 3 2 1 

5. Expensive clothes are worth 
what they cost. 5 4 3 2 1 

6. I wear clothes that will 
make me look good. 5 4 3 2 1 

7. I am generally satisfied with 
the clothes I select for 
myself. 5 4 3 2 1 

8. I stop to look at clothes even 
when I am not planning to buy 
anything. 5 4 3 2 1 

9. There is a real difference 
between store brand, national 
brand and designer brand 
clothing. 5 4 3 2 1 

10. People ask for my advice about 
clothes. 5 4 3 2 1 

11. I want someone else to select 
the clothes I purchase. 5 4 3 2 1 

12. Shopping for clothing for 
myself is boring. 5 4 3 2 1 



207 

STRONGLY STRONGLY 
AGREE DISAGREE 

13. I believe that people who are 
preoccupied with their clothes 
are shallow. 5 4 3 2 1 

14. I like to be considered a 
fashion leader. 5 4 3 2 1 

15. Wearing professional clothing 
helps me gain respect from 
others at work. 5 4 3 2 1 

16. I wear clothes that will make 

me feel good about myself. 5 4 3 2 1 

17. Clothes are overpriced. 5 4 3 2 1 

18. I enjoy browsing, even when I 
am not out to buy something. 5 4 3 2 1 

19. Dressing well is important for 
the advancement of one's 
career. 5 4 3 2 1 

20. I am fashionable. 5 4 3 2 1 

For the questions below, please circle the number 
beside the appropriate answer. 

21. How important is clothing to you, personally? 

1 VERY IMPORTANT 
2 SOMEWHAT IMPORTANT 
3 NOT VERY IMPORTANT 
4 UNIMPORTANT 

22. I usually select my own clothing. 

1 YES 
2 NO 

23. I usually purchase my own clothing. 

1 YES 
2 NO 
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The questions below are asked to determine whose 
opinions you seek concerning the clothes you select for 
yourself, if you do not select your own clothing, please 
skip over to question #78. If you do select your own 
clothing, please indicate how often you ask for the 
opinion of the following people before you decide to 
purchase a particular clothing item. 

24. Mother 

25. Girlfriend or wife 

26. Sister or other female 
family members 

Always Never M/A 

27. Female co-workers 5 4 

28. Other female friends 5 4 

29. Female sales clerk in the 
store 

30. Father 5 4 3 2 1 

31. Brother or other male 
family members 5 4 3 2 1 

32. Male co-workers 5 4 3 2 1 

33. Other male friends 5 4 3 2 1 

34. Male sales clerk in the 
store 5 4 3 2 1 

For questions 35 - 45, please indicate how often you 
ask for the opinion of the following people after making 
a clothing purchase. 

Always Never N/A 

35. Mother 

36. Girlfriend or wife 

37. Sister or other female 
family members 5 4 



38. Female co-workers 

39. Other female friends 

40. Female sales clerk in the 
store 

41. Father 

42. Brother or other male 
family members 

43. Male co-workers 

44. Other male friends 

45. Male sales clerk in the 
store 
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Always Never N/A 

5 4 3 2 1 0 

5 4 3 2 1 0 

5 4 3 2 1 0 

5 4 

5 4 

5 4 

5 4 

The next eight questions ask about where you get 
ideas for the selection of the particular clothes you 
choose for yourself. Please indicate how frequently you 
use the following sources of information to get ideas 
about which styles, colors, and brands of clothes to 
purchase: 

46. Fashion magazines (for 
example, GQ or Esquire) 

47. Catalogs 

48. Magazines that are not 
fashion oriented (for 
example. Field & Stream 
or TV GUIDE) 

49. Television advertisements 
for clothing items 

50. Billboard advertisements 
for clothing items 

51. Newspaper advertisements 
for clothing items 

Always 

5 

5 

4 

4 

3 

3 

Never 

2 

2 

1 

1 
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Always Never 

52. Store displays of clothing 
items (either window 
displays or displays 
located inside the store) 5 4 3 2 1 

53. Television programs and 
videos 5 4 3 2 1 

If vou purchase most of your own clothing, please 
answer the remainder of the survey questions. If yQ^ ̂ Q 
not purchase most of your own clothing, please skip over 
to question #78. 

STRONGLY STRONGLY 
AGREE DISAGREE 

54. I usually have an idea of 
what I am going to buy 
before I go shopping. 5 4 3 2 1 

55. When I see a garment I 
like in a store window, I 
go in and buy it. 5 4 3 2 1 

56. I make the decision to 
purchase particular clothes 
after I am inside the store. 5 4 3 2 1 

57. I buy clothes in stores 
with good sales-clerk 
assistance. 5 4 3 2 1 

58. The store's reputation or 
image influences my 
shopping for clothes there. 5 4 3 2 1 

59. I make the decision to 
purchase particular clothes 
before I ever go into the 
store. 5 4 3 2 1 
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For questions numbered 60-63, please indicate how 
often you purchase clothing for yourself from the 
following types of businesses: 

Always Never 

60. Department stores (such as 
Dillard's, J c Penney's, 
Foley's, etc.) 5 4 3 2 1 

61. Men's specialty stores 5 4 3 2 1 

62. Discount stores (such as 
Wal-Mart, K-Mart, Target, etc.) 5 4 3 2 1 

63. Catalogs 5 4 3 2 1 

For the questions in this section, please indicate 
how often you purchase clothing items for yourself that 
you saw: 

Always Never 

64. In a store display 5 4 3 2 1 

65. Advertised on a billboard 5 4 3 2 1 

66. Advertised on television 5 4 3 2 1 

67. Worn by persons on a 

television program or video 5 4 3 2 1 

68. Featured in a magazine 5 4 3 2 1 

69. Featured in a catalog 5 4 3 2 1 

70. Recommended by a sales clerk 5 4 3 2 1 

The information below is requested to help create 
profiles of American male shoppers and the factors that 
influence clothing purchases. Please select the answer 
that best describes you. 

71. Are you comfortable making your own decisions about 
the clothes you purchase for yourself? (circle the 
appropriate number) 

1 YES 
2 NO 
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72. How often do you shop for clothing? (circle the 
appropriate number) 

1 MORE THAN ONCE A WEEK 
2 ONCE A WEEK 
3 TWO - THREE TIMES A MONTH 
4 ONCE A MONTH 
5 ONCE EVERY OTHER MONTH 
6 LESS THAN ONCE EVERY TWO MONTHS 

73. Approximately how many clothing items that you have 
selected and purchased yourself have you returned to 
the store for a refund or exchange during the past 
year? (circle the appropriate number) 

1 
2 
3 
4 
5 

NONE 
1 - 5 
6 - 1 0 
11 - 15 
16 OR MORE 

74. How do you usually pay for clothing purchases? 
(circle the appropriate number) 

1 CASH/CHECK 
2 STORE CHARGE ACCOUNT OR STORE CHARGE CARD 
3 BANK CHARGE CARD (Visa, MasterCard, etc.) 

75. Approximately how much money do you spend on 
clothing each year? 

76. Do you usually purchase clothing in the city in 
which you live? (circle the appropriate number) 

1 YES 
2 NO 

77. What motivates you to purchase clothes? (List as 
many reasons as appropriate.) 
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The remaining questions are asked in order to create 
a demographic and geographic profile of the American male 
shopper. 

78. The ethnic group with which you identify most is: 
(circle the appropriate number) 

1 WHITE 
2 BLACK / AFRICAN AMERICAN 
3 HISPANIC / MEXICAN AMERICAN 
4 ORIENTAL / ASIAN AMERICAN 
5 OTHER (please specify) 

79. Your present age is 

80. Your current marital status is: (circle the 
appropriate number) 

1 SINGLE, NEVER MARRIED 
2 SINGLE, DIVORCED 
3 SINGLE, WIDOWED 
4 SINGLE, LIVING WITH SIGNIFICANT FEMALE OTHER 
5 MARRIED 

81. Your total combined household income before taxes 
is: (circle the appropriate number) 

1 Less than $9,999 8 $ 70,000 - $ 79,999 
2 $10,000 - $19,999 9 $ 80,000 - $ 89,999 
3 $20,000 - $29,999 10 $ 90,000 - $ 99,999 
4 $30,000 - $39,999 11 $100,000 - $109,999 
5 $40,000 - $49,999 12 $110,000 - $119,999 
6 $50,000 - $59,999 13 $120,000 - $129,999 
7 $60,000 - $69,999 14 More than $130,000 

82. How would you describe the area in which you live: 
(Circle the appropriate number) 

1 RURAL 
2 SMALL TOWN 
3 MEDIUM SIZE CITY 
4 LARGE CITY 

83. Your state of residence is . 
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84. Please indicate the category that best describes 
your occupation. If you are unemployed or retired, 
please indicate the category that best describes 
your former job: (circle the appropriate number) 

1 HIGHER EXECUTIVE OF A LARGE CONCERN 
2 MAJOR PROFESSIONAL 
3 BUSINESS MANAGER 
4 PROPRIETOR OF MEDIUM-SIZE BUSINESS 
5 ADMINISTRATIVE 
6 OWNER OF SMALL BUSINESS 
7 MINOR PROFESSIONAL 
8 CLERICAL OR SALES 
9 TECHNICIAN 
10 SKILLED MANUAL EMPLOYEE 
11 UNSKILLED MANUAL EMPLOYEE 
12 STUDENT 

85. The highest level of education you have achieved is: 
(circle the appropriate number) 

1 GRADUATE DEGREE 
2 UNDERGRADUATE DEGREE 
3 SOME COLLEGE 
4 VOCATIONAL DEGREE 
5 HIGH SCHOOL DIPLOMA 
6 SOME HIGH SCHOOL 
7 SEVEN TO NINE YEARS OF SCHOOL 
8 LESS THAN SEVEN YEARS OF SCHOOL 

86. If you were given $1000 to spend any way you please, 
how would you choose to spend the money? Please 
indicate approximately how much you would spend for 
any of the following items. 

Travel 

Eating Out 

Sports Equipment 

Clothing for Yourself 

Furnishings for Your Home 

Entertainment (sporting event, concert, 
movie, amusement park, etc.) 

Gift for Someone Else 

Other (Please specify below) 
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Thank you for your participation in this study!! 
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THE MALE SHOPPER 

PLEASE ANSWER THE QUESTIONS CONTAINED IN THIS SURVEY BASED ON 
HOW YOU FEEL. THERE ARE NO RIGHT OR WRONG ANSWERS. 

^^T I. The questions in the first section are asked to get an idea 
about your clothing interest. Please indicate how the statements 
below apply to you by circling the most appropriate number. 

STRONGLY STRONGLY 
AGREE DISAGREE 

1. I try to keep my wardrobe in line 
with the current style. 

2. I like to be considered one of the best 
dressed in a group. 

3. People talk too much about clothes. 

4. Clothing is so attractive to me that I 
would like to spend more on it than I 
should. 

5. I skip the fashion ads in the newspapers or 
magazines. 

6. I have no interest in keeping up with the 
current style. 

7. I want someone else to select the clothes 
I purchase. 

8. I am generally satisfied with the clothes 
I select for myself. 

9. Generally, good value in clothes is more 
important to me than fashion. 

10. I get bored with clothes if I keep them 
too long. 

11. I have a reputation as a pacesetter since 
I am usually the first to wear new 
fashions. 5 4 3 2 

12. Suits are the important part of my 
wardrobe. 5 4 3 2 

13. I like to experiment with my clothes since 
I want to look unique. 5 4 3 2 

14. I feel uncomfortable in stores that are 
always changing things around. 5 4 3 2 

15. I do not require many dressy clothes. 5 4 3 2 

16. I favor classic or traditional looks which 
won't go out of fashion in a few season. 5 4 3 2 

17. I prefer stores that have fashion 
merchandise at affordable prices. 5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 

5 4 3 2 
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STRONGLY STRONGLY 
AGREE DISAGREE 

18. My lifestyle is such that I require a 
diverse wardrobe. 5 4 3 2 

19. Fashion change forces a customer to buy 
new clothes. 5 4 3 2 

20. I like to put together my own look without 
help from sales associates. 5 4 3 2 

21. I generally buy fashion looks only after I 
see them being worn in public. 5 4 3 2 

22. I am aware of the current fashion trends. 5 4 3 2 

23. I tend to pay more to buy clothes that I 
will wear for years. 5 4 3 2 

PART II. The next set of questions are asked to determine whose 
opinions you seek concerning the clothes you select for yourself. 
If YOU do not select your own clothing, please skip over to PART IV, 
Page 4. If you do select your own clothing, please indicate how 
often you ask for the opinion of the following people BEFORE you 
decide to purchase a particular clothing item. 

ALVAYS NEVER N/A 

1. Mother 5 4 3 2 1 0 

2 . G i r l f r i e n d or Wife 5 4 3 2 1 0 

3 . S i s t e r or other female family 

members 5 4 3 2 1 0 

4. Female co-workers 5 4 3 2 1 0 

5. Other female friends 5 4 3 2 1 0 

6. Female sales associate in store 5 4 3 2 1 0 

7. Father 5 4 3 2 1 0 

8. Brother or other male family 

Members 5 4 3 2 1 0 

9. Male co-workers 5 4 3 2 1 0 

10. Other male friends 5 4 3 2 1 0 

11. Male sales associate in store 5 4 3 2 1 0 
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For the next set of questions, please indicate how often you 
ask for the opinion of the following people AFTER making a clothing 
purchase. 

ALtfAYS NEVER N/A 

12. Mother 5 4 3 2 1 0 

13. Girlfriend or wife 5 4 3 2 1 0 

14. S i s ter or other female family 

members 5 4 3 2 1 0 

15. Female co-workers 5 4 3 2 1 0 

16. Other female friends 5 4 3 2 1 0 

17. Female sales associate 5 4 3 2 1 0 

18. Father 5 4 3 2 1 0 

19. Brother or other male family 

members 5 4 3 2 1 0 

20. Male co-workers 5 4 3 2 1 0 

21. Other male friends 5 4 3 2 1 0 

22. Hale sales associate 5 4 3 2 1 0 
The next eigiht questions ask about where you get ideas for the 

clothes you choose for yoxirself. Please indicate how frequently you 
use the following sources of information to get ideas about %ihich 
styles, colors, and brands of clothes to purchase: 

ALtfAYS NEVER 

23. Fashion magazines (for example, GQ, or 
EsQuire ) 5 4 3 2 1 

24. Catalogs 5 4 3 2 1 

25. Magazines that are not fashion oriented 
(for example. Field & Stream 
or TV Guide) 5 4 3 2 1 

26. Television advertisements for clothing 

items. 5 4 3 2 1 

27. Billboard advertisements 5 4 3 2 1 

28. Newspaper advertisements for 
clothing items 5 4 3 2 1 

29. Store displays of clothing items (either 
window displays or displays located inside 
the store.) 5 4 3 2 1 

30. Television programs and videos 5 4 3 2 1 
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PART III: If vou purchase most of your own clothing, please answer 
the remainder of the survey questions. If you do not purchase most 
of your own clothinfr. please skip over to PART IV, Page 4. For the 
following questions, please indicate how often you purchase clothing 
for yourself from the following types of businesses: 

Always Never 

1. Department stores (such as Dillard's, 

J C Penney's, Foley's, etc.) 5 4 3 2 1 

2. Men's specialty stores 5 4 3 2 1 

3. Discount stores (such as Wal-mart, 
K-Mart, Target, etc.) 5 4 3 2 1 

4. Catalogs 5 4 3 2 1 

Please indicate how each statement below applies to you by 
circling the most appropriate number. 

STRONGLY STRONGLY 
AGREE DISAGREE 

5. I usually have an idea of what I am 
going to buy before I go shopping. 5 4 3 2 1 

6. When I see a garment I like in a 
store window, I go in and buy it. 5 4 3 2 1 

7. I make the decision to purchase 
particular clothes after I am 
inside the store 5 4 3 2 1 

8. I buy clothes in stores with good 
sales clerk assistance. 5 4 3 2 1 

9. The store's reputation or image 
influences my shopping for clothes 
there. 5 4 3 2 1 

10. I make the decision to purchase 
particular clothes before I ever go 
into the store. 5 4 3 2 1 

For the questions in this section, please indicate how often 
you purchase clothing items for yourself that you saw: 

ALWAYS NEVER 

11. In a store display 5 4 3 2 

12. Advertised on a billboard 5 4 3 2 

13. Advertised on television 5 4 3 2 

14. Worn by persons on a television 
program or video 5 4 3 2 

15. Featured in a magazine 5 4 3 2 
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ALtfAYS NEVER 

16. Featured in a catalog 5 4 3 2 1 

17. Recommended by a sales associate 5 4 3 2 1 

The information below is requested to help create profiles of 
American male shoppers and the factors that influence clothing 
purchases. Please select the answer that best describes you. 

18. Are you comfortable making your own decisions about the clothes 
you purchase for yourself? (Circle the appropriate number) 

1 YES 
2 NO 

19. How often do you shop for clothing? (Circle the appropriate 
ntjunber) 

1 MORE THAN ONCE A WEEK 
2 ONCE A WEEK 
3 TWO-THREE TIMES A MONTH 
4 ONCE A MONTH 
5 ONCE EVERY OTHER MONTH 
6 LESS THAN ONCE EVERY TWO MONTHS 

20. Approximately how many clothing items that you have selected 
and purchased yourself have you returned to the store for a 
refund or exchange during the past year? (Circle the 
appropriate number) 

1 NONE 
2 1 - 5 
3 6 - 10 
4 11-15 
5 16 OR MORE 

21. How do you usually nay for clothing purchases? (Circle the 
appropriate number.) 

1 CASH/CHECK 
2 STORE CHARGE ACCOUNT OR STORE CHARGE CARD 
3 BANK CHARGE CARD (Visa, Mastercard, etc) 

22. Approximately how much money do you spend on clothing each 
year? 

$ 

23 Do you usually purchase clothing in the city in which you live? 
(Circle the appropriate niimber.) 

1 YES 
2 NO 
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PART rv. The remaining questions are asked in order to create a 
demographic and geographic profile of the American male shopper. 

1. The ethnic group with which identify most is: 
(circle the appropriate number) 

1 WHITE 
2 BLACK/AFRICAN AMERICAN 
3 HISPANIC/MEXICAN AMERICAN 
4 ORIENTAL/ASIAN AMERICAN 
5 OTHER (Please specify) 

2. Your present age is 

3. Your current marital status is: (Circle the appropriate 
number) 

1 SINGLE, NEVER MARRIED 
2 SINGLE, DIVORCED 
3 SINGLE, WIDOWED 
4 SINGLE, LIVING WITH SIGNIFICANT OTHER 
5 MARRIED 

4. Your total combined household income before taxes 
is: (Circle the appropriate number) 

1 Less than $9,999 8 $70,000 - $79,999 
2 $10,000 - $19,999 9 $80,000 - $89,999 
3 $20,000 - $29,999 10 $90,000 - $99,999 
4 $30,000 - $39,999 11 $100,000 - $109,999 
5 $40,000 - $49,999 12 $110,000 - $119,999 
6 $50,000 - $59,999 13 $120,000 - $129,999 
7 $60,000 - $69,999 14 More than $130,000 

5. How would you describe the area in which you live: 
(Circle the appropriate number) 

1 RURAL 
2 SMALL TOWN 
3 MEDIUM SIZE CITY 
4 LARGE CITY 

6. Your state of residence is 

7. Please indicate the category that best describes your 
occupation. If you are unemployed or retired, please indicate 
the category that best describes your former job. If you don't 
exactly where your job fits, please list your job title on line 
#9. (Circle the appropriate number) 

1 HIGHER EXECUTIVE OF A LARGE CONCERN 
2 PROFESSIONAL (job title) 
3 ADMINISTRATIVE 
4 CLERICAL OR SALES 
5 SELF EMPLOYED (describe business) 

6 TECHNICIAN 
7 SKILLED MANUAL EMPLOYEE 
8 UNSKILLED MANUAL EMPLOYEE 
9 OTHER (please specify) 
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8. The highest level of education you have achieved is: 
(circle the appropriate number) 

1 GRADUATE DEGREE 
2 UNDERGRADUATE DEGREE 
3 SOME COLLEGE 
4 VOCATIONAL DEGREE 
5 HIGH SCHOOL DIPLOMA 
6 SOME HIGH SCHOOL 
7 SEVEN TO NINE YEARS OF SCHOOL 
8 LESS THAN SEVEN YEARS OF SCHOOL 

9. If you were given $1000 to spend any way you please, how would 
you choose to spend the money? Please indicate approximately 
how many dollars you would spend for any of the following 
items: 

$ Travel 

$ Eating Out 

$ Sports Equipment 

$ Clothing for Yourself 

$ Furnishing for Your Home 

$ Entertainment (sporting event, concert, movie, 

amusement park, etc.) 

$ Gift for Someone Else 

$ Other (Please specify below) 

THANK YOU FOR YOUR PARTICIPATION IN THIS STUDY!! 

Your contribution to this effort is greatly appreciated. If 
you would like a summary of results, please print you name and 
address on the back of the return envelope (NOT on this 
questionnaire). We will see that you get it. 

Texas Tech University 
Department of Merchandising Environmental 

Design & Consumer Economics 
P.O. Box 4325 

Lubbock, Texas 79409 
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College of Home Economics 
Depaitmem of Merchandising, 

Environmental Design and 
Consumer Economics 

Box 41162 
Lubbock, TX 79409-1162 
(896) 742-3050 
FAX (806) 742-1343 

Mr. Scott Vailes 
3420-10 Hwy. 65 South 
Pine Bluff, AR 71601 

Dear Mr. Vailes, 

You have been chosen to be a part of a special group 
of men to help determine which sources of information men 
use most often when deciding which clothing items to 
purchase. I know your time is valuable, but I would 
appreciate your assistance by completing the enclosed 
questionnaire, which should not take more than 9 minutes. 
It is also very important to the study that the 
questionnaire be completed by an adult male consumer. 
Please return the completed questionnaire in the enclosed 
self-addressed envelope. 

You may be assured of complete confidentiality. The 
questionnaire has an identification number for mailing 
purposes only. This is so that I may check your name off 
of the mailing list when your questionnaire is returned. 
Your name will never be placed on the questionnaire 
itself. 

Analysis of this survey is the final project as I 
complete requirements for my doctoral degree in 
merchandising. Your comments and participation are very 
important to me and to this study. You may receive a 
summary of results by writing "copy of results requested" 
on the back of the return envelope and printing your name 
and address below it. 



226 

It will be helpful if you can return the 
questionnaire by June 17, 1992. Thank you in advance for 
your help with this project! 

Sincerely, 

Tammy Lamb 
Project Director 
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College of Home Economics 
Department of Merchandising, 

Environmental Design and ' 
Consumer Economics 

Box 41162 
Lubbock, TX 79409-1162 
(896) 742-3050 
FAX (806) 742-1343 June 19, 1992 

Mr. Scott Vailes 
3420-10 Hwy. 65 South 
Pine Bluff, AR 71601 

Dear Mr. Vailes, 

About two weeks ago, I wrote to you seeking your 
opinions concerning clothing and the sources of 
information you use when selecting clothing for yourself. 
If you have already returned the questionnaire, please 
accept my warmest thanks. However as of today, I have 
not received your questionnaire. 

I am writing to you again because of the 
significance each questionnaire has to the usefulness of 
this study. Your name was drawn through a scientific 
sampling process in which every adult American male had 
an equal chance of being selected. In order for the 
results of this study to be truly representative of the 
opinions of all American men, it is essential that each 
person in the sample return their questionnaire. As 
mentioned in my last letter, the questionnaire from your 
household should be completed by an adult male. 

In the event that your questionnaire has been 
misplaced, a replacement is enclosed. Your assistance is 
greatly appreciated! 

Sincerely, 

Tammy Lamb 
Project Director 
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College of Home Economics 
Department of Merchandising, 

Environmental Design and 
Consumer Economics 

Box 41162 
Lubbock, TX 79409-1162 
(896) 742-3050 
FAX (806) 742-1343 , , , c , « « ^ 

July 15, 1992 

Mr. Scott Vailes 
3420-10 Hwy. 65 South 
Pine Bluff, AR 71601 

Dear Mr. Vailes, 

As you might remember, I am conducting a study 
concerning clothing attitudes and purchase behavior of 
men. The specific focus of my project is to identify 
what sources of information you use in order to decide 
which apparel items to purchase. After several years of 
shopping with brothers and boyfriends, I have noticed 
that many of you men know what you want to buy before you 
ever enter the retail store. My doctoral dissertation 
seeks to identify how you decide what it is that you want 
to purchase. Retailers can then use this information to 
target their marketing efforts so that you have the best 
and most current information in the places you look most 
often. 

If you have already returned your questionnaire, 
please accept my warmest thanks. But, whether I will be 
able to truly identify the behavior of men in this 
situation, depends upon you and the others who have not 
yet responded. Past research has shown that those of you 
who have not yet sent in your questionnaire may hold 
quite different views and use different sources of 
information than those who have already returned the 
survey. 

It is for these reasons that I am sending this third 
letter to you. In case my other correspondence did not 
reach you, a replacement questionnaire is enclosed. If 
you do not want to answer the survey, perhaps there is 
another adult male in your household who would. As I 
need to wrap up this study during the summer months, I 
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would greatly appreciate it if you could return the 
questionnaire as soon as possible. As I mentioned in an 
earlier letter, previous testing revealed that it should 
take approximately 9 minutes to answer all of the 
questions. 

I will be happy to send you a copy of the results if 
you want one. Simply put your name, address, and "Copy 
of results requested" on the back of the return envelope. 
I expect to have a summary ready to send early next 
spring. Again, thank you for your assistance!! 

Most sincerely. 

Tammy Lamb 
Project Director 
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ĉ  
o 
1 

H 
O 

1 

•IC 
•IC 
•IC 

o\ 
rH 

•It 
H 
H 

CM 
O 

1 

•It 

o 
f-i 

1 

o 
o 

u 
Q) 

j:* 
4J 
0 
S 

0) 
(M 
•H 
^ 
\ 
TJ 
c 
(1) 

•H 
^ 

(M 
r H 
^ 

• H 
O 

0) 
r H 
Id 
g 
0) 
^ 

u 
0) 
x: 4-> > i 

O r^ 
\ * H 
M 
0) 

g 
(d 

4-> b 
10 

•H 
CO 

M 
0) 
X 
u 0 
> 
1 
0 
u 
0) 

r H 
(d 
6 
Q> 
PM 

c 
0) 

• H 
Vl 
Pk 

0) 
t-i 
(d 
g 
0) 
liM 

U 
(U 

^ 
4J 
O 

• 
0 
0 
CO 
to 
< 

tn 
Q) 

r H 
(d 
CO 

0) 
r H 
(d 
g 
0) 
[14 

^ 
Q) 

^ 
+> 
(d 
[X4 

0 
r H 
(d 
S 

M 
0) 
X 
4J 
O 
\ 
V4 
0) 
Xi 

> i 
r-i 
•H 
g 
(d 

4-> PM 

0 
V4 
03 

^ 
Q) 
;^ 
Vi 
0 
^ 
1 
0 

u 
0) 

r H 
(d 

s 

-0 
c 0) 

• H 
^ 
( I4 

0) 
r H 
(d 
S 
Vi 
Q) 

.c 4-> 
o 

• 

o 0 
(0 
(0 
•< 

CO 
0) 

r H 
(d 
CO 

Q) 
r H 
(d 
S 



233 

TJ 
0) 

o
n
t
i
n
u
 

H 

Q 

0) 

Si 
Id 
EH 

n 
CM 
1 

Of 

CM 
CM 
1 

a 
H 
CM 
1 

a 

o 
CM 
1 

a 

H 
1 

a 

R
e
f
e
r
e
n
c
e
 

•It 
CM 
H 

^ 
O 

'sr 
o 

1 

fO 
o 

in 
o 
1 fl 

M
o
t
h
e
r
 

r̂  
o 

vo 
o 

1 

•It 
•It 
•It 
CM 
CM 

•IC 

o 
1 

in 
o 

0) 

• H 

G
i
r
l
f
r
i
e
]
 

vo 
o 

in 
o 

•It 
CO 
H 

VO 
O 

1 

o 
o 

0) 

Id 
g 
0) 
CH 

M 
0) 

5^ 

S
i
s
t
e
r
/
0
 

F
a
m
i
l
;
 

o 
o 

r*-
o 

•It 
•It 
•It 
H 
CM 

in 
o 
1 

r̂  
o 

U 
<0 

0 

1 
o 

F
e
m
a
l
e
 
C
 

o 
H 

r̂  
o 

00 
o 

n 
o 
1 

cr> 
o 

•O 
C 
0) 

• H 
»H 
(X4 

0) 

Id 
g 

O
t
h
e
r
 
F
e
 

00 
o 

•It 

o 
H 

•IC 
•IC 
•IC 
H 
CM 

•It 
•It 
•It 
O 

n 
1 

CM 
O 

OC
.
 

10 
(0 
< 

CO 
0) 

r H 
Id 

F
e
m
a
l
e
 
S
 

^ 
o 

a\ 
o 

H 

o 

vo 
o 

CM 

o 
1 

F
a
t
h
e
r
 

CM 

o 

• ^ 

o 

•IC 
H 
t-\ 

en 
O 

1 

CM 
O 

1 

Id 

X 

u 
Q) xi 
O > i 

B
r
o
t
h
e
r
/
 

F
a
m
i
l
 

f-i 

o 
1 

in 
o 

•IC 
•IC 
•IC 
H 
CM 

•IC 

H 

1 

-«t 
O 

1 

u 
0) 

u 
0 IS 

M
a
l
e
 
C
o
-

n 
o 

•IC 

o 
H 

•IC 
•IC 
• ^ 
H 

00 
O 

1 

CM 
O 

•0 
C 
0) 

• H 
}H 
CM 

0) 
r H 

O
t
h
e
r
 M
a
 

•IC 
•It 
•It 

o\ 
rH 

* 
•It 
VO 
H 

•It 
•It 
•IC 
CM 
CM 

•It 
•It 
•It 

n 
1 

00 

o 

• 

0 
0 
(0 
(0 

CO 
Q) 

M
a
l
e
 
S
a
l
 

c 
o • H 

4 J 
10 -
Q) h 1 

;p
on
d
 

p
r
e
s
e
 

i
n
g
 c
o
r
r
e
s
 

w
h
i
c
h
 
i
s
 ]
 

h
e
a
d
 

e
n
t
,
 

a
b
l
e
 

it
ru

m 
r
s
 
i
n
 
t
h
<
 

! 
s
u
r
v
e
y
 

Q̂  2 

^5 
3 

o 
o w 

X 
• H 

'
 
Q
u
e
s
t
i
 

n
u
m
b
e
r
 

Ap
pe
n(
3 

H 
O 

< 
0
.
0
 

* 
•K 
•IC 

r-\ 

r 
p
 
<
 
0
.
0
 

* 
* 

in 
o 

*
 
p
 
<
 
0.
 



234 

CM 

Q 

r-{ 
Si 
Id 
EH 

to 
c 0 

4J 
CO 
(t) 
3 
a 
> i 
^ 
o 
D> 
0) 

Id 

0) 
a 
> 1 
H 

u 
0) 0 4 
04 
0 

Xi 
CO 

0) 

4J 
Q) 

CO 
c 
o •H 
4J 
Id 

r-i 
0) 
V4 
^ 
o 
o 

(1) 
,c 4 J 

M 
0) 
•P 
MH 
<: 

TJ 

-P 
rH 
:3 
(0 
c o 
u 
10 
0) 
0 

c Q) 

0) 

0) 

o
n

a
l 

CO 

u 0) 
04 

•0 

c Id 

0) 

Id 

s 
in 

• H 

0) 
(0 
Id 

C) 
M 
3 
PU 

in
g

 

s: 
4J 
0 

rH 
U 

H 
I 

CM 
H 
I 

I a 

I 

Ok 
I a 

0) 
o 
c 
0) 
u 
0) 

Q) 

•IC 
•IC 
00 
H 

00 
O 

•IC 
4c 
•IC 
^ 
CM 

4t 
CM 
H 

o 
rH 

VO 
O 

VO 
O 

n 
o 

•It 
•It 
« 
o 
CNJ 

•It 
« 
CM 
H 

00 
O 

•It 

o 
H 

•It 
O 
H 

•IC 

n 
rH 

•IC 
•IC 
^ 
H 

•IC 
•IC 
•IC 

o 
CM 

•IC 
•IC 
^ 
rH 

•It 
•It 
•IC 
r-i 
CM 

•IC 
•IC 
•IC 
CM 
CM 

•IC 
• ^ 

r-i 

4t 
* 
•IC 
CM 
m 

^ 
o 

•It 

•n 
•It 
t^ 
CM 

•It 
CO 

**
 

.1
 

•IC 

•«r 
CM 

•IC 
•IC 
•IC 
00 
CM 

•K 
•IC 
VO 
r-i 

•IC 
* 
in 
rH 

•IC 
•IC 

n 
r-i 

* 
* 
^ 
H 

•It 
•It 
•It 
in 
CM 

CM 
O 

•It 
•It 
<3\ 
H 

<T\ 
O 

O 
r-i 

* 
H 
r-i 

* 
O 
r^ 

CO 
O 

•IC 
r-H 
r-i 

O 
r-i 

* 
* 
in 
r^ 

* 
r-i 
r-i 

•¥ 
* 
rr 
r-i 

* 
* 
in 
r^ 

* 
CM 
rH 

•It 
•It 
•IC 

<r» 
r-i 

r-
o 

•It 
•IC 
•ic 
r ) 
CM 

•IC 
•IC 
'iT 
r-i 

•IC 
•IC 

vo 
r-i 

* 
* 
* 
o\ 
r-i 

* 
VO 
r-i 

4t 
* 
n r-i 

* 
r> 
rH 

00 
O 

u 
Q) 
s: 
o 
X 

O 
<M 
•r-i 
^ 
p ^ ^ 

\ •o 
c 
0) 

•H 
M 

<M 
• H 
^ 

•H 
C5 

0) 
r H 
Id 
g 
0) 
b 

M 
Q) 
£ 
^ > i 
O iH 
\ 
U 
Q) 

•H 
g 
Id 

4J Ei4 
CO 

• H 
CO 

^ 
0) 
^ 
u 0 
> 
1 
0 
o 
(U 

r H 
Id 
g 
0) 
fa 

73 
c Q) 

•H 
^ 
fa 
0) 

r H 
Id 
g 
Q) 
fa 
V4 
Q) 

i : 
4J 
O 

• 
0 
0 
CO 
CO 
< 

CO 
0) 

r H 
Id 
CO 

0) 
r H 
Id 

g 
0) 
fa 

u 0) 
^ 
+J 
Id 

fa 

0) 
r H 
Id 

X 

u 0) 
£ 
+J 
o 
\ 

> i 
r H 

U-rH 
0) 
^ 

g 
Id 

4J fa 
0 
^ 
A 

^H 

a) 
^ 
M 
O 
^ 
1 
0 
u 
0) 
r H 
Id 

X 

•o 
c 
0) 

•H 
V4 
fa 
Q) 

r H 
Id 

X 

u 
Q) 
.c 
•p 
o 

• 
o 
O 
(0 
CO 
< 

CO 
0) 

r-i 
Id 
CO 

0) 
r H 
Id 

X 



235 

00 
H 
I 

a 

* 
H 
CM 

o 

•It 
•It 
in 
H 

•It 

•It 
* 

•It 
O 

•It 
•It 
•It 
c^ 
rH 

H 

•IC 
•It 
•It 
0 0 

•It 
•It 
•It 
CN 

•It 

•It 
•It 
•IC 
00 

•IC 
•It 

in 

•It 
•It 

rH 

cn 

•It 
o 

•It •It 
o 

•It 
n 

o 
00 

o 

(U 

•H 

c o u 

CM 

Q 

rH 

Id 
EH 

I 

vo 
H 
I 

in 
rH 
I 

a 

H 
I 

a 

0\ 

o 

•IC 
•IC 

vo 
o o 

o 

•IC 
•IC 
'it 

•IC 
•le 
•It 
00 

•It 
•It 
•It 
o 
CM 

r 
•It 
•It 
•It 

vo 
o 

vo 
o o 

•It •It 
CM O 

•It 

o 

I I 
o 
I 

•It 
•IC 

r-i o 
in 
o 

vo 
o 

vo 
o o 

•IC 

in o o 

•IC 
•IC 
CO 

•IC 
r-i 

H rH 

r r 

o 
o 

CM 
O 

VO 

o 

o 
o 

0) 

0) o c 
0) 
u 

<M 
0) 
Pi 

U 
0) 

x: 
4-> 
O 
X 

Q) 
<M 

\ 
•d 
c Q) 

•H 
V4 
<M 
rH 
^ 

•H 
o 

Id 
g 
Q) 
fa 
U 
Q) 
X ^ 
4J > i 
O r H 
\ - H 
V4 g 
0 Id 
•p fa 
CO 

•H 
CO 

^ 
0) 
X 
u 
o 
It 
1 
0 
C) 

Q) 
rH 
Id 
g 
(1) 
fa 

•d 
c 
0) 

•H 
M 
fa 
Q) 

r-i 
Id 
g 
0) 
fa 

u 
Q) 
x: 
4J 
o 

* 
0 
o 
CO 
to 
< 

CO 
a) 
rH 
Id 
CO 

0) 
rH 
Id 
g 
Q) 
fa 

VH 
Q) 
A 
4J 
Id 
fa 

0) 
rH 
Id 
X 

u 0) 
^ 
4J 
O 
\ 
Vl 
0) 
Si 

> i 
rH 
•H 
g 
Id 

4J fa 

o V4 
m 

u 0) 
^ 
}H 
0 
^ 
\ 
0 
u 
0) 

rH 
Id 

s 

•0 
c 0) 

• H 
VH 

fa 
Q) 

i H 
Id 
S 
VH 
0) 
^ 
-p 
o 

• 
u 0 
t/l 
(0 
< 

to 
0) 
rH 
Id 
to 

Q) 
rH 
Id 
S 



236 

0) 

c 
• H 

c 
o 
u 

CM 

Q 

0) 
rH 
Si 
Id 
EH 

CM 
I 

CM 
CM 

I a 

CM 
i 
a 

o 
CM 

I 

a 

r-i 
I 

a 

0) 
o 
c 
0) 
VH 
Q) 

(M 
0) 

on 

o 
H 
O 

00 
O 

CM 
O 

00 
o 

o 

•It 
•It 

r-i 

* 
vo 
o 

•It 
o 

o 

•It 
•It 
•It 
r-i 
CM 

•IC 
O 
r-i 

* 
O 

•IC 
O 

•IC 
•It 
•It 

t^ 
O 

•It 

o 

tn 
o 

•It 
•It 
•IC 
H 
CM 

•It 
CM 

•It 
CM 

•It 
•It 
VO 
r-i 

•It 
•It 
in vo 

o 

•It 
•It 
•It 
H 
CM 

o o 
o 
o o 

I 

•IC 
CM 
H 

t^ 
O 

00 
O 

in 
o 

CM 
O o 

CO 

o o 
00 
o 

I 

o 
vo 
o 

r> 
o 

vo 
o 

0) 

U 
(0 
s: 
O 
X 

0) 
<M 
•H 
IS 
\ 
T3 
C 
0) 

•H 

u <M 
r-i 
U 

Id 
g 
Q) 
fa 
VI 
0) 
s: ^ 4J >i 
O r-i 
\ - H 
M g 
0) Id 

4-> fa 
to 

• H 

o CO 

V4 

U 
O 

I 
o 
u 
Q) 

rH 
Id 
g 

fa 

C 
0) 

• H 

fa 

(1) 
rH 
Id 
g 
0) 
fa 
VH 
0) 

o 

u 
o 
to 
to 

< 

to 
0) 

rH 
Id 
CO 
0) 
r^ 
Id 
g 
0) 
fa 

u 

Id 
fa 

0) 
rH 

Id 

u 
Q) 
4J 
O > i 
U-ri 
Q) g 
s: Id 
4J fa 
o 
u 
CQ 

}H 
o 
>i 
u 
o 
I 
o 
u 
0) 

rH 
Id 

•IC 
•IC 

in 

00 
o 

c 
0) 

• H 

fa 

0) 
rH 
Id 

u 
Q) 

x: 
o 

o 

•It 
•It 
•It 

o 
o 
to 
to 
< 

to 
Q) 

rH 
Id 
CO 

0) 
rH 
Id 

o 
4-) 

c 
o 

• H 
4J 

0) 

c 

O r! 

" o 

Si Q) 

Q) g 
rH P 

Id to 

Q) 

•p 

C 
• H 

to 

I 
C 

C 
o 

• H 

to 
Q) 

01 

Q) 

E; 
a 
to 

Q) 
i : 
4J 

o 
X 

t O - H 
U t3 
0) C 

^ S , 
c < 

o 
o 

• 

o 

V 

04 
•It 
•It 
•It 

o 

o 
V 

04 

•It 
•It 

in 
o 

• 

o 

V 

04 
•It 



237 

en 

0) 
r-i 
Si 
Id 
bH 

i 

2 ^ 
S c O .H 

•H 4J 
•P -P (U 
to 0) to 
Q) CD Id 
5 ^ a Q) o 
.. '-' ^ 
>i -H 3 

0 IS 
tr 0 
4J 0) 
Id 4J to 
U rH g 
-» =^ ^ 
0) to 4-> 
P* C H 
> i 0 
EH U D> 

c u m-H 
O 0) 43 
& O +J 
04 c 0 
O Q) r-i 

CO 0) 

C 0) c 

9! c 
> rH V4 
4J Id Q) 
0) c u 
« 0 c 

to 0 
to VH U 
C 0) 

a
t
i
o
 

o
n
-
p
 

d
e
a
s
 

C
o
r
r
e
l
 

a
n
d
 
N
 I
 

en 
rH 
1 

a 

CM 
H 
1 

<y 

r-i 
r-i 

1 1 

o 
r-i 
1 

a 

Q
-
9
 

R
e
f
e
r
e
n
c
e
 

•It 
•It 
•It 
in 
en 

•ic 

•IC 
O 
CM 

¥
¥

¥ 

T-H 

* 

2
1
*
*
 

•IC 
•IC 
* 
rn 
CM 

• 

to 

F
a
s
h
i
o
n
 M
a
g
a
z
i
n
e
 

in 
o 

CM 
O 

1 

•IC 
O 
r-i 

O 

H 
O 

• 
1 

C
a
t
a
l
o
g
s
 

rn 
o 

t^ 
o 

1 

o 

vo 
o 

1 

o 
• 

M
a
g
a
z
i
n
e
s
 

N
o
n
-
f
a
s
h
i
o
n
 

•IC 
•IC 
•IC 
O 
CM 

•IC 
rH 
H 

¥
¥

¥ 

•IC 

18
*1
* 

00 

o 
1 

T
e
l
e
v
i
s
i
o
n
 
A
d
s
.
 

•IC 
•IC 
•IC 
00 
r-i 

««* 
O 

•IC 
•IC 

r-i 

1
0
*
 

.1
1*
 

1 

to 

B
i
l
l
b
o
a
r
d
 A
i
 

•IC 
•IC 
•It 
t^ 
H 

* 
•It 
* 
a\ 
rH 

o 
.1
1*
 

.0
5
 

to 

N
e
w
s
p
a
p
e
r
 A
(
 

•It 
•It 
•It 

o\ 
H 

* 
•It 
* 
r̂  
r-i 

* 
•It 

in 
H 

•It 
•IC 

CM 
CM 

^ 
4t 

.1
5
 

1 

a
y
s
 

S
t
o
r
e
 
D
i
s
p
l
 

•IC 
•IC 
* 
o\ 
CM 

o 

¥
¥

¥
l 

CM 

•IC 
4C 

.2
2*

^ 

•IC 
4C 

.1
9
 

1 

to 
g 
Id 
u 
0 
u 
P4 to 

T
e
l
e
v
i
s
i
o
n
 

a
n
d
 
V
i
d
e
o
 



238 

0) 

c 
• H 
4J 
c o o 

rn 

Q 

Q) 
rH 

Id 
EH 

00 
r^ 
I 

I a 

vo 
H 
I a 

in 
H 
I 

a 

I a 

0) 
o 
c 
0) 

0) 
(M 
0) 

•IC 
•IC 
•IC 
CM 
CM 

•IC 
•IC 
en 

•IC 
rH 

00 
O 

•IC 
•IC 
•IC 

m 
CM 

I 

•IC 
CM 
rH 

I 

to 
(U 
c 

•H 
N 
Id 
CT 
Id 

X 
c o 

-H 
i3 
to 
Id 
fa 

m 
O 

•IC 
O 
r-i 

4c 
O 
rH 

I 

o 

to 
IP o 

i H 
Id 

Id 
U 

o 
I 

CM 

o 

rn 
o 

CM 

o 

to 
0) 
c 

•H 
N 
Id 
tP 
Id 

X 
c o 

•H 
Si 
to 
Id 

<M 
I c o 
2 

•IC 
•It 
m 
H 

•It 
•It 
•It 
H 
CM 

CM 
O 

•It 
•It 

in 

•It 
•It 

I 

to •o 
.< 

c o 
•H 
to 

• H 
> 
0) 

rH 
0) 
EH 

in o 

•It 
•It 
en 

vo 
o 

•IC 

O 

r 
•IC 
•IC 
•IC 

to 
•O 
< 

Id 
o 
.0 

• H 
GQ 

t^ o 

•IC 
•IC 
•IC 

en 
CM 

0̂  
O 

en 
o 

en 
o 

to 
•O 
< 

U 

04 
Id 
04 
to 
I* 
Q) 

•IC 
•IC 
•IC 

en 
CM 

•IC 
•IC 
•IC 
CM 
CM 

o 
I 

•IC 
•IC 
•IC 

t^ 

CM 
O 

to 

Id 
r-i 
0 4 
to 

• H 
Q 
Q) 
U 
O 

4J 
CO 

* 
* 

en 
CM 

•IC 
•It 
•It 

•It 
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