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ABSTRACT 

Most women acquire clothing in the ready-to-wear market where consumer 

products are mass produced for the average individual. Therefore, consumers who are 

different in height and weight from the average, experience daily inconveniences. Most 

apparel manufacturers and retailers had not recognized these groups of consumers' special 

needs until the great economic stagflation and inflation in the mid 1970s. The updated 

segmentation scheme in search of a new cure for sagging business resulted in new 

specialized target markets, such as petite, tall, and large clothing markets. Today, petite 

clothing can be found in department stores, specialty stores, and in mail order catalogs. 

Despite the recent development in apparel size ranges, few changes have been made in 

sizing for tall women. There are a limited number of stores and catalogs that carry 

clothing for tall women. Besides, both sources carry only a limited range of styles and a 

limited inventory. Although the petite and tall clothing market is profitable, numerous 

studies indicated that apparel manufacturers and retailers did not meet the needs of these 

consumers. Petite and tall consumers reported several fit problems in purchasing apparel 

products and the lack of availability. 

Recent demographics indicate that the size of these consumer groups keeps 

increasing; however, limited research has been found in regard to this groups of 

consumers' pre-purchase clothing satisfaction. Since previous studies have revealed 

availability of clothing presented the greatest challenge to petite and tall women, it was 

important to investigate their satisfaction at the stage that the purchase decision occurred. 
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The purpose of the study was to investigate (1) clothing needs of petite and tall 

sized women in terms of fashion involvement and pre-purchase clothing satisfaction, (2) if 

there is a significant difference in clothing needs, fashion involvement, and pre-purchase 

clothing satisfaction between the two groups, and (3) if there is a relationship among the 

three selected variables. 

Questionnaires were distributed to 900 female "Lands' End" customers. The final 

database was composed of 321 respondents who were 177 petite and 144 tall Lands' End 

customers. Data were analyzed utilizing frequency distributions to describe the individual 

and socio-economic characteristics of the sample. Inferential statistics, such as t-test, 

analysis of covariance, Pearson correlation, and Pearson partial correlation, were tabulated 

to test the hypotheses. 

The results indicated that: (1) there is no significant difference between petite and 

tall women in terms of fashion involvement, pre-purchase clothing satisfaction, and 

clothing needs. However, several covariates, which had effect on the difference, were 

found; and (2) there was a positive relationship between fashion involvement and clothing 

needs, and a negative relationship between pre-purchase clothing satisfaction and clothing 

needs for both petite and tall women. 
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CHAPTER I 

INTRODUCTION 

Background 

Height and weight variations have been of interest to the general population for 

several years and for many reasons. Since consumers live in a society where consumer 

products are mass produced for the average individual, differences in height and weight 

influence people's lives in various ways. People, due to a variation in height and weight, 

have been experiencing daily inconveniences (Kersch, 1984). 

When product-oriented marketing strategy was practiced, people learned to adapt 

to the existing inconveniences. Even today, when customer-oriented marketing strategy is 

practiced, people usually blame their body types when they confront any inconveniences or 

dissatisfactions. Consumers are more finstrated when the problem is related to their 

height than it is to weight because one's weight can be changed but not one's height. 

The publication of the National Bureau of Standards (NBS) Voluntary Product 

Standard PS 42-70 has led apparel manufacturers' and retailers' attention by introducing 

petite and tall sizes as a distinct body type related to misses' size (U.S. Department of 

Commerce, 1971; Pray, 1987; Kang-Park, 1991). Since most apparel manufacturers and 

retailers were dealing with the great stagflation ~ the simultaneous occurrence of 

economic stagnation and rapid inflation in the mid 1970s, they started to develop new 

specialized target markets in order to boost sales volume (Kersch, 1984; Stavig, 1985; 

Pray, 1987; Kang-Park, 1991). As a result, petite women, tall women, large women, and 

big and tall men's sizes were addressed (Kersch, 1984; Pray, 1987). 
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According to the standard, petite women range from 4'9-l/2" to 5'2" in height and 

100-155 pounds in weight, while tall women range from 5'6" to 5'9" in height and 120-197 

pounds in weight (U.S. Department of Commerce, 1971). However, Salusso-Deonier 

(1982) found that most apparel retailers and manufacturers do not agree on height and 

weight limitations of the petite and tall sized clothing market because they thought the 

standard did not reflect women's sizes of recent years. Many have made adjustments to 

update the standard, but the height and weight limitations vary from one company to 

another. Most manufacturers and retailers use height as a key determinant of being petite 

or tall without considering weight, so consumers are confused about the sizes available to 

them (Ondovcsik, 1981; "Misses petite," 1979; Stavig, 1985; Kim, 1993). 

Due to the fact that height, weight, and age limitations vary, a reliable estimate of 

the petite and tall sized clothing market volume is not known. When 5'4" was used as a 

height qualification, approximately 40% to 70% (about 50 million) of the total female 

population could be classified as petite (Griffin, 1985; Ludwig, 1988; Ondovcsik, 1981; 

Pray, 1987; Sullivan, 1988; Wallach, 1986;). 

Extant data identifying the volume of tall women's clothing market is limited. If 

the PS 42-70 standard for tall women, 5'6" to 5'9", is utilized to identify the unknown 

volume of the tall women's clothing market, about 10% to 12% of all adult women would 

be of tall height (U.S. Department of Commerce, 1971; Abraham, 1979). However, it is 

important to point out that the estimation is based on the standard which was developed in 

1970s. The current market volume for tall women's clothing is believed to be much larger 

than that of 1970s even if the perception of tallness has changed. Average women's 



height has been increased by approximately one inch every two decades: A one inch 

increase in height was seen between 1940-1960; between 1960-1980, women's height 

increased 0.6 inch (U.S. Bureau of Census, 1979,1982,1986,1993; Kersch, 1984). 

Statement of the Problem 

According to Horn and Gurel (1981), clothing plays an important role in women's 

lives, especially for career women. It not only serves a protective purpose but also meets 

a variety of social and psychological needs. Generally, people have a strong desire for 

self-enhancement. Appearance, including individual body characteristics as well as 

clothing, affect the way people feel about themselves and project their self-images 

(Humphrey, Klaasen, & Creekmore, 1971; Kersch, 1984). 

Most women acquire their clothing in the ready to wear market which used to 

produce clothing only for juniors, misses, and women's. The necessity of specially sized 

clothing was explored in the mid 1970s, and the availability of petite and tall sized clothing 

has increased steadily since the early 1980s (Kersch, 1984; Huckabay, 1992). Today 

petite clothing can be found in department stores, specialty stores, and in mail order 

catalogs. Despite the recent development in apparel size ranges, few changes have been 

made in sizing for tall women. There are a limited number of stores and catalogs that 

carry clothing for tall women. Catalogs such as Eddie Bauer. JCPenney. Lands' End, and 

Spiegel carry tall-sized clothing, and most major cities have specialty tall stores. 

However, both sources carry only a limited range of styles that fit tall women and a limited 

inventory (Kersch, 1984). 



Based on the minimal research that has been done on petite and tall-sized 

women's clothing, those consumers are not satisfied fiilly with the apparel available to 

them, and clothing attributes desired by these groups are different from regular sized 

women. Therefore, further investigation of these consumers' perspectives regarding pre-

purchase clothing satisfaction and clothing needs is necessary. 

Purpose of the Studv 

Although the special sized clothing market is lucrative, apparel manufacturers and 

retailers have not solved the actual problems nor met the needs of these consumers (Shim 

& Kotsiopulos, 1990). Petite and tall consumers indicated several fit problems in 

purchasing apparel products and the lack of availability (Kersch, 1984; Lebow, 1986; 

Ondovcsik, 1981; Wallach, 1986; Kang-Park, 1991; Huckabay, 1992; Kim, 1993). 

Numerous reports concerning petite's apparel exist, but few could be found on tall 

women's apparel. Since the tall sized women's market is growing, it is necessary to 

investigate this consumer group's perception of clothing attributes, pre-purchase clothing 

satisfaction and clothing needs as well as petite sized women's. Further research could 

also examine the differences in needs and wants of petite and tall women. Researchers 

should investigate also whether petite and tall sized women experience a different level of 

pre-purchase clothing satisfaction which could possibly be explained by the degree of 

fashion involvement. 

The purpose of this study is threefold: (1) to identify perceived pre-purchase 

clothing satisfaction with clothing attributes of petite and tall sized women; (2) to assess 



the degree of fashion involvement of petite and tall sized women; and (3) to determine the 

relationship among fashion involvement, pre-purchase clothing satisfaction, and perceived 

clothing needs of petite and tall sized women. 

Objectives of the Study 

The following objectives were developed to guide the present research: 

1. To determine if there is a significant difference between petite and tall 

sized women in the degree of fashion involvement; 

2. To identify perceived fitting problems of petite and tall women; 

3. To detemiine if there is a significant difference between petite and tall 

sized women in perceived clothing attributes; 

4. To determine if there is a significant difference between petite and tall 

sized women in the degree of pre-purchase clothing satisfaction; 

5. To identify perceived clothing needs of petite and tall size women; 

6. To determine if there is a significant difference between petite and tall 

sized women in their clothing needs; and 

7. To determine if there is a relationship among fashion involvement, 

pre-purchase clothing satisfaction, and clothing needs of petite and tall sized 

women. 



Justification for the Study 

According to the literature reviewed, petite and tall consumers are a viable 

segment of the market that needs to be served. Besides, recent demographics indicate that 

the volume of these consumer groups keeps increasing. However, limited research has 

been found in regard to these group of consumers' pre-purchase clothing satisfaction and 

variables related to the consumers' dissatisfaction and clothing needs. No research has 

been found on the relationship among fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs of petite and tall women. Shim and Kotsiopulos (1990) 

stated that petite and tall/large women were as interested in clothing, fashion, and 

shopping as average sized shoppers. With this information on hand, further research could 

examine the consumers' degree of pre-purchase clothing satisfaction in relation to fashion 

involvement and clothing needs to explain petite and tall consumers' dissatisfaction 

regarding retail attributes as well as clothing attributes. This study will also provide 

insight into the differences between petite and tall consumers in terms of clothing needs, 

fashion involvement, and pre-purchase clothing satisfaction. 

Definition of Terms 

Consumer Satisfaction: Post-consumption evaluation that a chosen altemative at 

least meets or exceeds expectations (Engel, Blackwell, & Minard, 1993). 

Fashion Involvement: A person's perceived relevance of fashion based on inherent 

needs, values, and interests (Zaichkowsky, 1985). 



Petite women: Women who are 5'4" and under in height (Leopold & Cloutier, 

1981). Sizing standard PS 42-70 specifies petite women to be 4'9-l/2" to 5'2". In this 

study, petite was defined as women who were 5'4" and under in height. 

Pre-Purchase Clothing Satisfaction: Consumers' satisfaction with clothing before 

or at the time purchasing behavior occurs (Kang-Park, 1993). 

Product-Oriented Marketing Strategy: A product is designed and developed with 

no attempt to identify the preferences of the consumer before the product is developed 

and manufactured. 

Tall women: Women who are 57" and above in height. Apparel manufacturers 

and retailers define tall women in many ways. However, this was the criteria and 

limitation the researcher used to define tall women in this study. 

Assumptions 

The assumptions for studying petite and tall women are: 

1. A different level of pre-purchase clothing satisfaction does exist between these two 

groups and can be identified; 

2. Different perceptions regarding clothing needs do exist and can be identified; 

3. The petite and tall women in the study are perceptive of clothing problems; and 

4. A relationship among fashion involvement, pre-purchase clothing satisfaction and 

clothing needs of petite and tall women does exist. 



Limitations 

Several limitations, regarding the sample and the variables tested in this study, 

were addressed. They were: 

1. Although the sample consisted of Lands' End customers, the degree of patronage 

toward the brand could not be identified; 

2. The demographic characteristics of the subjects might differ in some degree from those 

of general petite and tall consumers because the subjects selected resided exclusively 

in the Northeast and Midatlantic regions; 

3. The degree of fashion involvement might be limited, since the subjects were all the 

customers of Lands' End; 

4. The shopping attributes and behavior of the subjects might differ in some degree from 

those of general petite and tall consumers, because every subjects had made at least 

one purchase through mail order company which was Lands' End; and 

5. Not all the variables, listed in the adapted comfort model (refer to Figure 1,) were 

tested for this study. Only the variables that were believed to be important to 

investigate, were selected and tested. 
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CHAPTER II 

REVIEW OF LITERATURE 

This chapter presents previous studies that assist in answering the research 

questions submitted in Chapter I. Various concepts of petite and tall sizes were identified. 

The petite and tall clothing market identity was addressed. Clothing studies related to 

petite and tall sized women, clothing satisfaction, and fashion involvement were reviewed. 

Defining Petites and Tails 

According to the NBS Voluntary Standard PS 42-70 (U.S. Department of 

Commerce, 1971), petite women range from 4'9-l/2" to 5'2" in height, while tall women 

range from 5'6" to 5'9" in height. In the standard, petite women range from 100-155 

pounds in weight, while tall women range from 120-197 pounds. 

Petite Women 

Petite sizing has been recognized as a related body type of misses' sizing since the 

publication of the NBS Voluntary Product Standard PS 42-70. Body Measurement for the 

sizing of women's pattems and apparel (U.S. Department of Commerce, 1971; Pray, 

1987; Kang-Park, 1991). However, after its initial introduction, it proved to be 

unsuccessful. The standard has been largely ignored by most manufacturers, who tend to 

size their garment according to what they perceive as market demands, and they feh the 

standard did not reflect women of recent years (Salusso-Deonier, 1982; Tamburrino, 



1992). Many have made adjustments in sizing to update the standard and have defined 

petites based on height limitations, yet the limitations have varied from 5'2" to 5'5" 

(Ondovcsik, 1981; "Misses petite," 1979; Stavig, 1985). 

Heights and Weights 

If the PS 42-70 standard was utilized to identify petite sized women's height and 

weight using the data gathered in the Health and Nutrition Examination Survev (HANES) 

of 1971-1974, 38% of all adult women would be of petite height and the average weight 

of women in that petite height range would be 125 to 145 pounds (U.S. Department of 

Commerce, 1971; Abraham, 1979; Kang-Park, 1991). A study by Pray (1987) indicated 

that retail store buyers and managers thought of the petite customers as being 4'10" to 5'4" 

in height, while a group of consumers perceived the height of the petite women as 4'11" to 

5'3". However, most manufacturers and retailers do not agree on height and weight 

limitations of the petite clothing market. Similarly, consumers of petite sized clothing 

have different perceptions as to the height and weight limitations of apparel manufacturers 

and retailers (Pray, 1987). 

With the disagreement, the number of prospective consumers of petite sized 

clothing has been both over and under exaggerated (Pray, 1987). The market size which 

is indicated by the percentage of women classified petite, ranges from approximately 40% 

to 70% of the total female population, depending upon the height limit used (Ondovcsik, 

1981; Griffin, 1985; Wallach, 1986; Pray, 1987; Kang-Park, 1991). 
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Demographic Characteristics 

Petite sized consumers are assumed to be within the age range of 18 to 74 years 

old (Ettorre, 1979; Griffin, 1985). However, historically the small sized clothing market 

was targeted toward women who were over 65 years old (Wallach, 1986). 

During the late 1970s and early 1980s, a major portion of petite sized consumers 

were perceived to be less educated and to be composed of mostly housewives (Wallach, 

1986). However, recent demographics indicate that the population of career women 

keeps increasing within the petite sized clothing market. It is also known that the women 

making $10,000 per year spend more on clothes than the non-salaried wife of a man 

making $40,000 to $50,000 a year (Peacock, 1980). 

Some women's apparel manufacturers have recognized that petite consumers make 

up a viable market to be served (Pray, 1987). A study by Sullivan (1988) stated that petite 

American women number over 50 million. Kurt Salmon Associates, Inc. (1989) 

conducted a study suggesting that petites make up 20% of the apparel market, double the 

size of the junior market. 

Tall Women 

Tall sizing also has been recognized as a related body type of misses' sizing since 

the publication of the NBS Voluntary Product Standard PS 42-70 (1971). In the previous 

standard, CS 215-58, tall women were recognized only as a stature option of misses' and 

junior's sizing (U.S. Department of Commerce, 1958, 1971). In the NBS standard, tall 

sized women ranged 5'6" to 5'9" tall in height and 120-197 pounds in weight. However, 

11 
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as appeared on the petite sizing, most apparel retailers and manufacturers do not agree on 

the limitation. They only use height limitation to size their garments without considering 

weight. 

If the PS 42-70 standard were utilized to identify tall sized women's height using 

the data gathered in the Health and Nutrition Examination Survey (HANES) of 1971-

1974, about 10% to 12% of all adult women would be of tall height (U.S. Department of 

Commerce, 1971; Abraham, 1979). However, as shown in Table 1, the most commonly 

and recently used standard by retailers and manufacturers is 5'7"-5'8" to 6' in height (Eddie 

Bauer, summer, 1994; JCPennev Catalog, fall, 1994; Lands' End. 1995; Spiegel, fall, 

1994). 

Need for New Sizing Standard 

As mentioned earlier, the standardized system (PS 42-70) developed in 1970 has 

been largely ignored by most apparel manufacturers since they thought it did not reflect 

women of recent years (Salusso-Deonier, 1982; Tamburrino, 1992). Apparel 

manufacturers usually size their garments accordingly to meet their own customers' 

demands, and they even change the dimensions within a size and produce garments that fit 

several sizes bigger than they did 10 years ago. Moreover, the changes in diet, exercise, 

lifestyle, and migration have had a major impact on body measurement of all females, 

transforming the population's anthropometry, and made the standard obsolete 

(Tamburrino, 1992; Goldsberry, 1995). 

13 



Many have thought that a new sizing system needs to be developed since the 

current sizing of women's apparel in the U.S. is not reliable for either industry or 

consumers. Statistical data show an 80% of probability that a garment will not fit, and 

78% that it will be bigger than currently perceived standards (Tamburrino, 1992). 

Consumers are aware of the problems and go through time and cost consuming process 

by trying on several garments to find one garment that fits well, and by altering fitting 

problem areas (Tamburrino, 1992). 

The sizing confusion has resulted in a search for a new improved sizing system. 

A recent research study has been undertaken to obtain a current body measurement 

database for women aged 55 and older, and a new sizing system for the age group has 

been established by ASTM Institute for Standards Research (ISR). The standard is 

available from ASTM Headquarters for industry-wide use (Goldsberry, 1995). 

Nationwide apparel sizing survey of women aged 18-55 will also be undertaken by 

ASTM and completed in a couple of years, possibly by 1997. It will identify current 

female body types and update the anthropometry data of the age group for use in apparel 

sizing. The data obtained through the survey will be used in developing standard body 

measurement tables which will direct to more consistent fit among manufactures. 

Consumers will also benefit from the survey resuh by saving time and money. 

The Petite and Tall Sized Clothing Market 

During the mid 1970s most manufacturers and retailers were dealing with the great 

stagflation ~ the simultaneous occurrence of economic stagnation and rapid inflation. The 
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apparel industry had to change its marketing strategy from the product-oriented 

merchandising to the customer-oriented merchandising, evolving to an updated 

segmentation scheme in search of a new cure for sagging business ("Petite sizing," 1977). 

Resurrection of petite sizing, together with emergence of tall and large sizes also reflected 

the idea that segmenting fit for consumers who are not alike in dimensions would make 

better economic sense ("Petite sizing," 1977; "Sizing," 1977). The new perspective 

depicts petite sized consumers as short, especially from underarm to waist, but not 

necessarily small (Wallach, 1986). This perspective has led to increased buying, heavier 

advertising, and bigger impact presentations on the selling floor (Wallach, 1986). 

The Petite Sized Clothing Market 

The idea of manufacturing clothing for shorter women has been around for quite a 

time (Ettorre, 1979). Some manufactures have been making coats, dresses, and suits for 

shorter women since the 1940s (Pray, 1987). In the 1970s, some manufacturers and 

retailers began to realize that although the sizes are small, there is nothing tiny about the 

profits that shorter women are creating for them ("Small clothes," 1981). However, it has 

been only in recent years that larger manufacturers have tumed their attention to the 

smaller women (Kang-Park, 1991). 

Specialty stores were the first to cater to petite sized women (Pray, 1987). In the 

early 1970s, some specialty stores that carried small amount of petite merchandise 

discovered that the demand for petite sized clothing was strong enough to indicate a need 

for a total store for this group ("Petite can," 1980). Department stores also realized the 

15 



potential of the petite-sized clothing market and started to provide clothing products for 

shorter women ("Why petite," 1981). With more competition, however, manufacturers 

and retailers must clearly realize what consumers of petite sized clothing want, because 

only those who can make a commitment to total customer satisfaction will be able to 

survive (Stavig, 1985). 

The Tall Sized Clothing Market 

Despite the recent developments in apparel size ranges, it was not until the late 

1970s that tall sized women were recognized by the apparel manufacturers. Kersch 

(1984) indicated that there are a limited number of stores and catalogs that carry some 

clothing for tall women, and most major cities have specialty tall shops. Recently, the 

number of catalogs that carry tall women's clothing have increased, but they carry only a 

limited range of styles that fit the taller women and a limited inventory. Personal 

observation indicated that major department stores did not have a specific department set 

aside for tall women as they do for large women and petite women. 

Studies Related to Petite and Tall Sized Women 

Kersch (1984) investigated the clothing problems of tall women. The sample was 

obtained from the Tall Clubs Intemational and consisted of 114 tall women. The study 

results indicated that tall women experienced a great deal of difficulties in finding a retailer 

that carried tall clothing with a good fit, and various styling options. Kersch (1984) 

pointed out that tall women are tall proportionally throughout their bodies, not just in their 
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arms and legs. Therefore, apparel manufacturers should give a special consideration to the 

proportion of the entire body when they design a garment for tall women as well as adding 

length to the hems of sleeves, skirts, and pants. 

Griffin (1985) investigated consumers' attitude toward ready-to-wear clothing. 

The resuhs indicated that petite women preferred shorter hems, more fashionable styles 

with fewer ruffles, one-piece dresses with a waistline, and solid colors, but avoid 

horizontal stripes, checks, and large pattems. They also wanted to have a garment with 

design features which can help to create the illusion of a taller and thinner look. 

Pray (1987) examined perceptions and attitudes of 79 retail buyers and managers, 

and 102 consumers regarding petites, petite merchandise, sizing, and apparel 

manufacturers. The findings revealed that the perceptions and attitudes about petites in 

height, weight, age, and potential market volume were significantly different between the 

two groups. The consumer group perceived petites to have a shorter height and weight 

limit, an older age limit, and smaller market size than what was perceived by the managers 

and retailers group. In relation to petite sizing, consumers strongly felt that petites could 

cross over to other sizes, clothing should be sized by height, and garment tags should 

show body dimensions. They also showed the stronger necessity of improvements in 

petite sportswear and careerwear than the buyers and managers. 

Snell (1988) conducted a research to find out if there is a relationship among petite 

women's body-image, self-concept, clothing importance and clothing interest. Significant 

relationships were found between body-cathexis, self-cathexis, and clothing interest 

factors. Positive body-image and self-concepts were related to interest in clothing as a 
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concem for appearance, while negative body-image and self-concepts were related to 

interest in clothing in order to enhance feelings of security. The study also indicated that 

positive feelings about the self reduced the petite females' need for clothing to improve 

feelings of self-confidence and self-worth. 

Pietsch (1991) investigated the petite apparel market to see if it could be 

segmented by physical dimensions, such as x-small, small, medium, and large. The study 

also included physical dimension segments in relation to retail and catalog purchase 

expenditure and retum behavior, fitting problems, and shopping orientations. Based on 

the study results, different physical dimension segments of petite catalog shoppers were 

identified. Despite similarities in height, petites differed in regard to weight and body 

frame: It was also mentioned by Kersch (1984) in her study. It is critical to consider 

physical differences in proportion as well as in height and weight. 

More petites were identified in the medium and small size segments. In regard to 

catalog satisfaction, significant differences were found between physical dimension 

segments in the factors of selection offered and catalog description. Large petites were 

more satisfied with catalog description and selection offered. X-small petites were the 

least satisfied concerning selection offered. Small petites were the least satisfied with 

catalog description. Regardless of their sizes, petite women had the same annual purchase 

expenditure and retum behavior. 

Kang-Park (1991) investigated misses and petite sized consumers' satisfaction with 

ready-to-wear clothing. The purpose of the study was to examine the relationships of the 

components in consumer decision process. The particular components examined were 
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evaluations, beliefs, pre-purchase satisfaction, and post-purchase satisfaction. Kang-Park 

classified the petite and misses respondents into four groups, such as petite loyal, petite 

crossover, misses loyal and misses crossover, and compared differences among the groups 

in terms of evaluation and beliefs of clothing attributes, pre-purchase satisfaction, post-

purchase satisfaction, and individual characteristics. 

The results indicated that (1) there were no differences in clothing involvement, 

fashion lifestyle factors, and the selected demographic characteristics among the groups; 

(2) the pre-purchase satisfaction with clothing attributes was significantly different from 

the post-purchase satisfaction with clothing but related to it; and (3) the evaluations of 

various clothing attributes and beliefs about various clothing attributes were significantly 

related to pre-purchase satisfaction with clothing attributes. The findings noted that petite 

sized consumers' dissatisfaction is generated from the lack of availability and limited 

inventories not because they are "different" from misses sized consumers. 

Huckabay (1992) investigated petite women's perception of body cathexis, 

garment fit, and style proportion problems. The sample was made up of 132 Spiegel 

catalog shoppers. The results showed that the 5'2" and under petites were dissatisfied 

with leg length, hips, stomach, and height, while the total sample (ranged from 4'9" to 5'6" 

in height) was dissatisfied only with thighs and stomach. Although most fit problems were 

associated with length, most style proportion problems were associated with garment 

components as well as the length of garments. The study did not find any relationship 

among the perceived garment fit variables, style proportion problems, body cathexis 

variables, and the demographics. 
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Kim (1993) conducted research on petite-sized women's body proportions related 

to garment fit. The study especially investigated the body proportion differences between 

Asian and Caucasian petite women. Only subjects in a height range from 5'0" to 5'4" and 

weight between 90 pounds to 135 pounds were chosen for the study. The sample 

consisted of sixty female volunteers, thirty in each group. The results indicated that the 

Caucasian subjects had generally a longer lower torso than the Asian subjects in their 

body proportions, and both groups had different body proportions from the average body 

figure. Besides, the body proportion of both subject groups affected the garment fit of 

jacket and pants. Kim (1993) suggested that apparel manufacturers and retailers should 

consider the body proportion differences of petite consumers, especially the differences 

among various ethnic groups. 

Consumer Satisfaction with Clothing 

Numerous studies regarding consumer satisfaction/dissatisfaction have been 

conducted during the last twenty years, and the importance of these studies have been 

addressed. Czepiel and Rosenberg (1977) referred to which satisfaction is the 

fundamental goal of the economic system, a central perception of the marketing concept, 

and a key variable in models of consumer behavior. From manufacturers' and retailers' 

perspective, the study of consumer satisfaction is important, since clothing purchases 

make up a substantial portion of household budgets and are frequent sources of problems 

(Francis <& Dickey, 1984). Based on figures reported in the 1978 Consumer Expenditure 

Survey (cited in Francis & Dickey, 1984), dresses alone accounted for about 20% of 
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women's clothing expenditures. The study of consumer satisfaction is important from a 

consumer perspective as well, since many consumer problems go unvoiced, and 

dissatisfactory aspects are often associated with otherwise satisfactory purchases (Best & 

Andreasen, 1976; Swan & Combs, 1976). Therefore, a better understanding of clothing 

satisfaction is needed. 

Previous researchers (Day, 1977; Hughes, 1977; Lowe & Dunsing, 1981; Wall, 

Dickey, & Talarzyk, 1978) investigated product attributes associated with consumers' 

satisfaction/dissatisfaction of their clothing purchases. The results indicated that care and 

performance of clothing had been the most frequent sources of problems with clothing 

(Bessom, 1964; Rogers, 1967; Sproles & Geistfeld, 1978; Wall, Dickey, & Talarzyk, 

1978). Durability (Bessom, 1964; Seidel, 1977; Sproles & Geistfeld, 1978) and 

constmction quality (Bessom, 1964; Best & Andreasen, 1976; Sproles & Geistfeld, 

1978) had also been reported as frequent sources of consumers' dissatisfaction. Several 

researchers have reported consumer problems with achieving proper garment fit and 

various styling options in clothing purchases (Best & Andreasen, 1976; Good, 1972: 

Kang-Park, 1991; Labat, 1987; Peach, 1969; Rogers, 1967; Seidel, 1977; Sproles & 

Geistfeld, 1978). Price has been reported as a problem only when income and value 

received were considered, but it has not been shown as a major source of dissatisfaction 

(Bessom, 1964; Best & Andreasen, 1976; Seidel, 1977). 

Swan and Combs (1976) investigated consumers' satisfaction in relation to 

instrumental and expressive outcomes of their clothing purchases. Instmmental outcomes 

included references to the physical product, such as durability, constmction, and good or 
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poor fit. Expressive outcomes included references to performance dimensions other than 

the physical product, such as styling, responses of other people to the item, comfort, and 

color. They also indicated that instmmental failures were usually related to dissatisfactory 

items, while satisfactory items were related to both expressive and instmmental outcomes. 

Swan and Combs (1976) suggested that instmmental requirements needed to be fijlfilled 

prior to satisfaction occurred. Besides, expectation of product performance should be met 

at the same level in order to bring consumer satisfaction. 

Maddox (1981) replicated the Swan and Combs' study using a larger and more 

heterogeneous sample. Maddox noted that lack of an expressive attribute might reduce 

satisfaction, but it was not directly related to dissatisfaction. The findings also indicated 

that the theory might be applicable depending on how the ambiguous responses were 

classified, due to the critical-incident technique used in the study. 

Following the above two studies, Francis and Dickey (1984) conducted a study to 

determine if clothing satisfaction can be evaluated in terms of the three dimensions: 

instmmental, expressive, and market aspects. They suggested that clothing satisfaction 

researchers should consider functions of clothing, and research methodology should reflect 

them. 

Wright and Francis (1988) examined career women's satisfaction with current 

career dress to determine if they are willing to trade off styling options, shopping time, 

and money for additional sizing options. The results indicated that (1) the more satisfied 

career women were, the less likely to spend additional time and money to get more sizing 
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options, and (2) as the frequency of fit problems increased, the level of satisfaction 

decreased. 

Francis and Davis (1989) investigated the effects of mother-daughter socialization 

and selected clothing attitudes on clothing satisfaction. They found that high fashion 

involvement and high wardrobe management were positively correlated to a consumer's 

overall clothing satisfaction. However, a relationship between socialization differences 

and clothing satisfaction was not found. 

Pre-Purchase Clothing Satisfaction 

Kang-Park (1991) indicated that the common characteristic observed in the 

published research was the investigation of consumer satisfaction in regard to outcome or 

product performance, while an understanding of consumer satisfaction at other stages of 

the consumer decision process was important as well. Today's consumers are well aware 

of what they need and want. If the consumers are not satisfied with the current market 

offering in terms of styling options, size assortment, and fit, it is conceivable that the 

purchase will not be reached. Therefore, marketers should pay attention in developing and 

improving products that can satisfy their customers' needs and wants, as well as in 

achieving post-purchase satisfaction with outcome or product performance. Only when 

consumer satisfaction at all stages of the decision process is understood can marketers 

produce the products wanted, sell them in the way preferred, and meet the consumer's 

needs with the level of product performance desired (Kang-Park, 1991). 
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Involvement 

The concept of involvement is of major significance in understanding and 

explaining consumer behavior (Engel, Blackwell, & Minard, 1993). This term was first 

popularized in marketing circles by Kmgman in 1965 and has generated considerable 

interest since that time. Involvement has been defined in many ways: Schiffman and 

Kanuk defined it as "the extent to which consumers are concerned with a particular 

purchase decision and consider it to be important to them" (1983, p. 239); and 

Zaichkowsky (1985) has defined involvement as a person's perceived relevance of the 

object based on inherent needs, values, and interests. 

Involvement in a product category has been widely recognized as a major variable 

influencing consumer behavior. The involvement constmct has been found to influence 

consumer decision process (Howard & Sheth, 1969), post-decision processes (Cohen & 

Goldberg, 1970), and the level of effort expanded in the pre-purchase context (Clarke & 

Belk, 1979; Howard & Sheth, 1969). Thus, involvement is an important mediator of 

consumer behavior. Because a consumer's involvement in a product category leads to 

different purchase behaviors, involvement has important implications for setting marketing 

strategies (Tigert, Ring, & King, 1976; Traylor & Joseph, 1984). 

Fashion Involvement 

The Concept of Fashion Involvement 

Contemporary fashion research by Sproles and King in 1973 indicated that 

clothing consumers are distributed across a broad spectmm of general fashion involvement 
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or fashion consciousness (cited in Tigert, Ring, & King, 1976). Tigert, Ring, and King 

(1976) conceptualized "fashion involvement," based on three propositions: (1) fashion 

behavioral activities vary depending upon the distribution of population and conform a 

broad continuum; (2) the population is distributed on a unidimensional continuum for 

each of these fashion behavioral activities; and (3) these continuums, for several specific 

fashion behavioral activities, have been and can be researched and identified for specific 

geographic submarkets. 

An overall fashion involvement continuum can be defined based on the aggregate 

effect of a variety of important fashion behavioral activities. Sproles and King suggested 

five important dimensions of the aggregate fashion involvement continuum: (1) fashion 

innovativeness and time of purchase; (2) fashion interpersonal communication; (3) 

fashion interest; (4) fashion knowledgeability; and (5) fashion awareness, and reaction to 

changing fashion trends (cited in Tigert, Ring, & King, 1976). 

Fashion Involvement Measurement 

Previous fashion research focused on the fashion innovator and the fashion opinion 

leader who were believed to be prime sales targets and key links to the volume fashion 

market (Tigert, Ring, & King, 1976). Beginning with the research of King (1963), 

numerous studies have been conducted to define, isolate, and profile these segments in a 

stmctured "block-by-block" manner. As a result, a variety of research measures have been 

utilized to develop an index upon which the population is continuously distributed. 

Summers (1970) focused on identifying and profiling opinion leaders/interpersonal 
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communicators in the fashion adoption process. Subsequently, a sophisticated opinion 

leadership indexing technique was developed and tested. The findings of this research and 

previous research indicated that innovators and opinion leaders played key roles in 

directing fashion adoption and represented discrete market segments within social strata. 

In summary, fashion innovativeness, fashion opinion leadership, fashion awareness, 

etc., exist as related but distinct continuum among the consumer population which is 

differentially involved in fashion along a number of dimensions. Such "fashion 

continuums" can be defined across a wide range of fashion-related activities and 

behavioral dimensions. (Tigert, Ring, & King, 1976). 

Summary 

The review of literature reveals that the importance of investigating consumer 

satisfaction other than the post-purchase evaluation had not been addressed in previous 

studies until Kang-Park (1991) exhibited the importance of pre-purchase evaluation stage 

to gain better understanding in consumers' purchase decision process. Even though an 

investigation of pre-purchase satisfaction has not been popular in either the field of 

clothing and textiles or the consumer behavioral arena, Kang-Park's study (1991) 

provided valuable information. If all the needs recognized by the consumer resuh from a 

purchase, the measure of post-purchase satisfaction/dissatisfaction with outcome may 

provide manufacturers and marketers with sufficient information needed to secure 

prospective customers. However, since not all the need recognition results from a 

purchase, whose partial cause may be the dissatisfaction experienced in an ahemative 
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evaluation process, an exploration of pre-purchase satisfaction could provide beneficial 

information. 

Besides, consumers' fashion involvement is believed to have an impact on pre-

purchase clothing satisfaction. The investigation of a relationship between fashion 

involvement and pre-purchase clothing satisfaction for a specific consumer group is 

needed to assure and find out the variables related to pre-purchase clothing satisfaction. 

Since petite and tall consumers appear to make up a viable market to be served and exhibit 

the most clothing purchase problems in the literature reviewed, an investigation of these 

consumers' degree of pre-purchase clothing satisfaction in relation to the degree of 

fashion involvement is necessary. 
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CHAPTER III 

METHODOLOGY 

The clothing needs of petite and tall sized women in regard to fashion involvement 

and pre-purchase clothing satisfaction are analyzed in this exploratory study. This chapter 

explains the theoretical framework, hypotheses, the selection and the description of the 

sample, development of the instmment and administration, data collection procedure, and 

the treatment of the data. 

Theoretical Framework 

The theoretical model used as the foundation for this research is a modified version 

of the model presented in the study entitled " An Intergenerational Investigation of 

Women's Clothing Problems" by Black (1988) (see Figure 1). The original model will be 

referred to as the Comfort Model by Sontag (1985). According to Maher and Sontag 

(1986), human comfort is instituted as a mental state of ease or well-being, a state of ease 

or well-being, a state of balance or equilibrium that exists between a person and the 

environment. 

Using a human ecological model, Bubolz, Eicher, and Sontag (1979) have 

proposed three conceptually distinct but interrelated environments: (1) the natural 

environment; (2) the human constmcted environments; and (3) the human behavioral 

environment. The relationship between an individual, her environment and their 

interaction is called the ecosystem. The comfort model with clothing and its attributes 
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"highlighted as one proximal constmcted environment to the self that serves as an 

interface between self and other environments" (Sontag, 1985, p. 10). A person compares 

one's own attributes and responds with that of the environment to bring about a state of 

comfort and to reduce discomfort (Black, 1988). 

Three dimensions of human comfort that are conceptually meaningful are: (1) 

physical comfort, (2) psychological comfort, and (3) social comfort. Physical comfort 

refers to a mental state of physical well-being expressive of satisfaction with physical 

attributes of a garment such as air, moisture, and heat transfer properties, mechanical 

properties such as elasticity and flexibility, bulk, weight, texture, and constmction. 

Psychological comfort refer to a mental state of psychological well-being expressive of 

satisfaction with desired affective states, such as femininity, sophistication, or having fun. 

Psychological comfort can also be derived from a sense of being dressed in a manner 

congment with or expressive of one's self-concept. Social comfort refer to a mental state 

of social well-being expressive of the appropriateness of one's clothing to the occasion of 

wear, satisfaction with the impression made on others or with the degree of desired 

conformity of dress to that of one's peers (Sontag, 1985). 

Clothing is considered part of the near constmcted environment. It is the most 

intimate to human beings physically, psychologically, and socially. Clothing problems can 

be influenced by any number of factors within the total environment. The adapted comfort 

model by Black (1988) offers a comprehensive framework for analyzing clothing problems 

perceived by individuals within the environment. People are dependent creatures rather 
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than independent. Therefore, clothing problems can be created both from sources within 

the individuals or from sources outside the individuals. 

Hypotheses 

In order to accomplish the objectives of the research the following hypotheses 

were generated based upon the review of literature. 

HI. a. There is no significant difference in fashion involvement between petite and tall 

sized women. 

b. There is no significant difference in pre-purchase clothing satisfaction between 

petite and tall sized women. 

c. There is no significant difference in clothing needs between petite and tall sized 

women. 

H2. a. There is no relationship among fashion involvement, pre-purchase clothing 

satisfaction and clothing needs for petite women, 

b. There is no relationship among fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs for tall women. 

H3. There is no relationship among fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs for petite and tall sized women, regarding 

selected demographic variables (i.e., education, population in the area of residence, 

clothing expenditure, employment status). 
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Research Method 

A methodological approach utilized in conducting this study was a survey research 

technique for cross-sectional study (Gay, 1992). According to Churchill (1987), cross-

sectional study is the best known and most important descriptive design, and is best 

distinguished by its use of sample elements from the population of interest where the 

elements are measured at a single point in time. Cozby (1985) indicated that survey 

results can be interpreted as an accurate representation of the opinion of the entire 

population if scientific sampling techniques are used. 

Selection and Description of Sample 

The sample consists of women who are either petite or tall, having already 

purchased petite or tall sized clothing from Lands' End catalogs. Lands' End's Consumer 

Research Division selected 2000 of these customers upon request of the researcher. The 

selected customers purchased women's tailored clothing such as suits, jackets, or trousers 

from Lands' End catalogs during the 1994 calendar year. Lands' End could not provide 

the customers' list based on their demographics. From the list of 2,000 names, 900 names 

were randomly selected as potential respondents, to whom the questionnaires were mailed. 

Description of Measurement Instmment 

A draft of the questionnaire was developed to measure the proposed hypotheses. 

Each of the variables in the draft was operationalized as follows. They are discussed in 

the order in which they appear on the draft (see Appendix A). 
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Clothing Size Category and Preferred Retail Sources 

In part I of the questionnaire, respondents were asked to indicate the ready-to-

wear clothing size category they generally purchased for themselves and any other 

clothing size category from which they purchased. Clothing categories, such as junior, 

petite, misses, women's, half size, and tall, were used. A blank was provided for the 

respondents to specify clothing sizes. Eleven retail organizations also were listed, in this 

part of the questionnaire, to obtain data regarding the preferred retail sources. Muhiple 

responses were allowed for the question. 

Fashion Involvement 

In part II of the questionnaire, twenty-three items were used to measure 

respondents' degree of fashion involvement on a seven-point Likert scale, ranging from 

"Strongly agree (7)" to "Strongly disagree (1)." These items were adapted from the 

questionnaire used by previous researchers (Cassill & Drake, 1987; Haynes, Pipkin, 

Black, & Cloud, 1994; Kang-Park, 1991; Pietsch, 1991). Each respondent's fashion 

involvement measure was calculated by adding ratings of the twenty-three items (items 

#14, #15, and #18 were reversed for computation). A high score indicated high fashion 

involvement, while a low score indicated low fashion involvement. 

Beliefs about Clothing Attributes versus Pre-Purchase Clothing Satisfaction 

Part III A of the questionnaire consisted of two different sections to measure beliefs 

about clothing attributes and pre-purchase clothing satisfaction. Questions measuring the 
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two variables were listed together in one section for two reasons. First, beliefs about 

clothing attributes and pre-purchase clothing satisfaction were measured using the same 

items (refer to the questionnaire in the Appendix A). Second, it was believed that 

displaying the two instmments in one section help respondents understand and clarify the 

difference between the two variables. The variables were measured using seven point 

scale. The scale testing beliefs about clothing attributes ranged from "Very important (7) 

to "Not very important (1)," while the scale testing pre-purchase clothing satisfaction 

ranged from "Very satisfied (7)" to "Very dissatisfied (1)." 

Fifteen items were used to measure both petite and tall women's perception of 

clothing attributes and satisfaction with the market offerings. The items used were 

"pleasing to others," "fabric quality," brand name," "constmction quality," "size 

assortment," "fiber content," "comfort," "attractiveness," "value for price," "style," 

"price," "fashionability," "color," "fit," and "degree of alteration." The items were 

adapted from the apparel selection criteria developed by Cassill and Drake (1987). 

To measure differences of beliefs about clothing attributes between petite and tall 

women, individual scores were used to analyze the data utilizing ANOVA. A high score 

for beliefs about clothing attributes indicated more important each clothing attributes were 

to the respondents. The combined scores were used to measure differences of pre-

purchase clothing satisfaction between petite and tall women utilizing t-test and 

ANCOVA. A high score for pre-purchase clothing satisfaction indicated high satisfaction 

with 15 attributes presented. 
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Fitting Problems 

Part IIEB included questions regarding actual fitting problems of certain clothing 

categories. The section consisted of four different clothing categories, such as 

blouses/jackets, pants, skirts/dresses, and swimming suits. Each clothing category 

included seven to eight detailed garment areas that the respondents could circle when they 

were not satisfied with. A space was provided for each detail to allow the respondents to 

specify how they were dissatisfied with the detail they had indicated. The design details 

were adapted from the questionnaire used by Pietsch (1991). 

Clothing Needs 

In part IV of the questionnaire, seven items were used to measure respondents' 

clothing needs. The items used were related to clothing style, fit, quality, self-

actualization, price, brand, and reason for not purchasing petite and tall-sized clothing. 

The first six items were measured on a seven point scale, ranging from "Strongly agree 

(7)" to "Strongly disagree (1)." A high score of the scale indicated a strong need, while a 

low score of the scale indicated a weak need. An open-end question was used for the last 

item to find if there were any existing needs other than the listed in the instmment, 

because the six items were developed based on previous research results. The last item 

was not included in the data analysis, but the obtained information was used in the 

discussion and listed in the Appendix B. 
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Demographic Characteristics 

In part V of the questionnaire, respondents' demographic information was 

solicited: height, weight, age, marital status, education, ethnic background, geographic 

location of dwelling, household income, clothing expenditure, employment status, 

occupation, and personal income. The demographic characteristics were fiirther 

categorized into individual characteristics and socio-economic characteristics for data 

analysis. 

Data Collection Procedure 

The draft questionnaire was pretested for ease of use and interpretability by 

respondents. Participants were a convenient sample of forty-eight Texas Tech fashion 

design and fashion merchandising major students. Additional refinements were made in 

terms of rewording and reordering of questions to enhance clarification. The reliability of 

the draft was also tested before the final administration. 

Administration of the final questionnaire occurred in May, 1995. The 

questionnaire was mailed to each respondent in an oversized envelope with a returning 

envelope. Each individual participated in the study on a voluntary basis as per Human 

Subject Criteria and instmcted to return the completed questionnaire using a business 

reply envelope enclosed. In order to prompt the response and also to increase the retum 

rate, respondents were informed of a $100.00 drawing opportunity for the first 100 

participants who returned completed questionnaires. A follow-up procedure was used 

when a questionnaire was not retumed in three weeks. 
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Data Analysis 

The data obtained from the questionnaire were coded into a computer system 

utilizing statistical software (SAS). Data were statistically analyzed for apphcation to the 

specific hypotheses of the study. 

Descriptive statistics, such as frequency, mean, and standard deviation, were 

utilized to define the characteristics of the sample. Clothing size categories and shopping 

characteristics also were analyzed using descriptive statistics. Cronbach's coefficient 

alpha was used to examine the reliability of fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs scale. 

Scores of fashion involvement, pre-purchase clothing satisfaction, and clothing 

needs for the petite and tall respondents were analyzed utilizing t-test. Analysis of 

covariance (ANCOVA) was used to assess variables influencing the difference between 

the two groups regarding the three variables (i.e., fashion involvement, pre-purchase 

clothing satisfaction, and clothing needs). Relationships among the three variables were 

tested utilizing Pearson product moment correlation. Pearson partial correlation was 

fiirther utilized to assess variables influencing the relationship among the three variables. 
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CHAPTER IV 

FINDINGS AND DISCUSSIONS 

The purpose of this research was to investigate the clothing needs of petite and tall 

women and to determine if there is any relationship among clothing needs, the degree of 

fashion involvement, and pre-purchase clothing satisfaction. Questionnaires were 

distributed to 900 petite and tall "Lands End" customers in May, 1995. A total of 396 

(44%) questionnaires were returned after the follow up letter was mailed. Seventy-five 

questionnaires were not usable because the respondents did not fit the age category (25-55 

years) or some of the sections were left incomplete. The final database was composed of 

321 (35.67%) respondents who were 177 petite (55.14%) and 144 (44.86%) tall women. 

Frequency distributions were tabulated to describe the sample in terms of 

demographic characteristics. Clothing categories, size purchased by the respondents, 

preferred retail sources, and specific garment type problems also were identified using 

frequency distributions. Data were treated utilizing inferential statistics to test the 

hypotheses. T-tests were utilized to investigate if there were significant differences 

between petite and tall women in terms of fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs. Analysis of covariance was used to assess the influence 

of demographic variables on the three selected variables. Relationships among fashion 

involvement, pre-purchase clothing satisfaction and clothing needs were tested using 

Pearson coefficient correlation. Pearson partial correlation was fiirther utilized to assess 
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the influence of demographic variables on the relationship among the three selected 

variables. 

Reliability of Scales 

There is virtual consensus among researchers that, a scale needs to be reliable to 

possess practical utility. Conceptually, reliability is defined as "the degree to which 

measures are free from error and therefore yield consistent results" (Peter, 1979, p.6). 

Peterson (1994) conducted research to identify "acceptable" or "sufficient" level of 

reliability for research purposes. Peterson (1994) indicated that the required degree of 

reliability may vary depending upon a function of research purpose, whether the research 

is exploratory, applied, and so forth. In his study, the most commonly practiced level of 

reHability for scales measuring involvement, lifestyle, perception and satisfaction was 

identified: The mean alpha coefficient for involvement scale = .19 {CC = 80), for lifestyle 

or interest scale = .74 (Of = .77), for perception scale ^ .11 {CC =.79), and for 

satisfaction scale = .19 {CC = .83). 

The reliability of the instmment, in this study, was tested twice. First, the 

reliability of the instmment was tested in the pilot study. The coefficient alpha for fashion 

involvement scale was .69; for pre-purchase clothing satisfaction scale, it was .92; and 

for clothing needs scale, it was .86. Second, the reliability of instmment was tested with 

the revised questionnaire. Overall, it exhibited slightly different coefficient alpha level: 

For fashion involvement scale = .78, for pre-purchase clothing satisfaction scale = .92, and 

39 



for clothing needs scale = .75. The reliability of the instmment, used in this study, is 

"acceptable" and "sufficient," according to the Peterson's study (1994). 

Description of the Final Sample 

In May, 1995, the questionnaire was mailed to 900 female "Lands End" customers 

who purchased either petite or tall clothing during the 1994 calendar year. A total of 396 

(44%)) questionnaires were returned, 75 (8.3%) of which were eliminated because the 

respondents did not fit the age category (25-55 years) and since some of the sections were 

left incomplete. The final database was composed of 321 (35.67%) respondents, 177 

(55.14%) petite and 144 (44.86%) tall women. 

Demographic Characteristics 

Height 

As presented in Table 2, the height of the petite respondents ranged from 4'10" to 

5'4" with the mean height of 5'1.7" (SD = 3.34). The largest percentage fell into 5'1" -

5'2" (48%, n=85) group, followed by 5'3" - 5'4" (37.9%, n=67) and 4'11" - 5' (13%, n=23) 

group. The height of the tall respondents ranged from 5'7" to 6'3" with the mean height of 

5'8.2" (SD = 4.11). The largest percentage fell into 5'9" - 5'10" (46.5%, n=67) tall group, 

followed by 5'11" - 6' (25.7%, n=37) and 5'7" - 5'8" (22.3%, n=32) tall group (also refer 

to Figure 2). 
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Table 2. Individual Characteristics ofPetite and Tall Women 

Characteristics 

Age 
25-29 
30-34 
35-39 
40-44 
45-49 
50-55 
Totar 

Height 
4'10" 
4 ' l l " - 5 ' 
5'l"-5'2" 
5'3" - 5'4" 
Petite Total 

5'7" - 5'8" 
5'9" - 5'10" 
5 ' l l " -6 ' 
6'l"-6'2" 
6'3" 
Tall Total 

Weight 
110 lb or below 
111 lb- 1301b 
131 lb- 1501b 
151 lb- 1701b 
1711b- 1901b 
190 lb or above 
Total 

f 

8 
7 

31 
26 
38 
64 

174 

2 
23 
85 
67 

177 

34 
71 
48 
18 
6 
-

177 

Petite 
(N=177) 

P 

4.6 
4.0 

17.8 
14.9 
21.8 
36.8 
100 

1.1 
13 
48 

37.9 

M 

45 

100 5'1.7" 

19.2 
40.1 
27.1 
10.2 
3.4 

-

100 130.49 

f 

6 
17 
23 
32 
26 
38 

142 

32 
67 
37 

7 
1 

144 

-

10 
53 
45 
22 
14 

144 

Tall 
(N=144) 

P 

4.2 
12.0 
16.2 
22.5 
18.3 
26.8 
100 

22.3 
46.5 
25.7 
4.9 
0.7 
100 

-

6.9 
36.8 
31.3 
15.3 
9.7 
100 

M 

43 

5'8.2" 

159.42 

U.S.' 

P M 

7.7 
8.6 
8.1 
7.3 
6.0 

4.7^ 

144.2̂ ^ 

^ Percentage of the United States females: The statistics in 1994 were used for age: statistics were 
not available for all individual characteristics used. 

^ U.S. statistics in 1994 used the age range of 50-54, therefore, the actual percent of 50-55 group may 
be larger than 4.7%. 

" Frequency totals may not be equal to the number of total subjects (N) due to non-responses; and the 
percentage total (100%) was calculated based on the responded subjects. 

'^ National Center for Health Statistics (1987). 
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Weight 

The largest percentage (40.1%, n=71) of the petite respondents weighed between 

111 to 130 lbs, followed by 131-150 lbs category (27.1%, n=40), less than 110 lbs 

category (19.2%), n=34), and more than 151 lbs category (13.6%, n=24) (see Figure 3). 

The mean weight of the petite respondents was 130.49 lbs (SD = 20.14). The tall 

respondents weighed more than the petite. Most tall respondents (68.1%, n=98) fell into 

131 to 170 lbs category, 25% (n=36) were over 171 lbs, and only 6.9% (n=10) were in 

111-130 lbs range. The mean weight of the tall respondents was 159.42 lbs (SD = 23.34). 

Wlien the mean was compared solely to the data provided by the U.S. Department of 

Health and Human Services (1987), the petite respondents weighed approximately 14 lbs 

less, and the tall respondents weighed approximately 15 lbs more (see Table 2). 

Age 

The respondents ranged in age from 25 to 55. The mean age of the petite 

respondents was 45 years (SD = 7.95). As shown in Figure 4, the largest percentage 

(n=102, 58.6%)) were in the 45-55-year-old category for petite women, followed by the 

35_44 (n=57, 32.7%) year old group, and only 15 (8.6%) petite women were in the 25-34-

year-old category. The mean age of the tall respondents was 43 years (SD = 7.79). The 

largest percentage (n=64, 45.1%) of tall women also fell into the 45-55 year old group, 

followed by the 35-44 (n=55, 38.7%) year old group and the 25-34 (n=23, 16.2%) year 

old group. The age distribution of the respondents (M = 44.11, SD = 7.93) was overall 

older than U.S. population (see Table 2) because the subjects were customers of "Lands 
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Figure 3. Weight distribution of petite and tall women. 
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End" that carries clothing predominantly for 35-55-year-old group (U.S. Bureau of 

Census, 1994). 

Marital Status 

The majority of the petite respondents (69.1%, n=121) were married while 15.4% 

(n=27) were single. Approximately nine percent of the petite respondents (n=15) were 

either divorced or separated, 5.1% (n=9) were widowed, and 1.7% (n=3) cohabited. 

More tall women than the petite women in the sample were married forming the majority 

(n=103, 72.5%)), and 19.7% (n=28) were single. Approximately eight percent of the tall 

respondents (n=l 1) were either divorced, separated, widowed, or cohabited (see Table 3). 

Overall, more petite and tall women in the sample were married compared to the U.S. 

population (59.2%). Besides, the divorce, separation, and widow rate of the sample was 

slightly lower than that of U.S. population, especially for tall women (5.6%) (U.S. Bureau 

of Census, 1994) (see Table 3; Figure 5). 

Education 

Both petite and tall respondents were highly educated. Approximately 76% of the 

petite women (n=135 ) and 77.8% of the tall women (n=l 12) had obtained at least 

bachelor's degree, and 44.1% of the petite women (n=78) and 40.3% of the tall women 

(n= 58) had completed graduate school. Only 6.7% of the petite respondents (n= 12) and 

3.5%) of the tall respondents (n=5) had completed only high school (see Table 3). As 

depicted in Figure 6, the respondents were more educated than the U.S. population when 
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Table 3. Socio-Economic Characteristics ofPetite and Tall Women 

Characteristics 

Marital Status 
Never married 
Now married 
Divorced/ S eparated 
Widowed 
Cohabited 
Total 

Education 
Less than high 
school 
High school 
Some college 
Bachelor degree 
Some graduate 
work 
Graduate degree 
Total 

Ethnic Group 
Euro-American 
Afro-American 
Hispanic 
Asian 
American-Indian 
Others 
Total 

f' 

27 
121 
15 
9 
3 

175 

2 

10 
30 
37 
20 

78 
177 

170 
1 
1 
1 

1 
174 

Petite 
(N=177) 

P M 

15.4 
69.1 

8.6 
5.1 
1.7 
100 

1.1 

5.6 
16.9 
20.9 
11.3 

44.1 

100 

97.7 
0.6 
0.6 
0.6 

0.6 
100 

f 

28 
103 

8 
2 

142 

5 
27 
32 
22 

58 
144 

136 
3 
1 

1 

141 

Tall 
(N=144) 

P M 

19.7 
72.5 

5.6 
1.4 
0.7 
100 

3.5 
18.8 
22.2 
15.3 

40.3 
100 

96.5 
2.1 
0.7 

0.7 

100 

U.S.' 

?_ M 

19.1 
59.2 
10.1 
11.5 

24.0 

41.8 
17.2 
17.0 

85.5 
11.1 
3.4 
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Table 3. Continued 

Characteristics 

Population in the 
Area of 
Residence 
Below 10,000 
10,000-49,999 
50,000-99,999 
100,000-499,999 
500,000-999,999 
1,000,000 or 
above 
Total 

Total Household 
Income 
Below $10,000 
$10,000-$14,999 
$15,000-$19,999 
$20,000-$24,999 
$25,000-$34,999 
$35,000-$49,999 
$50,000 or 
above 
Total 

Clothing 
Expenditure 
Below $200 
$200-$499 
$500-$999 
$1,000-$ 1,499 
$1,500-$1,999 
$2,000-$2,499 
$2,500-$2,999 
Over $3,000 
Total 

I 

20 
60 
24 
21 

9 
32 

166 

1 

2 
1 
5 

25 
132 

166 

1 
16 
38 
44 
27 
19 
8 

18 
171 

Petite 
(N=177) 

P M 

12.0 
36.1 
14.5 
12.7 
5.4 

19.3 

100 

0.6 

1.2 
0.6 
3.0 

15.1 
79.6 

100 

0.6 
9.4 

22.2 
25.7 
15.8 
11.1 
4.7 

10.5 
100 

f 

22 
40 
22 
15 
12 
27 

138 

1 
1 
4 
4 

16 
109 

135 

18 
28 
28 
15 
22 

6 
19 

136 

Tall 
(N=144) 

U.S.' 

P M ^ M 

15.9 
29.0 
15.9 
10.9 
8.7 

19.6 

100 

0.7 
0.7 
3.0 
3.0 

11.9 
80.7 

100 

13.2 
20.6 
20.6 
11.0 
16.2 
4.4 

14.0 
100 

14.6 
9.5 

16.8 

14.8 
17.1 
27.1 
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Table 3. Continued 

Petite Tall U.S.̂  
(N=177) (N=144) 

Characteristics f̂  P M f P M P M 

Employment 
Employed 147 83.1 
Unemployed 30 16.9 
Total 177 100 

Employment Status 
Fulltime 111 75.0 
Part time 33 22.3 
Others 4 2.7 
Total 148 100 

Occupation 
Lawyer/Physician/Nurse 15 10.1 
Professional/Educator 60 40.5 
Technician 1 0.7 
Upper management 20 13.5 
Sales/Service 20 13.5 
Others 31 21.6 
Total 148 100 

Personal Income 
Below $10,000 9 6.3 
$10,000-$14,999 7 4.9 
$15,000-$19,999 8 5.6 
$20,000-$24,999 7 4.9 
$25,000-$34,999 22 15.5 
$35,000-$49,999 43 30.3 
$50,000 or above 46 32.3 
Total 142 100 

118 
25 
143 

100 
17 
3 

120 

11 
43 
4 
30 
10 
19 
117 

6 
3 
2 
13 
13 
30 
44 
111 

82.5 
17.5 
100 

83.3 
14.2 
2.5 
100 

9.4 
36.8 
3.4 
25.6 
8.5 
16.2 
100 

5.4 
2.7 
1.8 
11.7 
11.7 
27.0 
39.6 
100 

^ Percentage of the United States females: The statistics in 1994 were used for marital status, total 
household income, and the statistics in 1988 were used for education and ethnic groups; statistics 
were not available for all demographics used. 

^ Frequency totals may not be equal to the number of total subjects (N) due to non-responses: and 
the percentage total (100%) was calculated based on the responded subjects. 
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Figure 6. Educational level of petite and tall women as compared to U.S. population. 
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compared to the statistics in 1988 (U.S. Bureau of the Census, 1990). Education 

statistics were not available for 1995. 

Ethnic Group 

Figure 7 shows that the respondents were predominantly Euro-American. 

Approximately 98% (n=170) of petite respondents were Euro-American with only 0.6% 

(n= 1) of African-American, Hispanic, Asian, or other ethnic group. Similar trends were 

observed for the tall respondents. Approximately 97% (n=136) of the tall respondents 

were Euro-American, 2.1% (n=3) were African-American, and only 0.7% (n=l) was 

Hispanic or American Indian. There were no tall respondents of Asian ethnicity (see Table 

3). 

Area of Residence 

The distribution of the population, where the respondents resided, was similar for 

both petite and tall. One hundred and four petite (62.6%) and 84 tall (60.8%) respondents 

resided in a population area of less than 100,000 people. Only 21 petite (12.7%) and 15 

(10.9%) tall women resided in a population area between 100,000 and 500,000 people. 

Forty-one petite (24.7%) and 39 tall (28.3%) women indicated residing in a population 

area of more than 500,000 people (see Table 3). Since more than half of the respondents 

reside in the area of population less than 100,000 people, it is believed that these people 

would have more difficuhies finding stores that carry appropriate clothing for them, and 

may result in using mail orders. 
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Income 

As shown in Table 3, respondents appear to have a higher household income than 

the U.S. population. The majority (94.7% of petite and 92.6% of tall respondents) eamed 

more than $35,000 household income annually. Only one (0.6% petite; 0.7% tall) 

respondent in each group made less than $10,000. Most respondents (62.6% petite; 

66.6% tall) eamed more than $35,000 personal income (refer to Figure 8). With the 

graphical presentation of the data in Figure 9, one might consider that petite and tall 

women eam enough money to spend on clothing. 

Peacock (1980) mentioned that women making $10,000 per year spend more on 

clothes than a non-salaried wife of a man making $40,000 to $50,000 a year. As long as 

apparel manufacturers and retailers provide clothes that can satisfy the needs and wants of 

petite and tall consumers, these group of consumers can bring a great deal of profit. 

Clothing Expenditure 

As reported in Table 3, most respondents (52.6% petite; 47.8% tall) spent between 

$l,000-$2,499 on clothing in 1994. Approximately 32% of petite and 34% of tall women 

spent less than $1,000. Approximately 15% of petite and 18% of tall women spent more 

than $2,500 on clothing over the same period of time (also refer to Figure 10). A 

comparable statistic was not available. However, it is obvious that petite and tall 

consumers make up a viable market to be served, since petite only number over 50 million, 

and petite constitutes approximately 40%) to 70%) of the total female population, 

depending upon the height limit used (Ondovcsik, 1981; Griffin, 1985; Wallach, 1986; 
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Pray, 1987; Kang-Park, 1991). In addition, approximately 12% of total female population 

can be classified as tall women (U.S. Department of Commerce, 1971). 

Emplovment Status and Occupation 

As shown in Table 3, approximately 83% of the respondents (petite n=147; tall 

n=l 18) were employed outside the home. Among the employed respondents, 75% of 

petite (n=l 11) and 83.3% (n=100) of tall women were employed fiill time. Sixty petite 

(40.5%)) and 43 tall (36.8%) women were either professionals or educators, with 20 petite 

(13.5%) and 30 tall (25.6%) women of upper managers. Fifteen petite (10.1%) and 11 tall 

(9.4%)) women indicated being either a lawyer or a physician. Twenty petite (13.5%) and 

10 tall (8.5%) women were employed in sales/service related areas (see Figure 11). 

As depicted in Figures 12 and 13, most petite and tall women are employed. 

Among the employed, most of them are employed full time. Peacock (1980) mentioned 

that the population of career women keeps increasing within the petite sized clothing 

market. According to the percentage of career women among the respondents, it is 

believed that the clothing market size for tall career women is also increasing as well as 

that of the petite career women. Apparel manufacturers and retailers need to take this into 

consideration when they target these consumer groups. 
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Sizing and Shopping Characteristics 

Generally Purchased Clothing Size Category 

Table 4 shows the clothing size category purchased by the respondents. The 

majority (81.9%, n=145) of petite respondents indicated purchasing petite sized clothing, 

followed by misses sized clothing (14.7%, n=26). Tall respondents purchased either 

misses (50.3%, n=72), or tall sized clothing (39.2%, n=56). As depicted in Figure 14, 

most petite women purchase clothing from the petite clothing market, while tall women 

purchase more misses clothing than tall clothing. It is postulated that tall clothing market 

does not serve tall consumers well enough and has more room for improvements. 

Clothing Size Crossover 

More than two-thirds of the respondents indicated purchasing clothing from more 

than one clothing size category (see Table 4). This indicates that respondents may not be 

fiilly satisfied with clothing offered in one specific size category. Kang-Park (1991) 

indicated that consumer crossover to another clothing category might be explained by the 

market situation where clothing has been offered in limited price ranges and quantities in 

certain categories, such as petite and tall categories. Pray (1987) found that the primary 

reason for size crossover by petite women was better price selection, even if the garment 

needed to be altered. 
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Table 4. Generally Purchased Clothing Size Category ofPetite and Tall Women 

Generallv Purchased 
Clothing Size Categorv 

Junior 
Petite 
Misses 

Women's 
Half Size 

Tall 

Total 

Crossover to Other 
Size Categorv 

Petite 
(N= 

f 

2 
145 
26 
3 
1 
-

177 

127' 

=177) 

P 

1.1 
81.9 
14.7 
1.7 
0.6 

-

100 

72.2 

Tall 
(N=144) 

f 

1 
-

72 
14 
-

56 

143 

109'' 

PH
I 

0.7 
-

50.3 
9.8 

-

39.2 

100 

76.8 

b 
A total number of petite respondents who crossover to other size category. 
A total number of tall respondents who crossover to other size category. 
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Clothing Size 

As presented in Table 5, the clothing size wom by the petite respondents ranged 

from size 2 to 18, while it ranged from size 6 to 20 for tall respondents (also refer to 

Figure 15). Eighty-eight petite women (55%) indicated wearing clothing size larger than 

10, and 38 petite women (23.8%) indicated wearing clothing size larger than 14. 

According to the comments made by the respondents, women who are short and large 

have more problems with clothing offered than short and small women (see Appendix B). 

On the contrary, women who are tall and thin have more problem with clothing than 

women who are tall and large, since most tall clothing size starts from size 8. Tall women 

suggested in the survey that apparel manufacturers and retailers need to consider tall and 

thin women. In short, petite women are not necessarily small, and tall women are not 

necessarily large in proportion. Petite/large and tall/thin women have more problem than 

regular petite and tall women. 

Preferred Retail Sources 

In part I of the questionnaire, the respondents were asked to indicated the common 

retail sources that they purchase clothing from. Eleven different types of retail sources 

were provided, and muhiple responses were allowed. According to the data presented in 

Table 6, the most preferred retail source by both petite and tall women was catalog mail 

order (also refer to Figure 16). Approximately 94% of the respondents purchased 

clothing through mail order company, followed by better quality department store (n=142, 

80.2%) of petite; n=69, 47.9% of tall), and chain specialty store (n=85, 48% of petite; 
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Table 5. Clothing Size Purchased by Petite and Tall Women 

Clothing Size 

2 
4 
5 
6 
8 
9 
10 
11 
12 
14 
16 
18 
20 

Total 

f 

4 
17 
1 

27 
22 
1 

29 
-

21 
19 
16 
3 
-

160 

Petite 
(n=160) 

P 

2.5 
10.6 
0.6 
16.9 
13.8 
0.6 
18.1 

-

13.1 
11.9 
10.0 
1.9 

-

100 

f 

_ 

-

-

5 
9 
-

21 
1 

32 
25 
17 
10 
4 

124 

Tall 
(n=124) 

P 

_ 

-

-

4.0 
7.3 

-

16.9 
0.8 

25.8 
20.2 
13.7 
8.1 
3.2 

100 
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8 10 11 12 14 16 18 20 

Clothing Size 

Figure 15. Clothing size distribution of petite and tall sized women. 
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Table 6. Comparison of Retail Sources Preferred by Petite and Tall Women 

Retail Sources 

Catalog mail order 
Better quality department store 
Chain specialty store 
Upscale department store 
Department store 
Off-Price store 
Local specialty store 
Magazine mail order 
Discount store 
Catalog counter within retail 
Others 
Home TV shopping 

f 

168 
142 
85 
60 
59 
58 
53 
32 
15 
11 
8 
3 

Petite 
(N= 477) 

P 

94.9 
80.2 
48 

33.9 
33.3 
32.8 
29.9 
18.1 
8.5 
6.2 
4.5 
1.7 

f 

134 
69 
41 
38 
43 
43 
39 
24 
13 
28 
2 
2 

Tall 
(N=144) 

P 

93.1 
47.9 
28.5 
26.4 
29.9 
29.9 
27.1 
16.7 
9.0 
19.4 
1.4 
1.4 

Frequency totals are not equal to the total number of the respondents in each group, 
since multiple responses were allowed. 

67 



<D Cd 
PH H 

^ ^ ^ ^ ^ ^ ^ ^ ^ 
^^^^^^^^^^^gJ^J^^^^^^^^^U 

'.V.V.'A*^.*.*.*.*.* A * . ' . * ^ A W 

:-:-:-:-:-:-:->:-:v.v.-.v.v.v.-:-:-Kv.v.-.v.%vwhMMa;.;. 

•iTiTiTi"i"iYnYiYiwri"iYrfriTfriYiiviWi 

• ^ — - f 

Others 

Home TV 
shopping 

Catalog counter 
within retail 

Catalog mail order 

Magazine mail 
order 

Off-Price store 

Discount store 

Local specialty 
store 

Chain specialty 
store 

Department store 

Better quality 
department store 

Upscale 
department store 

o o o o o o o o o o o 
O O N o o r ^ N o m - ^ f O f N ^ ^ 

»3 

U 

3 
O 

c 
B 
o 

"Td 

c: 
cd 

H) 
CX 
>̂  

CU 

CX 

(D 
O 

3 
O 

cd 
-I—< 

NO 

3 
00 

% 

68 



n=41, 28.5%) of tall). It is important to note that tall clothing is offered only by mail order 

companies, and no department store has a department set aside for tall women as it does 

for petite women. Therefore, tall women, who indicated purchasing clothes from retailers 

other than a mail order company, purchase either misses sized clothing or women's sized 

clothing. This may explain the reason why misses clothing category was the clothing 

category tall women purchased the most frequently (see Figure 14). In the study by 

Kersch (1984), tall women preferred to shop at the same store that regular sized women 

shop. When tall women desire to purchase designer name brands or shop with their 

friends and families, retailers other than mail order companies are the most common place 

they shop, and end up purchasing misses or women's sized clothing, since those retailers 

do not carry tall clothing. 

Fitting Problems 

In part IIEB of the questionnaire, the respondents were asked to indicate if they 

were satisfied or dissatisfied with the fit of certain garment types. The section consisted of 

four different garment types, such as blouses/jackets, pants, skirts/dresses, swimming 

suits. For each garment type, seven to eight detailed garment areas that the respondents 

could circle when they were not satisfied with, and the respondents were asked to circle 

"others" if they were dissatisfied with other garment areas that were not specified. 

Table 7 shows respondents' dissatisfaction with the selected garment areas in each 

garment type. The largest percentage of the petite respondents were dissatisfied with pant 

leg length (67.2%, n=l 19), followed by blouse/jacket sleeve length (56.5%, n=100), skirt 

69 



Table 7. Comparison of Common Fitting Problem Areas of Petite and Tall Women 

Garment Types 

Petite Tall 
(N=177) (N=144) 

Blouse/Jackets 
Sleeve length 
Bodice length 
Shoulder width 
Others 
Sleeve circumference 
Neck size 
Pocket/Button placement 
Collar proportion 

Total 

Pants 
Leg length 
Crotch length 
Waist 
Fullness in leg 
Others 
Darts & Pleats 
Pocket placement 
Zipper length 

Total 

Skirts 
Skirt length 
Waist circumference 
Fullness in skirt 
Waist placement 
Others 
Pocket placement 
Zipper length 

Total 

Swimming Suits 
Shoulder to crotch length 
Bust circumference 
Others 
Shoulder to bustline length 
Hip circumference 
Waistline circumference 
Upper-chest circumference 

Total 

100 
67 
45 
27 
23 
22 
22 
9 
315 

119 
59 
55 
54 
23 
15 
11 
7 
343 

97 
39 
35 
31 
15 
7 
2 
226 

45 
30 
29 
11 
9 
8 
7 
139 

56.5 

37.9 

25.4 

15.3 

13.0 

12.4 
12.4 

5.1 

67.2 
33.3 

31.1 
30.5 

13.0 

8.5 
6.2 
4.0 

55.1 

22.2 

19.9 
17.6 

8.5 
4.0 
1.1 

25.6 

17.0 

16.5 

6.3 
5.1 
4.5 
4.0 

115 
61 
28 
12 
21 
17 
14 
3 
271 

116 
76 
33 
25 
17 
9 
11 
6 
293 

61 
16 
14 
38 
6 
9 
-

144 

85 
26 
17 
9 
8 
4 
3 
152 

79.9 
42.4 

19.4 

8.3 
14.6 
11.8 

9.7 
2.1 

80.6 
52.8 

22.9 
17.4 

11.8 

6.3 
7.6 
4.2 

42.4 

11.1 

9.7 
26.4 

4.2 
6.3 
-

59 
18.1 

11.8 

6.3 
5.6 
2.8 
2.1 

Frequency totals are not equal to the total number of the respondents in each group, since multiple 
responses were allowed. 
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length (55.1%, n=97), blouse/jacket bodice length (37.9%, n=67), pant crotch length 

(33.3%, n=59), pant waist circumference (31.1%, n=55), and fiillness in pant leg (30.5%, 

n=54). Tall respondents were also dissatisfied with pant leg length (80.6%, n=l 16), 

followed by blouse/jacket sleeve length (79.9%, n=l 15), shoulder to crotch length of 

swimming suits (59%, n=85), pant crotch length (52.8%, n=76), skirt length (42.4%, 

n=61), and blouse/jacket bodice length (42.4%, n=61). Based on the resuhs, tall 

respondents indicated problems related to overall garment lengths including pant leg 

length, pant crotch length, blouse/jacket length, shoulder to crotch length of swimming 

suits, and skirt length. Petite respondents indicated dissatisfaction with overall garment 

length, and they also reported problems with garment circumference such as pant waist 

circumference and fullness in pant leg. 

As shown in Table 7, respondents indicated the most problems with pants. 

The number of fitting problems regarding pants was 343 for petite women (N=177) and 

293 for tall women (N=144). In other words, each respondent identified approximately 2 

fitting problem areas for pants. The total number of fitting problems regarding 

blouse/jackets was 315 for petite women and 271 for tall women; 226 skirt fitting 

problems were identified by petite and 144 by tall women; and 139 fitting problems with 

swimming suits were identified by petite and 152 by tall women. Detailed comments 

related to fitting problems are listed in Appendix B. 
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Evaluations of Clothing Attributes 

In part III A of the questionnaire, the respondents were asked to indicate the 

degree to which each attribute of clothing was important to them when they purchased 

clothing. The items were measured on a seven point scale ranging from "Not very 

important (1)" to "Very important (7)." The mean and standard deviation of each clothing 

attribute was calculated to see if there is any difference in order between the petite and tall 

respondents. Table 8 shows that petite respondents indicated fit (M=6.63, SD=0.77) to be 

the most important factor when they purchase clothing, followed by comfort (M=6.44, 

SD=0.95), attractiveness (M=6.39, SD=0.90), constmction quality (M=6.36, SD=0.92), 

and fabric quality (M=6.34, SD=0.88). Clothing fit (M=6.61, SD-0.63) was also the most 

important factor for the tall respondents when purchasing clothing, followed by 

constmction quality (M=6.44, SD=0.88), attractiveness (M=6.38, SD=0.84), comfort 

(M=6.33, SD=0.84), and fabric quality (M=6.31, SD=0.98). There was a slight difference 

in order, but the top five important items were exactly the same for both petite and tall 

respondents. The attributes that exhibited significant differences between petite and tall 

women were brand name [F (1,317) = 4.16, p < .05] and degree of aheration [F (1,312) = 

5.80, p < .05]. As compared to the study by Kang-Park (1991), comfort, attractiveness, 

and fit were the common clothing attributes, indicated to be important. Kang-Park 

investigated petite and misses women in her study. 
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Table 8. Analysis of Variance: Comparison of Beliefs about Clothing Attributes 

Clothing Attributes 

Pleasing to others 
Fabric quality 
Brand name 
Constmction quality 
Size assortment 
Fiber content 
Comfort 
Attractiveness 
Value for price 
Style 
Price 
Fashionability 
Color 
Fit 
Degree of alteration 

Petite 
(n= 

M' 

3.86 
6.34 
3.74 
6.36 
5.95 
5.55 
6.44 
6.39 
5.97 
5.61 
5.44 
4.74 
6.01 
6.63 
5.78 

=168) 

SD 

1.68 
0.88 
1.72 
0.92 
1.38 
1.56 
0.95 
0.90 
1.27 
1.26 
1.35 
1.51 
1.14 
0.77 
1.47 

(r 

M 

3.92 
6.31 
3.34 
6.44 
5.94 
5.40 
6.33 
6.38 
5.95 
5.76 
5.46 
5.01 
5.85 
6.61 
5.36 

Tall 
1=133) 

SD 

1.72 
0.98 
1.74 
0.88 
1.22 
1.45 
0.84 
0.84 
1.13 
1.19 
1.29 
1.50 
1.16 
0.63 
1.64 

F(df) 

0.08(1,317) 
0.06(1,316) 
4.16(1,317)* 
0.64(1,318) 
0.00(1,315) 
0.74(1,313) 
1.31(1,316) 
0.01 (1,316) 
0.02(1,318) 
1.28(1,318) 
0.01 (1,315) 
2.53(1,317) 
1.63(1,317) 
0.03(1,318) 
5.80(1,312)* 

' Each attribute was measured on a seven point scale, ranging from "Not very 
important" (1) to "Very important" (7). 

* p<.05 
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Testing of Hvpothesis 

Three hypotheses were tested in this study. Hypothesis 1 was tested using t-test to 

determine if there are significant differences between petite and tall sized women in terms 

of fashion involvement, pre-purchase clothing satisfaction, and perceived clothing needs. 

Hypothesis 1 was further tested utilizing analysis of covariance (ANCOVA). Prior to 

testing ANCOVA, Pearson correlation coefficient was tabulated to identify covariates. 

Based on the resuh of Pearson correlation (see Table 9), two covariates, such as education 

and clothing expenditure, were controlled to test ANCOVA on fashion involvement. Two 

covariates, such as population in the area of residence and clothing expenditure were 

controlled to test ANCOVA on pre-purchase clothing satisfaction. No variable was found 

in relation to clothing needs, therefore, clothing needs were excluded in testing ANCOVA. 

Hypothesis 2 was tested using Pearson correlation coefficient to determine if there is a 

relationship among fashion involvement, pre-purchase clothing satisfaction and clothing 

needs for petite and tall sized women. Hypothesis 3 was tested using Pearson partial 

correlation coefficient, controlling selected demographic variables. The controlled 

variables were weight, age, income, and yearly clothing expenditure. 

Hypothesis 1. a. There is no significant difference in fashion involvement between petite 

and tall sized women. 

In part II of the questionnaire, the respondents were asked to indicate the degree 

of agreement to each fashion involvement statement. The fashion involvement statements 

consisted of 24 fashion lifestyle questions, and each question was measured on a seven 
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Table 9. Pearson Correlation Coefficients: Fashion involvement, Pre-Purchase 
Clothing Satisfaction, and Clothing Needs versus Demographic Variables 

F.L PS CN. 

Covariates 

Level of education 

Population in the area of residence. 

Clothing expenditure 

r 

-.12* 
(p=.04) 

2^*** 
(p=.00) 

r 

-.18** 
(p=.00) 

-.13* 
(p=.04) 

r 

Note. F.I. (Fashion Involvement), PS. (Pre-purchase Clothing Satisfaction), & 
CN. (Clothing Needs). 
*p< .05 **p<.01 ***p<.001 
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point scale ranging from "Strongly agree (7)" to "Strongly disagree (1)." Evaluation of 

the mean score of the fashion involvement statements resuhed in no significant difference 

between petite (M=4.21, SD=0.67) and tall (M=4.32, SD=0.68) sized women [t (274.1)= 

-1.38, p = . 17] (see Table 10). In other words, both petite and tall sized respondents were 

involved in fashion the same level. 

The hypothesis was further tested utilizing analysis of covariance. Pearson 

correlation coefficient was tabulated to identify covariates. Results indicated that 

"education (r = -. 12, p < .05)," and "clothing expenditure (r = .33, p < .001)" were 

correlated to fashion involvement (refer to Table 10). These two variables were 

controlled to test ANCOVA. The results of ANCOVA indicated that there was a 

significant difference in fashion involvement for petite and tall women, when education 

was controlled [F (2,294) = 4.36, p < .05](see Table 11), and when clothing expenditure 

was controlled [F (2,281) = 32.82, p < .001] (see Table 12). 

In summary, fashion involvement of petite and tall women was believed to be the 

same, based on the t-test results. However, since two variables were found to be 

correlated to fashion involvement, those variables were controlled to determine the 

difference of fashion involvement for the two groups accurately. Significant differences in 

fashion involvement between petite and tall women were found when education and 

clothing expenditure were controlled. Therefore, hypothesis la . was rejected. 

Hypothesis 1. b. There is no significant difference in pre-purchase clothing satisfaction 

between petite and tall sized women. 
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Table 11. Analysis of Covariance on Fashion Involvement between Petite and Tall 
Women While Controlling Educational Level 

Source 

Education 
Group 
Error 
Total 

SS 

1.96 
0.87 

132.55 
135.38 

df 

1 
1 

294 
296 

MS 

1.96 
0.87 
0.45 

F 

4.36 
1.93 

n 

0.04 
0.17 

Table 12. Analysis of Covariance on Fashion Involvement between Petite and Tall 
Women While Controlling Clothing Expenditure 

Source 

Clothing Expenditure 
Group 
Error 
Total 

SS 

13.56 
1.06 

116.07 
130.69 

df 

1 
1 

281 
283 

MS 

13.56 
1.06 
0.41 

F 

32.82 
2.57 

U 

.0001 
.11 
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In part III A of the questionnaire, the respondents were asked to indicate the 

degree of pre-purchase clothing satisfaction with products offered in the current market. 

Fifteen clothing attribute factors were used and measured on a seven-point scale. This 

hypothesis was established to measure if petite and tall sized women experienced a 

different level of satisfaction when they tried to make a clothing purchase decision. The t-

test resuh indicated that no significant difference existed between petite (M=4.49, 

SD=0.97) and tall (M=4.66, SD=1.03) sized women in terms of pre-purchase clothing 

satisfaction [t (251.6) = -1.36, p = 0.17]. 

According to Kang-Park (1991) and the comments made by the respondents (see 

Appendix B), consumers were not satisfied with what was available in the clothing market. 

The reason for dissatisfaction was not because they were "different" from misses sized 

consumers but because they did not have as many selections or quantities as misses sized 

consumers. Therefore, the researcher assumed that there could be a difference in pre-

purchase clothing satisfaction between petite and tall women, when certain variables 

related to pre-purchase clothing satisfaction were controlled. 

Based on the assumption above, the hypothesis was fiirther tested utilizing 

ANCOVA. Pearson correlation was tabulated to identify covariates. Resuhs indicated 

that "clothing expenditure (r = -. 12, p < .05)" and "population in the area of residence (r = 

-.18, p < .01)" were correlated to pre-purchase satisfaction (refer to Table 9). Therefore, 

these two variables were controlled in testing ANCOVA. The resuhs indicated that there 

was a significant difference in pre-purchase clothing satisfaction between petite and tall 

women, when clothing expenditure was controlled [F (2,259) = 4.32, p < .05](see Table 
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13), and when population in the area of residence was controlled [F (2,253) = 8.08, p < 

.01] (see Table 14). 

Pre-purchase clothing satisfaction refers to consumer satisfaction with clothing at 

the time purchasing behavior occurs, and previous researchers indicated that petite and tall 

sized consumers were not satisfied with what was available in the market. The resuhs in 

testing hypothesis l.b. indicated that population rate in the area petite and tall consumers 

resided, was correlated to pre-purchase clothing satisfaction, so was clothing expenditure. 

Besides, a significant difference in pre-purchase clothing satisfaction between petite and 

tall sized women was found by controlling the two covariates. Therefore, hypothesis 1 b. 

was rejected. 

Hypothesis 1. c. There is no difference in clothing needs between petite and tall sized 

women. 

The respondents were asked to indicate the degree of agreement with each 

clothing need statement in seven-point scale. The clothing need statements consisted of 6 

items regarding style offerings, fit, quality, comparable with my image, price, and brand. 

The t-test resuh indicated that both petite (M=5.73, SD=0.94) and tall (M=5.83, 

SD=5.83) sized women exhibited the same level of clothing needs [t (289.5) = -0.95, p = . 

0.34]. Both petite and tall consumers were not satisfied with what was available in the 

clothing market and exhibited the same high level of needs regarding the 6 items offered in 

the questionnaire. Pearson correlation coefficient was further tabulated to identify 
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Table 13. Analysis of Covariance on Pre-Purchase Clothing Satisfaction between Petite 
and Tall Women While Controlling Clothing Expenditure 

Source 

Clothing Expenditure 
Group 
Error 
Total 

SS 

4.19 
1.93 

250.90 
257.03 

df 

1 
1 

259 
261 

MS 

4.19 
1.93 
0.97 

F 

4.32 
2.00 

U 

0.04 
0.16 

Table 14. Analysis of Covariance on Pre-Purchase Clothing Satisfaction between Petite 
and Tall Women While Controlling Residence Area 

Source 

Residence Area 
Group 
Error 
Total 

SS 

7.66 
2.55 

239.82 
250.02 

df 

1 
1 

253 
255 

MS 

7.66 
2.55 
0.95 

F 

8.08 
2.69 

P 

.005 
.10 
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covariates. However, no single variable related to clothing needs was found, so clothing 

needs were excluded in testing ANCOVA. In resuh, hypothesis I.e. was retained. 

In summary, t-test resuhs indicated that both petite and tall sized consumers had 

the same level of clothing needs regarding clothing styles, fit, overall garment quality, 

price, and number of brands that carry petite and tall clothing. It is important to note that 

nonetheless of the growth and improvement in petite clothing market, petite sized 

consumers are still dissatisfied with clothing offerings in the market and exhibit the same 

level of clothing needs as tall sized women. 

Hypothesis 2. a. There is no relationship among fashion involvement, pre-purchase 

clothing satisfaction and clothing needs for petite women. 

Pearson product moment correlation coefficient was utilized to test the hypothesis. 

The result indicated that there is a positive relationship between fashion involvement and 

clothing needs (r = 0.21, p < .05), and a negative relationship between pre-purchase 

clothing satisfaction and clothing needs (r = -0.27, p < .01) for petite women (see Table 

15). In other words, when petite women were highly involved with fashion, they 

exhibited higher clothing needs, and when they were not satisfied with clothing offerings 

at the point a purchasing behavior occurred, they showed higher clothing needs. 

Generally, people with high fashion involvement tends to be sensitive to what is available 

in the clothing market for them, especially when the market does not satisfy their wants 

and needs. Besides, they are aware of what is supposed to be available in the market and 

exhibit their clothing needs. In summary, fashion involvement is positively correlated with 
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Table 15. Pearson Correlation Coefficient: Comparison of Fashion Involvement, 
Pre-Purchase Clothing Satisfaction, and Clothing Needs 

Variables 

F.I. 

PS . 

CN. 

F.L 

.07 
(p=.45) 

.19* 
(p=.04) 

PS. 

.11 
(p=19) 

-.19* 
(p=.05) 

CN. 

.21* 
(P=01) 
-.27** 
(p=.00) 

Note. F.I. (Fashion Involvement), P.S. (Pre-purchase Clothing Satisfaction), & 
CN. (Clothing Needs). The upper diagonal of the table contrives correlation 
coefficients for the petite group, and the lower diagonal contrives correlation 
coefficients for the tall group. 
*p< .05 **p<.01 
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clothing needs, and pre-purchase clothing satisfaction is negatively correlated with 

clothing needs for petite women. Therefore, hypothesis 2. a. was rejected. 

Hypothesis 2. b. There is no relationship among fashion involvement, pre-purchase 

clothing satisfaction and clothing needs for tall women. 

Pearson correlation coefficient was utilized to test if there is a relationship among 

the selected variables for tall women. The resuh indicated that there is a positive 

relationship between fashion involvement and clothing needs (r=. 19, p<.05), and a 

negative relationship between pre-purchase clothing satisfaction and clothing needs (r=-

.19, p<.05) for tall women (see Table 15). In other words, when tall women were highly 

involved with fashion, they exhibited higher clothing needs, and when tall women were not 

satisfied with clothing offered in the current market, they showed higher clothing needs. 

The results were similar to that of the petite women. Therefore, hypothesis 2.b. was 

rejected. 

Hypothesis 3. There is no relationship among fashion involvement, pre-purchase clothing 

satisfaction, and clothing needs for petite and tall women, regarding selected demographic 

variables. 

Pearson partial correlation coefficient was utilized to test if there is any 

demographic variable influencing the relationship among fashion involvement, pre-

purchase clothing satisfaction, and clothing needs for either petite or tall women. The 

selected demographic variables were height, weight, age, income, and yearly clothing 
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expenditure. Overall, there was no difference in the relationship from hypothesis 2.a. 

regarding the selected demographic variables for the petite women. There was a similar 

pattem of relationship among fashion involvement, pre-purchase clothing satisfaction, and 

clothing needs for petite women: A positive relationship between fashion involvement and 

clothing needs, and a negative relationship between pre-purchase clothing satisfaction and 

clothing needs were found. 

The relationship among the three selected variables (i.e., fashion involvement, pre-

purchase clothing satisfaction, and clothing needs) for tall women exhibited a slightly 

different pattern from hypothesis 2.b.. There was the same pattern of relationship as petite 

women, when age was controlled as a partial variable: A positive relationship between 

fashion involvement and clothing needs, and a negative relationship between pre-purchase 

clothing satisfaction and clothing needs were found. However, only a negative 

relationship between pre-purchase clothing satisfaction and clothing needs was found, 

when weight and height were controlled (refer to Table 16). Therefore, hypothesis 3 was 

rejected. 

Based on the resuhs, fashion involvement and pre-purchase clothing satisfaction of 

petite women were significantly correlated to clothing needs regardless of demographic 

variables. In other words, the degree of fashion involvement increased, the clothing needs 

also increased, while the degree of pre-purchase clothing satisfaction increased, the 

clothing needs decreased for petite women. Even if the relationship between fashion 

involvement and clothing needs for tall women was not significant enough to support the 

finding in petite women, tall women exhibited the same significant negative relationship 
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Table 16. Pearson Partial Correlation: Relationship among Fashion Involvement, 
Pre-Purchase Clothing Satisfaction, and Clothing Needs Regarding 
Selected Demographic Variables 

Partial Variable 

Height 
F.I. vs. C N . 
P S . vs. F.L 
CN. vs. P.S. 

Weight 
F.I. vs. CN. 
P S . vs. F.L 
C N vs. P S . 

Age 
F.L vs. CN. 
P S . vs. F T 
CN. vs. P.S. 

Total Household 
Income 
F.I. vs. CN. 
P S . vs. F.I. 
CN. vs. P S . 

Clothing Expenditure 
F.I. vs. CN. 
P S . vs. F T 
CN. vs. P S . 

Personal Income 
F.I. vs. CN. 
P S . vs. F.L 
C N vs. P S . 

Petite 

r 

.22 

.09 
-.25 

.22 

.09 
-.24 

.23 

.09 
-.26 

.23 

.07 
-.26 

.25 

.15 
-.27 

.26 

.12 
-.22 

U 

.0132* 

.3027 

.0040** 

.0114* 

.2966 

.0074** 

.0095** 

.3209 

.0036** 

.0098** 

.4159 

.0039** 

.0042** 

.1059 

.0024** 

.0080** 

.2470 

.0243* 

r 

.17 

.09 
-.20 

.17 

.06 
-.22 

.20 

.08 
-.22 

.19 

.10 
-.23 

.16 

.13 
-.23 

.12 

.14 
-.25 

Tall 

E 

.0943 

.3615 

.0382* 

.0777 

.5738 

.0291* 

.0461* 

.4165 

.0239* 

.0639 

.3051 

.0195* 

.0934 

.1904 

.0227* 

.2548 

.1873 

.0166* 

Note. F.I. (Fashion Involvement), P.S. (Pre-purchase Clothing Satisfaction), & CN. 
(Clothing needs). 
* p < . 0 5 **p<.01 
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between pre-purchase clothing satisfaction and clothing needs. Overall, it was believed to 

be a significant relationship among the selected variables regarding demographic variables. 
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CHAPTER V 

SUMMARY, FINDINGS, CONCLUSIONS AND RECOMMENDATIONS 

Consumer satisfaction with clothing has been of interest, since clothing purchases 

compose a substantial portion of household budgets, and are a frequent source of 

problems (Fransis & Dickey, 1984). Besides, clothing plays an important role physically, 

psychologically, and socially. According to the adapted comfort model (Black, 1988), 

clothing problems can be affected by various factors whhin the total environment. The 

total environment consists of three main attributes: (1) environment attributes such as 

retailers, manufacturers, and social norms; (2) clothing attributes such as garment sizing, 

style, color, price, and quality; and (3) person attributes such as age, weight, height, 

lifestyle, and income. 

When a problem is generated by one of the person attributes, it is hard to solve the 

problem, considering the nature of the person attributes. In this case, the most efficient 

and convenient way to solve the existing problem may be by changing the environment 

attributes. For instance, consumers who are not average confront numerous clothing 

problems in their daily lives due to physical and proportional differences. The most 

convenient way to solve the problem and satisfy this group of consumers would be by 

taking the special needs of these consumers into consideration in apparel production. 

The purpose of the study was to investigate (1) the clothing needs of petite and tall 

sized women in terms of fashion involvement and pre-purchase clothing satisfaction, (2) if 

there is a significant difference in clothing needs, fashion involvement, and pre-purchase 
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clothing satisfaction between the two groups, and (3) if there is a relationship among the 

three selected variables. This chapter contains a summary of the study, a summary of the 

findings, conclusions, impHcations of the study, and recommendations for fiirther research. 

Summarv of the Study 

A questionnaire was developed to meet the purposes and the objectives of the 

study. Questionnaires were distributed to 900 female Lands' End customers. Dillman 

(1978) mail survey method was utilized in conjunction with a random sampling technique. 

After the follow up letter was mailed, a total of 396 (44%) questionnaires were retumed. 

Seventy-five questionnaires were eliminated because the respondents did not fit the age 

category (25-55 years) or some of the sections were left incomplete. The final database 

was composed of 321 (35.61%) respondents who were 177 (55.14%) petite and 144 

(44.86%) tall women. 

Data were analyzed utilizing frequency distributions to describe the individual and 

socio-economic characteristics of the sample. Clothing categories, size purchased by the 

respondents, preferred retail sources, and specific garment type problems also were 

identified using frequency distribution. Data were treated utilizing inferential statistics to 

test the hypotheses. T-tests were utilized to investigate if there were significant 

differences between petite and tall women in terms of fashion involvement, pre-purchase 

clothing satisfaction, and clothing needs. Analysis of covariance was further utilized to 

find if there were significant differences between the two groups regarding the three 

selected variables, when covariates were controlled. Relationships among fashion 
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involvement, pre-purchase clothing satisfaction, and clothing needs were tested using 

Pearson coefficient correlation. Pearson partial correlation was further utilized to assess 

the influence of demographic variables on the relationship among the three selected 

variables. 

Summarv of the Findings 

The respondents appeared to be older in age, to be more married, to be better 

educated, to have a higher income, and to be more employed than the U.S. population. 

The average height of petite women was 5'1.7" with the mean weight of 130.49 

pounds. The average height of tall women was 5'8.2" with the mean weight of 159.42 lbs. 

Most respondents (approximately 97.5%) were predominantly Euro-American. 

Most petite women purchased "petite" sized clothing, followed by "misses" sized 

clothing, while most tall women purchased "misses" sized clothing, followed by "tall" 

sized clothing. It is postulated that tall sized clothing market needs to be improved to 

attract more tall consumers into tall clothing market. The clothing size purchased by the 

respondents ranged from size 2 to size 20. Petite respondents purchased overall smaller 

sizes than tall respondents. Petite women are usually believed to weigh less than tall 

women, however, a great deal of the respondents reported sizing problems related to 

weight and proportion. Petite women complained that apparel manufacturers need to 

carry sizes larger than 14, considering short/large consumers. Tall women complained 

that apparel manufacturers need to carry sizes smaller than 8, considering tall/thin 

consumers. Detailed information is provided in Appendix B. 
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The most preferred retail source by both petite and tall women was catalog mail 

order (approximately 95%), followed by better quality department store. Tall women had 

to purchase misses sized clothing, when they needed to purchase high quality designer 

brands, since department stores do not have a department set aside for tall consumers as 

they do for petite consumers. 

The largest percentage of petite respondents were dissatisfied with pant leg length, 

followed by blouse/jacket sleeve length, skirt length, blouse/jacket bodice length, pant 

crotch length, pant waist circumference, and fullness in pant leg. Tall respondents were 

also dissatisfied with pant leg length, followed by blouse/jacket length, shoulder to crotch 

length of swimming suits, pant crotch length, skirt length, and blouse/jacket bodice length. 

Overall garment problems were related to garment length for both petite and tall women. 

Petite women also reported problems with garment circumference such as pant waist 

circumference and fullness in pant leg. A great deal of petite and tall women reported 

problems with shoes, indicating that shoes manufacturers need to produce sizes smaller 

than 5 and sizes larger than 10. 

Three hypotheses were proposed and tested in this study. Hypothesis 1 was 

proposed to investigate if there was a significant difference between petite and tall women 

in terms of fashion involvement, pre-purchase clothing satisfaction, and clothing needs. T-

tests were utilized to test the hypothesis. The resuhs indicated that there was no 

significant difference between petite and tall women in terms of the three selected 

variables (see Table 10). Analysis of covariance was further tabulated to determine if 

there was a difference between the two groups regarding the three selected variables, 
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when covariates were controlled. The resuhs indicated that (1) there was a significant 

difference between petite and tall women in fashion involvement, when education was 

controlled [F (2, 294) = 4.36, p < .05](refer to Table 11), and when yearly clothing 

expenditure was controlled [F (2,281) = 32.86, p < .001](refer to Table 12), (2) There 

was a significant difference in pre-purchase clothing satisfaction between the two groups, 

when clothing expenditure was controlled [F (2, 259) = 4.32, p < .05](refer to Table 13), 

and when population in the area of residence was controlled [F (2, 253) = 8.08, p < .01] 

(refer to Table 14). Therefore, hypothesis 1 was rejected. 

Hypothesis 2 was proposed to determine if there was a relationship among fashion 

involvement, pre-purchase clothing satisfaction, and clothing needs for petite and tall 

women. Pearson correlation coefficient was utilized to test the hypothesis. Results 

indicated that there was a positive relationship between fashion involvement and clothing 

needs (r = 0.21, p < .05) and a negative relationship between pre-purchase clothing 

satisfaction and clothing needs (r = -0.27, p < .01) for petite women. Similar relationship 

was addressed for tall women but was different in magnitude. Fashion involvement and 

clothing needs of tall women were positively correlated (r = . 19, p < .05), and pre-

purchase clothing satisfaction and clothing needs were negatively correlated (r = -. 19, p < 

.05) (see Table 15). In other words, when petite and tall women were highly involved 

with fashion, they exhibited more clothing needs. Besides, when they were not satisfied 

with what was available in clothing markets, they showed more clothing needs. Therefore, 

Hypothesis 2 was rejected. 
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Hypothesis 3 was proposed to determine if there was any demographic variable 

influencing the relationship among fashion involvement, pre-purchase clothing satisfaction, 

and clothing needs for petite and tall women. Pearson partial correlation coefficient was 

utilized to test the hypothesis. The resuhs indicated that there was a positive relationship 

between fashion involvement and clothing needs, and a negative relationship between pre-

purchase clothing satisfaction and clothing needs for petite women. The same pattem of 

relationships were found for tall women, when age was controlled as a partial variable. 

Only a negative relationship between pre-purchase clothing satisfaction and clothing needs 

was found for tall women, when weight and height were controlled as partial variables 

(see Table 16). However, overall resuhs indicated that there was a positive relationship 

between fashion involvement and clothing needs, and a negative relationship between pre-

purchase clothing satisfaction and clothing needs, regarding the three demographic 

variables controlled. Therefore, hypothesis 3 was rejected. 

Conclusions of the Studv 

The purpose of the study was (1) to examine the differences between petite and 

tall women in fashion involvement, pre-purchase clothing satisfaction, and clothing needs, 

and (2) to identify the relationship among the three selected variables. T-test resuhs 

indicated that there was no significant difference in the three selected variables (i.e., 

fashion involvement, pre-purchase clothing satisfaction, and clothing needs) between 

petite and tall women. However, there was a significant difference in fashion involvement 

and pre-purchase clothing satisfaction between petite and tall women when covariates 
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were controlled in data analysis: "Education" and "yearly clothing expenditure" were 

correlated to fashion involvement, and "population in the area of residence" and "yeariy 

clothing expenditure" were correlated to pre-purchase clothing satisfaction (see Table 9). 

In relationship testing, the resuhs indicated significant but relatively low 

relationships among fashion involvement, pre-purchase clothing satisfaction, and clothing 

needs. A cautious interpretation is required. Pearson correlation indicated that fashion 

involvement and clothing needs are positively correlated, while pre-purchase clothing 

satisfaction and clothing needs are negatively correlated. In short, when the degree of 

fashion involvement increases, clothing needs increase, and when pre-purchase clothing 

satisfaction increases, clothing needs decrease. 

Suggestions for Apparel Manufacturers and Retailers 

The findings imply that the clothing in petite and tall sized category needs to be 

changed to increase the level of consumer satisfaction. Most dissatisfaction in this study 

was directly related to what is available for petite and tall consumers. Shopping attributes, 

such as size, variety in style selection, product assortment, and number and quality of 

stores that carry petite and tall clothing, as well as clothing attributes, such as fit, comfort, 

attractiveness, constmction quality, and fabric quality were the most frequently reported 

problems. 

Based on the resuhs of the study, the following suggestions are addressed for 

apparel manufacturers and retailers to help in improving petite and tall consumers' 

satisfaction and increasing practitioners' profit: 
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1 Petite/Tall sized clothing needs to improve labeling to help the consumers in 

selecting correct size clothes without wasting time: Body dimensions need to 

be disclosed on labels. 

2. Petite/Tall sized clothing needs to offer more assortments and selections for 

various occasions: Sports wear, stylish and sophisticated tailored suits for 

career women, and evening wear need to be considered the most. 

3. Larger than size 14 for petite and smaller than size 8 for tall clothing need to be 

produced more: Shoes sized smaller than 5 and larger than 10 also need be 

produced. 

4. Petite/Tall sized clothing needs to be produced in various price ranges. 

5. The number and quality of stores that carry petite/tall clothing need to be 

increased as well as the inventory level. 

Recommendations for Further Research 

The followings are suggested for further research: 

1. To improve generalizability, this study should be replicated in other geographic 

areas throughout the U.S. 

2. To further confirm the resuhs of the study, this study should be replicated 

surveying other group of consumers with different level of fashion 

involvement. 

3. In the present study, most respondents were over 40 years old. Other age 

group should be surveyed to further confirm the resuhs of the study. 
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4. Further research could identify the differences between consumer clothing 

satisfaction before and after purchases. 

5. Preferred functional design features within a garment for petite and tall women 

in professional work forces could be investigated, and differences in their 

preferences could be explored. 

6. Further research could investigate short and tall male consumers to see if 

the same results are tme in male clothing market. 

7. A research could gain insight into 55 years old and above consumers' beliefs 

about clothing attributes and shopping attributes. 
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TEXAS TECH UNIVERSITY 
College of Human Sciences 
Department of Merchandising, 
Environmental Design and 
Consumer Economics 

Box 41162 
Lubbock, TX 79409-1162 
(806) 742-3050 
FAX (806) 742-1639 

Dear Petite/Tall Sized Consumer: 

How satisfied are you with your experience in purchasing or wearing clothing? This is an 
opportunity for you to voice your opinion. 

You can help in finding a solution to your clothing problems by responding to each of the questions 
in this survey. We are especially interested in your perceptions and satisfaction in regard to 
purchasing and wearing of clothmg. The research findings will be published in journals for 
manufacturers and retailers so your opinions may be heard. However, your participation is 
completely confidential. 

You are part of a careftilly selected sample of female consumers. Would you complete the 
survey and retum it to us within a week? We have enclosed a self-addressed envelope for your 
convenience. To show our appreciation for your cooperation, the first 100 names of those who 
retum completed surveys will be included in a drawing of $100.00. To be eligible for the drawing, 
please provide us with your name and mailing address. A check for $100.00 will be mailed to the 
person whose name is drawn. 

It is critical that all the questions are completely answered. The questionnaire has an identification 
number for data entry purposes. No individual names will be identified. If you have any 
questions, please call us at (806)795-4579. 

Thank you in advance for your help with this research project. 

Sincerely, 

Lon Yoo Catherine R. Black, Ph.D. Samina Khan, Ph.D. 
Graduate Student Major Research Advisor Major Research Advisor 

Please print your name and address to be eligible for $100.00 drawing. 

An EEO/AfJirmative Action Institution 
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TEXAS TECH UNIVERSITY 
College of Human Sciences 
Department of Merchandising, 
Environmental Design and 
Consumer Economics 

Box 41162 
Lubbock. TX 79409-1162 
(806) 742-3050 
FAX (806) 742-1639 

Dear Petite/Tall Sized Consumer: 

How are you? We hope you are having a wonderful summer. 

We are sending this follow-up letter for our survey. If you already have sent the survey 
back to us, please accept our appreciation and disregard this letter. However, if you have 
not filled it out yet, you may still complete and retum it to us. 

This is your opportunity to voice your opinion. You can help in finding a solution to your 
clothing problems by responding to each of the questions in this survey. Your 
participation is necessary to determine your perceptions and satisfaction in regard to 
purchasing and wearing of clothing. The findings will be published later in journals for 
manufacturers and retailers, so your opinions will be heard. 

It is critical that all the questions are completely answered. The questionnaire has an 
identification number for data entry purpose. No individual names will be identified and 
your participation is completely confidential. If you have any questions, please call us at 
(806) 795-4579. 

Thank you again for your help with this research project. 

Sincerely, 

Lori Yoo Samina Khan, Ph.D. 
Graduate Student Major Research Advisor 

An EEO/Affirmative Action Institution i Q C 



Questionnaire 

Thank you very much for answering this survey. We believe that it will take 10 - 15 minutes to answer these 
quesuons promptly. All the responses will remam confidential. This survey is to be compUted by a petite or tall femaU 
consumer between the ages of 25 and 55. ' 

Part I. Your Clothing Size 

1. What ready-to-wear category and size do you generally purchase for yourself? {Please choose one. circle the number 
and fill in the blank •with your size, e.g. 3. Misses /5) 

1. Junior 2. Petite 
3. Misses 4. Women's 
5. Half size 6. Tall ^ 
7. Other (Please specify) (__ ) 

2. Is there any other clothing size category you purchase for yourself? 
1 No 2. Yes (Please specify) ( ) 

3. Circle the following retail organizations where you shop for petite or tall apparel. (Circle all that apply). 
1. Upscale department stores (e.g. Saks Fiflh Avenue) 
2. Better quality department stores (e.g. Dillards, Macy's) 
3. Department stores (e.g. Montgomery Wards. J.C. Penney) 
4. Chain specialty stores (e.g. The Limited) 
5. Local specialty stores 
6. Discount stores (e.g. Wal-Mart, Kmart) 
7. Off-pnce stores (e.g. T.J. Maxx) 
8. Magazine mail order 
9. Catalog mail order (e.g. Spiegel, Land's End) 
10. Catalog counter within a retail store (e.g. J.C. Penney) 
11. Home T.V. shopping (e.g. The Fashion Channel) 
12. Other (specify) 

Part IL Fashion Involvement 
Please place a check mark on the scale to indicate your response. 

Strongly agree 
1. In general, "purchasing fashionable women's clothing" matters to me Q 0 Q 
2. Reading fashion magazines to keep my wardrobe up to date with 

the fashion trend is important O D D 
3. My friends turn to me for advice on fashion and clothing D D D 
4. I usually have one or more outfits of the very latest style D D D 
5. An important part of my life and activities is dressing smartly D D D 
6. I like to shop for clothes G G G 
7. When I must choose between the two, I usually dress for fashion 

not comfort G G G 
8. I consider myself to be fashion/style conscious G C G 
9. My clothing selections are strongly influenced by clothing 

wom by people I admire G G G G G G G 
10. Because I have a very active lifestyle, I need clothes for many 

different kinds of occasions G G G G G G G 
11. I prefer classic looks to more trendy looks in my clothes G G G G G G G 
12. More and more, I fmd that no matter at which stores I shop, 

the fashions are all the same G G G 
13. I prefer to buy my clothes in stores that feature the latest fashions G D G 
14. I make clothing purchases only when there is a need, not on impulse D G G D G G C 

D 

D 
D 
D 
G 
u 

D 
P 

Strongly disagree 
D D C 

D 
G 
D 
G 
D 

C 

G G 
G G 
D G 
D G 
G D 

G G 
n 

<j 

G 
D 

U 
'_ 
G 

^ 
G 
G 
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15. When shopping for suits and/or dresses. I comparison shop for ° ^ ^^^^ trongly disagree 
the best prices p -- -., ^ _ _ _ 

16. I almost always identify new fashion trends before the ^ '^ 
merchandise is in the store r- ,- P .̂  i_, „ 

17. When shopping for suiu or dresses. I rely heavily on the advice 
of the salesperson n n n r- n r-, -, 

18.1 am wiUmg to sacnfice attracUve store decor, fancy fixtures and 
good service for real savings on my clothing • D D G ^ G ^ 

19.1 always have a difficult time finding clothes that I want to buy D G D D C n g 
20. The quality of the merchandise I buy is more important to me 

than the price I have to pay g D D G P n "̂  
21.1 enjoy reading the clothes ads for my favorite stores in the newspaper Q D D Q Q Q g 
22. Once I purchase clothing I like. I am usually satisfied with it n D D C C G "̂  
23. Recently, more of the outfits I have bought have been useful for 

anumber of different purposes or occasions P C G G ^ î  '̂  

Part III. Pre-purchase Clothing Satisfaction 

A. Importance vs. Satisfaction 
Check one box on the left side to indicate the importance of each factor when you purchase clothing, and check 

one box on the nght side to indicate your degree of satisfaction with each factor in the clothing size category you marked 
previously. 

Very important Not very important Very satisfied Very dissatisfied 

D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 

D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 

u 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 

D D 
D D 

D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
D 

D 
D 
D 
D 
D 
D 
D 
D 
D 
D 
G 
D 
D 
D 

a 
D 
D 
D 
D 
D 
D 
D 
D 
D 
G 
D 
D 
D 

C Pleasing to others.... 
D Fabric quality 
0 Brand name 
0 Construction quality.. 

D D 

D 
D 
D 
D 

0 Size assortment 0 
D Fiber content D 
D Comfort. D 
G Attractiveness Q 
D Value forpnce Q 
D Style D 
D Price G 
D Fashionability 0 
G Color G 
D Fit D 
G Degree of alteration Q 

G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
D 

D 
D 
D 
D 
D 
D 
G 
G 
G 
G 
G 
G 
G 
G 
G 

G 
G 
G 
G 
G 
G 
G 
G 
D 
D 
D 

G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 

G G 
G G 
G 
0 

G 
G 

G 
D 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
G 
p 

D 
G 
G 
D 
G 
G 
G 
G 
G 
G 
G 
G 
G 

B. Fitting Problems. 
Please circle the items that present your dissatisfaction when you purchase clothing. 

Blouses/Jackets 

I. Neck size 

If dissatisfied, how? 

2. Shoulder width 
Sleeve circumference 
Collar 
Blouse/Jacket length 
Sleeve length 

7. Pocket/button placement 
8. Others (please specify) 

Pants 

1. Pant waist 
2. Crotch length 
3. Zipper length 
4. Pocket placement 
5. Fullness in leg _ 
6. Dart and pleats _ 
7. Leg length 
8. Others 

If dissatisfied, how? 
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Skirts/Dresses 

1. Skirts/Dress length 
2. Volume/fiillness in skirts 
3. 
4. 
5. 
6. 
7. 

Waist circumference 
Zipper length 
Pocket and button placement 
Waist placement 
Others 

Swimming suits 

1. Bust circumference 
2. Upper chest circumference 
3. Waistline circumference 
4. Hip circumference 
5. Shoulder to crotch length 
6. Shoulder to bust length 
7. Others 

PartrV. Clothing Needs 
Check one box to indicate your reasons for not trying or buying petite or tall sized clothing. 

Strongly agree 
1. Petite/tall-sized clothing should offer more styles C G G H P 
2. The fit of petite/tall-sized clothing should be improved G G G 
3. The quality of petite/tall-sized clothing should be improved C G G 
4. Petite/tall-sized clothing needs to be comparable with my image G D G 
5. Petite/tall-sized clothing needs to lower the price G C G G G 
6. More brands should produce pctite/tall-sized clothing G G G G G 
7. If your major reason for not purchasing petite/tall-sized clothing is not listed, please describe. 

Strongly disagree 
G G ' 

G G G 

p r r 

Part V. Demographics 
Please fill in the blank or circle the appropriate number to indicate your candid respoiise to each question. It is 

verv important that vou answer all the questions. 

1. What is your height? 

2. What is your weight? 

3. What is your age? 

4. What is your marital status? 

1. Never-mamed 
3. Divorced 
5. Widowed 

_in 

_lbs 

years old 

2. Now-married 
4. Separated 
6. Cohabit 

5. What is the highest level of education that 
you have completed? 

1. Less than high school 
2. High school 
3. Some college 
4. Bachelor's degree 
5. Some graduate work 
6. Graduate or professional degree 

6. What is your race or ethnic group? 
1. Caucasian 
2. African-American 
3. Hispamc 
4. Asian 
5. Native American 
6. Other race (Please specify)_ 
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7. What is the population of the area where you reside? 
1. 0 - 10.000 
2. 10.000-49.999 
3. 50.000-99,999 
4. 100.000-499.999 
5. 500.000-999.999 
6. 1000,000 or above 

8. What was your total household income, 
before taxes, in 1994? 

1. Below $10,000 
2. SIO.OOO-$14,999 
3. $15,000-$19,999 
4. $20,000 - $24,999 
5. $25,000 - $34,999 
6. $35,000 - $49,999 
7. $50,000 - $69,000 
8. $70,000 - $89,999 
9. $90,000 or above 

9. Approximately how much money did 
you spend on your wardrobe last year? 

1. Below $200 
2. $200-$499 
3. $500-$999 
4. $1,000-$1,499 
5. S1.500 - $2,000 
6. S2.000 - $2,499 
7. $2,500 - $2,999 
8. Over $3,000 (please specify)^ 

10. Are you employed outside the home? 
I. Yes 2. No 

If vou are not employed outside the home, please stop here. 

Thank you so much! 
Your time and effort is greatly appreciated. 

If vou are employed outside the home, please continue to answer the following questions. 

11. What is your employment status? 
1. Full time 
2. Part time 
3. Other (please specify) 

12. What is your occupation? 
1. Lawyer/Physician/Dentist/Nurse 
2. Professional/Educator 
3. Technician 
4. Upper management 
5. Sales/Service/Clerical 
6. Student 
7. Others (Please specify) 

13. What is the last year's total income that you as 
an individual eamed before taxes? 

1. Below $10,000 
2. $10,000-$14,999 
3. $15,000-$19,999 
4. $20,000 - $24,999 
5. $25,000 - $34,999 
6. $35,000 - $49,999 
7. $50,000 - $69,000 
8. $70,000 - $89,999 
9. $90,000 or above 

Thank you so much! 
Your time and effort is greatly appreciated. 
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APPENDIX B 

COMMENTS MADE BY THE RESPONDENTS 
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Comments Made by the Respondents 

Petite Women 

Proportion/Fit 

- Petite clothing is usually too short/long waisted. One-piece dresses have the most 

problems. It is better to purchase separate tops and bottoms. 

- The bust circumference of petite blouse/jackets is too small. Please consider large 

busted petite. 

- Swimming suits with proper fit is impossible to find: Bust needs more support; cut legs 

too high; fi^om shoulder to bust is too short; needs adjustable straps. 

- "Hourglass shape" should purchase expensive garments, such as Jones of New York, 

TAHARI, to get O.K. fit. 

- Pant crotch length is too short and tight. 

Sizing 

- Sizing is inconsistent even in the same designs and styles, and mail-order products are 

worse. 

- For some companies, petite pants are still too long. 

- It is hard to find petite in large sizes. 

- Petite size is not appropriate for full-figured body type. 

Styling Options 

- Petite clothing need to offer many styles (usually too cutesy and childish) in various 

price ranges, and need more clothes for career women (jackets & suits). 

I l l 



- Need to carry more "classic" styles. 

- Petite clothing styles should be distinctive and flattery for shorter women, not just 

"sized-down" misses/women's clothing. 

- Swimming suits for age 30 and up are hard to find in proper styles. 

Availability/Accessibility 

- Petite clothing need more selection in size 14 and up. 

- Most stores keep few petite sizes in stock, so I have to buy clothes very early in the 

season when they are not on sale. Otherwise, there's nothing left. 

- Hard to find petite formal dresses. 

- Department stores need to carry small shoes sizes like size 5 and smaller. 

Oualitv 

- Highly priced designer brands have better quality. Local specialty stores carry poor 

quality clothes. 

- I am willing to pay more for "Made in U.S.A." products. 

- Fabric quality is very poor. 

Price 

- It is hard to find good petite clothing on sale. 

- I am willing to pay more if I could find clothes I like in my size. 
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Tall Women 

Proportion/Fit 

- I prefer separate tops and bottoms, because it gives a better fit. 

- Pant hips are too big for waist size that fits. 

- Tall/large as well as tall/thin women have the most problems in finding a garment that 

fits well. 

- A person with small shoulder/wide hips is hard to get a good fit. 

- Women who are at the lower end of tall sizes have more problems with lengths. 

- Long legs does not mean large waist. 

Sizing 

- Sizing seems to be more and more inconsistent. 

- Sometimes, tall sizes are too tall. 

- Tall sizes begin at size 10 usually, they need to produce size 4, 6 or 8. 

Styling Options 

- Lack of "classic" styling options. 

- Out-dated styles. 

Availabilitv/Accessibility 

- Catalog company's product offerings are getting better. 

- Most specialty stores carry unfashionable clothes. 

- It takes a lot of patience and time sorting through everything to find a few thing that I 

like. 

- Few clothes are available for tall/large women. 
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- I hope department stores carry tall sizes. I have to purchase either misses or women 

when I shop at department stores with my friend. 

- Overall, it is so hard to find stores that carry tall sizes. 

- Shoes are more expensive than the regular sizes. 

- Lack of inventory and needs higher quality stores. 

Quality 

- Poor fabric quality for the money. Tall clothes are usually made of synthetic fabrics, 

should use more natural fibers. 

Price 

- The price is too expensive. I sometimes feel like being penalized just for being tall. 
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