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CHAPTER I 

INTRODUCTION 

Due to the size and diversity of the contemporary 

consumer market, advertisers are constantly seeking insights 

pertaining to the consumer and his purchasing behavior. 

For a number of years, the consumer and his opinions were 

not given much attention. In recent years, however, the 

consumer has entered and tended to dominate much of the 

marketing and advertising scene. It is for this reason that 

a concentrated amount of research in the field of consumer 

behavior has been conducted over the past several years. 

The main goal of this research has been to formulate 

theories to explain and predict consumer behavior by study

ing interrelated concepts. Many marketers hold the belief 

that by obtaining a better understanding of consumer be

havior, they will be able to satisfy consumer desires more 

effectively. 

Attempting to measure the effectiveness of advertise

ments is a problem that has confronted the advertising field 

for several years. Lucas and Britt (1963) state that since 

objectives of all advertisements are psychological, testing 

methods used to determine their effectiveness are actually 

psychological measures. Lucas and Britt cite eight psycho

logical concepts involved in advertisements: 



1. Initial attention - the way that people see or hear an 
advertisement 

2. Perception - the awareness or identification of the 
stimulus and its sensory qualities 

3. Interest - usually reflected by continued favorable 
attention to advertising copy 

4. Comprehension - whether or not an advertisement is 
understood 

5. Feelings and emotional responses 

6. Beliefs, intentions, and decisions 

7. Imagery - includes such mental concepts as objects, 
events, qualities, relationships, and bodily experiences 

8. Association - involved in all memory activities. 

All of these considerations are involved in an 

advertisement. By determining ways to measure consumer 

intensities on these concepts, the marketer or advertiser 

can determine how to communicate more effectively with the 

consumer in advertisements. 

In the field of consumer behavior, research has 

focused on many different variables while it has almost 

completely excluded others. The range of research pertain

ing to consumer behavior has included studies on learning 

theory, personality, cognitive dissonance, perceived risk, 

and reference groups. 

Learning theories are sets of laws, theorems, postu

lates, and hypotheses. Marketers feel that if learning 

theory indicates how responses are linked to particular 

stimuli, it can help explain how consumers develop their 

understanding of the environment and apply it to a variety 



of consumption acts. Wells and Beard assert that 

Marketers have been extremely interested in 
personality theory because they have been led 
to believe that it will help them understand 
purchasing behavior. They assiime that if they 
really understand the way a customer's psyche 
is put together, they can understand why he 
makes the purchasing decisions he makes and 
perhaps do something to influence those de
cisions (1973:142). 

The study of personality helps the marketer's under

standing of consumer behavior in five ways: 

1. Results of research on personality flow into the main
stream of contemporary thought and help shape the frame 
of reference from which decisions are made 

2. Concepts and techniques derived from psychoanalysis and 
clinical psychology are used in investigating consumer 
behavior and interpreting it in unusual ways 

3. Questionnaires and other techniques developed in per
sonality research can sometimes be applied with profits 

4. Research strategies developed in the study of personal
ity can be useful in research on consumers whenever 
the basic problems are the same 

5. Concepts from the study of personality can sometimes be 
used in conjunction with concepts from other fields to 
create new approaches and new methods designed specifi
cally to handle certain problems that are specific to, 
or at least uniquely important in, studies of product, 
brand, or media choice. 

Cognitive dissonance is a theory which was proposed 

by Festinger (1957). Festinger asserts that relations exist 

between the relevant cognitions of an individual. If there 

is a satisfactory relationship between two relevant cog

nitions, they may be said to exist in a consonant relation

ship. If they do not fit, the relationship is character-

ized by a dissonant relationship. In this type of 



relationship, the person is aroused to find ways to reduce 

the dissonance. 

A theory has also been developed as to the risk 

perceived by a person when buying a particular product. A 

product may be perceived as involving either a low degree 

of risk or a high degree of risk. Cox (1967) states that 

risk may emerge from uncertainty as to buying goals and 

as choosing which of several purchases best matches the 

buying goals and possible adverse consequences if the pur

chase is made or not made. Risk, or tension, can be re

duced by either reducing the possible consequences or 

increasing the certainty of the possible outcomes. Arndt 

(1968) found that high risk perceivers were more brand 

loyal, tended to avoid being among the first persons to 

buy a new product, switched brands less often, were more 

likely to seek information, and were more likely to respond 

to the information they had sought. 

Marketers have also been interested in reference group 

theories. Croups with which the individual formulates 

aspects of his self-image and accepts influence over some 

of his actions. If marketers could learn on what basis 

individuals selected specific reference groups and how 

reference groups influenced individuals, the knowledge 

could be wisely used in marketing and advertising plans. 



Clothing plays an important role in person-perception. 

People are constantly judged on the basis of clothing cues 

or symbols. They way an individual dresses tells others many 

things about that person. In our highly mobilized and often 

impersonal society, clothing is the outward sign of a 

person's personality, grooming habits, and occupation. Al

though many studies have been conducted on person-perception, 

none has been available which was conducted on clothing as 

related to advertising effectiveness and source credibil

ity. 

Purpose of the Study 

The study seeks to investigate the effects of dif

ferent types of dress on an observer's willingness to 

purchase a particular product. The relationship between 

the advertiser's clothing and his judged credibility will 

be examined also. 

Hypotheses 

The following hypotheses were formulated for the study. 

1. There will be no significant difference in observers' 
willingness to purchase aspirin from either of two 
salesmen 

2. There will be no significant difference in observers' 
willingness to purchase life insurance from either of 
two salesmen 

3. There will be no significant difference in observers' 
willingness to purchase motor oil from either of two 
salesmen 



4. There will be no significant difference in observers' 
willingness to purchase sports equipment from either 
of two salesmen 

Scope and Limitation 

The scope of this study was limited to the geograph

ical area of Lubbock, Texas. It was additionally limited 

to the campus of Texas Tech University and the classes 

which were available for participation in the study. 

The instrument was designed to elicit responses 

concerning impressions of the advertisements shown to the 

participants. A request for personal information was 

included also. The results of the study apply only to the 

respondents participating in it and findings are inter

preted accordingly. 

Definitions of Terms 

Exemplary definitions of terms used in the study are 

provided for clarification. 

Advertising: In the introductory chapter of The 

Handbook of Advertising, Weiss asserts the following: "The 

best statement of the meaning of advertising that can be 

written is this: advertising produces a favorable state of 

mind toward the advertiser's goods (1938:9)." Advertising 

is a way of informing the consumer about a particular good 

or service, where it may be purchased, and often times, the 

price of the good or service. 



Clothing: Webster (1965) defines clothing as "gar

ments in general." It has been demonstrated that these 

garments serve as sjonbols of social and psychological 

importance to an individual. Clothing can noverbally 

communicate several factors — social status, occupation, 

role, self-confidence, and other personality character

istics. Ryan states that "...clothing is one of the clues 

used in perceiving persons and that impressions vary with 

variations in clothing (1966:10.11)." 

Credibility: This term refers to the degree to which 

someone is believable. In advertising, credibility in

volves the impressions or images people hold toward a 

message source. For a source to be credible, the person 

must be trustworthy and give the impression of being an 

expert. 



CHAPTER II 

REVIEW OF LITERATURE 

The background information for the study is confined 

to the major areas of perception, source credibility, the 

social aspects of clothing, and symbolism evident in cloth

ing. There have been many technical studies investigating 

perception of objects, but few investigating person-

perception. Source credibility has also been studied from 

various aspects, but investigations have not been conducted 

on the influence of clothing on source credibility. 

Perception 

One way of describing perception is to say that it 

is the manner in which man experiences the universe. It 

includes the physical sensations of the world around man 

and his interpretation of these sensations. Man does not 

really experience the world as it is, but rather as he 

interprets it. The fact that each person in the universe 

is an individual complicates the study of perception because 

two people can observe the same event and see completely 

different aspects of the situation. There are several 

factors which may account for differences in perception 

among individuals. An individual's past experience plays 

a major role in how he will perceive a given situation, as 
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do his inner needs. People with different social class 

backgrounds often perceive the same object quite differently 

The role a person plays in any given situation exerts a 

powerful effect on the way in which he perceives the situ

ation. The consumer has certain role expectations regarding 

the salesman and expects him to act according to these role 

expectations. Another important aspect of perception is 

that of selectivity. An individual will tend to select from 

the environment only those stimuli which seem to be relevant 

to him or appeal to him. Studies have shown that group 

members tend to be influenced in their attitudes regarding 

perception by the prevailing members of the group. 

In a study conducted by Asch (1946) the results in

dicated that expectations regarding what specific people 

will be like are important determinants of how their 

following behavior will actually be perceived. In this 

experiment the same instructor was described in a brief 

written introduction to some students as being "very warm", 

and to others as "rather cold". After the class session the 

students responded to a list of personality traits regarding 

the instructor. Differences in personality traits such as 

considerate of others/self-centered, informal/formal, 

sociable/unsociable, popular/unpopular, and humorous/humor

less were significant at the .01 level. 

McClelland and Atkinson (1948) carried out a study 

regarding the assumption that the more highly relevant a 
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stimulus is perceived to be by an individual, the more he 

will tend to see things as he wants or needs to see them. 

Pictures, which in actuality were merely smudges, were 

presented to subjects in varying degrees of the hunger 

state. It was found that hungry subjects reported more 

food objects in the pictures than did less hungry subjects. 

A study investigating the influence of clothing on 

person-perception was carried out by Douty (1962). She 

confined her study to a single contact situation. Douty 

hypothesized that: 

In a limited-cue, one-contact situation 
where subject judges rate stimuli-
persons in different clothing 
(1) There will be no difference between 

ratings of social status for each 
person. 

(2) There will be no difference between 
ratings of personal traits for 
each person. 

(3) There will be no relationship between 
ranks of scores of stimuli-persons 
in different costumes and ranks of 
predictive scores assigned by indepen
dent judges to the same costume. 
(1962:6) 

The subjects were four groups from a white, female, 

American population in Tallahassee, Florida. The subjects 

came chiefly from the middle socioeconomic class and the 

majority fell in the age group ranging between twenty-three 

to forty-five. 

Projected slides of photographs of persons were used 

as the pictorial stimuli. A limited-cue situation was 

provided for the control of such variables as posture. 
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changes of expression, differences in grooming, interactions 

with subjects, and other variables that influence most 

contacts between persons. 

Four white, female, mature women were used as the 

stimulus-persons. Each person was photographed in four 

different costumes and one other costume that was the same 

for all persons. For the control rating each person wore a 

blue smock. The costumes of the four stimulus-persons 

ranged from casual to dressy to tailored with the affective 

tone expressing a range from conservatism to femininity to 

sophistication. 

The subjects were randomly assigned to six judging 

groups. The stimulus-persons were presented for assessment 

to all members at one time. Each picture was viewed for 

one minute, after which time the subjects made their ratings 

on a twenty-five item assessment form. The form contained 

a socioeconomic status scale and a personal traits form 

employing Northrup's Yang-Yin classifications. After the 

assessment forms were completed, the ratings of the persons 

wearing the blue smocks were made. 

The sum of the ratings on the twenty-five items of 

the personal traits scale and the sum of the five items on 

the socioeconomic status scale were used in the analysis of 

the data. In the control ratings, findings indicated that 

there was no evidence of consistent differences between 

the judging groups. 
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Differences in socioeconomic scores were found to be 

significant for three of the four stimulus-persons and the 

first null hypothesis had to be rejected. It was concluded 

that for this sample clothing did have an effect on impres

sions of status. 

Differences in personal traits scores were found to 

be significant for three of the four stimulus-persons and 

the second null hypothesis had to be rejected. The conclusion 

was drawn that for these subjects, clothing did have an 

effect on the impressions of personal traits of some per

sons. The conclusions drawn from this study are that on 

first contact, the clothing worn did have some influence on 

impressions of status and that a general prediction can 

probably be made that clothes are likely to have some in

fluence on first impressions made by the people wearing 

them. 

Taguiri and Petrullo assert that "in any given situa

tion, a specific response is the product of the interaction 

of three sources of influence (1958:229)." These sources 

include the central stimulus in the immediate focus of 

attention which defines the type of response for that 

particular situation; the background or context which con

sists of all other stimuli present; and personality factors 

including individual differences in past experiences and 

physiological state. 
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Blake (1958) conducted a study to investigate the 

effects from variations in strength of the central stimulus 

request and the subject's perceived reactions of others to 

the request for endorsement as they unite to determine the 

subject's response. The subjects utilized in this experi

ment were male students happening to walk by the university 

student union. The experimenter presented them with a peti

tion requesting university officials to place lights on an 

existing memorial. The petitioner employed three degrees 

of request strength including a strong request, a moderate 

request, and a weak request. The social background was 

varied by asking an accomplice to sign the petition in the 

subject's presence. To provide a negative social background 

the accomplice stated that he did not wish to sign the 

petition. 

Results showed that the highest endorsement frequency 

is produced by the strongest request in conjunction with 

perception of a positive background created by seeing 

another person sign. Blake feels that regardless of its 

specific content, the central stimulus in person-perception 

can be described in terms of its "strength". Blake asserts 

that: 

When the goal is to 'force' an action, the situation 
is increased in strength by creating a central 
stimulus which closes escape pathways, by removing 
alternatives through which acceptance of the 
action can be avoided (1958:240). 
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Wackman states that: 

When advertisers create ads aimed at trying to 
persuade consumers to purchase products in 
order to become 'new people' or to enjoy a 
satisfying emotional state, they make several 
assumptions directly related to person-
perception processes (1973:213). 

First of all, advertisements present certain cues about the 

stimulus-person to the consumer. The advertiser assumes 

that the consumer will delegate certain meanings to these 

cues and combine them to form a total impression. The 

relevance of person-perception theory and research to 

marketers and advertisers is evident. In conducting re

search on person-perception, it is important to try to 

determine to which cues in the stimulus the consumer attends 

and which he avoids; what meaning he assigns to these cues; 

and what total impressions are formed from various combina

tions of cues. 

Source Credibility 

Hovland and Weiss believe that "an important but little 

studied factor in the effectiveness of communication is the 

attitude of the audience toward the communicator (1951:635)." 

The attitudes held by the audience toward the source, or 

the audience's image of the source may be influenced by 

myriad factors. To cite just a few examples, a source's 

style of clothed, posture, tone of voice, and length of hair 

contribute greatly to his image. 
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Studies of "prestige" have contributed indirect 

data relating to this field. Rhine and Kaplan state that 

Source credibility may be defined either as 
beliefs about the source's prestige or about 
his authoritativeness. Credibility based on 
prestige refers to a source who is highly 
or less highly regarded by virtue of his 
perceived social position. A person who is 
authoritative about a particular issue is 
one who is thought to be a knowledgable 
expert (1972:255). 

In studies of prestige, subjects are asked to indicate their 

agreement or disagreement with statements which are attri

buted to different individuals. The extent of agreement is 

usually higher when the statements are attributed to "high 

prestige" sources. 

Hovland and Weiss (1951) conducted a study to test 

differences in the retention as well as the acquisition of 

identical communications when presented by "trustworthy" 

and "untrustworthy" sources. Opinion questionnaires were 

given before the communication, immediately following 

the communication, and one month later. Four different 

topics — anti-histimine drugs, atomic submarines, the 

steel shortage, and the future of movie theaters were 

used with eight different communicators. For each topic, 

two alternative versions were prepared with one presenting 

the affirmative side of the issue and the other the nega

tive side. One "trusworthy" and one "untrustworthy" source 

was used for each version. The sources included individual 

writers and periodicals; some were fictitious, but plausible, 
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while others were actual authors or publications. The 

communication consisted of a booklet containing one article 

on each of the four different topics with the name of the 

source given at the end of each article. 

Results of the study indicated that there is no sig

nificant difference in the amount of factual information 

acquired by subjects when the material is attributed to a 

highly credible source as compared to the amount learned 

when the same material is attributed to a low credibility 

source. Subjects changed their opinion in the direction 

advocated by the communicator in a significantly larger 

number of cases when the material was attributed to a 

highly credible source than to a low one. No significant 

difference was found between retention of factual information 

after four weeks when presented by either a highly credible 

source or a low credibility source. Other indications of 

the study suggested that, compared with the changes 

immediately after the communication, there is a decrease in 

the extent of agreement with the highly credible source, 

but there is an increase in the case of the low credibility 

source. Forgetting the name of the source was found to be 

less rapid among individuals who initially agreed with the 

"untrustworthy" source than among those who disagreed with 

it. 

Kelman and Hovland (1953) conducted a study similar 

to the one above. In this study, 330 high school pupils 
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listened to a tape-recorded message supporting leniency for 

juvenile delinquents. The first group was told that the 

communicator was a juvenile court judge; the second that 

it was a member of the studio audience; and the third that 

the communicator was a dope-peddling suspect out on bail. 

The judge's audience showed the most opinion change while 

the suspect's showed the least. Even though the contents 

of the arguments were identical, the audiences heard them 

differently. 

Newman (1966) states that messages from sources re

garded as high on competence and trustworthiness produce 

the greatest change in attitudes and the strongest defense 

against exposure to counterpropaganda taking place almost 

immediately afterwards. However, in a recent experiment it 

was found that messages from such sources also left people 

vulnerable to counterattack later. Messages from sources 

seen as high in competence and low in trust resulted in 

the best defense to propoaganda. Newman remarks that a 

possible explanation might be that, in the latter case, 

people had thought the matter through more carefully and that 

the process served to inoculate them against attempts to 

change their minds. 

In a study conducted by Cox (1962), 500 women com

pared two identical stockings labelled brand N and brand R. 

The subjects rated tĥ e products on eighteen different 

variables and then listened to a recording of the voice of 
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"an experienced salesgirl". The salesgirl stated that 

brand R was much better than brand N and that anybody with 

experience with stockings would know this. After the re

cording the women were given the opportunity to change their 

ratings if they wished. Cox plotted the data on whether 

or not they changed their opinions against the previously 

measured variable of self-confidence. Results show that 

women who were medium on self-confidence were most per-

suasible. Many women low in self-esteem went in the opposite 

direction. Cox feels this might be an ego-defense and an 

attitude of "nobody's going to push me around". 

Bauer (1966) has suggested using the four dimensions 

of competence, trust, prestige, and likeableness. Compe

tence and trust pertain to the solution of the immediate 

tasks; whereas prestige and likeableness are relevant to 

the solution of psychosocial problems. To test these four 

dimensions, Bauer set up an experiment in the area of 

Civil Defense. The director of the Civil Defense in Massa

chusetts sent out a pro-civil defense message to about 

1,500 state employees. The fictional author of the message 

was described in four different ways. One fictional author 

was described as being low in both competence and trust 

while a second one was described as being low in competence, 

but high in trust. A third description was that the author 

was high in competence, but low in trust and the fourth 

author was described as being high in both competence and 
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trust. The message was identical in all cases. 

Two and one-half weeks after the subjects received 

the pro-civil defense communication they were assembled 

in an auditorium at which time they were given a test of 

attitudes toward civil defense. Subjects who had been 

exposed to each type of source were identified and seated 

in different parts of the auditorium. A measure of the 

effects of the original mailing were first made. Then the 

subjects were given an anti-civil defense message to read 

and a measure was then made of their attitudes toward 

civil defense after exposure to counter-propaganda. 

Attitude measures made before exposure to counter-

propaganda revealed that the better the source, the more 

favorable the opinion toward civil defense. After exposure 

to counter-propaganda, the group exposed to the high com

petence and high trust source proved to be the most vulner

able to counter-propaganda. The best source after counter-

propaganda was that characterized by the high-competence, 

low trust person. 

A different group of subjects read the counter state

ment immediately after they read the pro-civil defense 

message. These subjects then answered a questionnaire on 

their attitudes toward civil defense. It was found that 

when there is immediate exposure to counter-propaganda, the 

group exposed to the high-competence, high-trust source 

is least vulnerable to counter-propaganda. 
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Clothing: Symbolism and Social Aspects 

Because clothing is so highly visible, it has been 

utilized to portray various symbols to others. These 

symbols can aid in determining social class, occupation, 

role and personality. In The Theory of the Leisure Class, 

Veblen (1899) asserted that clothing was a visible means 

of expressing the owner's wealth — that one had the ability 

to pay. Veblen stated that not only should clothing of 

the leisure class be expensive, but it must also indicate 

that the wearer could not possibly be engaged in any type 

of productive labor. The bonnets, high heels, long skirts, 

and corsets that women of leisure wore would not allow 

them to undertake any strenuous activity. 

In all stages of his development, man has used symbols. 

Early man decorated himself with trophies of animals such 

as tusks, teeth, and furs, etc., to express his prowess as 

a conqueror. Kings and queens covered themselves with regal 

robes to distignuish their nobility. The role of a college 

student differs from that of a business or professional 

person. Their clothing also differs according to their 

roles. 

Roach and Eicher (1973) maintain that clothing is very 

important in an industrial society. Since so many people, 

who are essentially strangers, encounter one another daily, 

reactions to others depend largely upon appraisals of the 

cues that dress provides. 
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Form and Stone (1957) have noted that in the city, 

symbols such as clothing are necessary to place and appraise 

social status of strangers and passing acquaintances. They 

interviewed 125 adults from three different socioeconomic 

levels. All groups tended to use descriptions of clothing 

and mode of dress more often in appraising the "working 

class" than "high-society", "middle class", and "down-and-

outers". "Images of appearance" were used least often in 

appraising the "middle-class". 

Hoult (1954) used photographs of actual people in an 

investigation of clothing as a factor in social ratings. 

The heads and bodies were photographically exchanged so that 

the same head appeared on differently clothed bodies and 

different heads were judged on each of the clothed bodies. 

Differences in judgement of personal characteristics were 

found to be related to the clothing. In other words, the 

same head was perceived differently on differently clothed 

bodies. 

The Clothing TAT is a modified Thematic Apperception 

Test. The test consists of seven drawings depicting 

incongruities between the clothing of the characters in 

the drawings and attributes such as age, sex, or build; in

congruities between the clothing of two characters; or 

incongruities between clothing and background in the 

drawing. The test was administered to eighty-two married 

men and women in a small city in south central Michigan. 
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The respondents were shown the drawings and asked to relate 

a story about each one. After the subject told the story, 

he was asked what there was about the card that suggested 

the story to him. Fifty percent of the comments of five 

women were clothing comments; about one-third of the 

comments of twenty women with the highest scores were 

clothing comments. Upper-class males and females had 

identical average number of lines of clothing comments. 

Lower class females had considerably more clothing comments 

than did lower-class males. It was found that women with 

high clothing awareness scores were of the upper social 

class, belonged to a greater number of organizations and 

had a higher educational level, a higher income, had higher 

verbal intelligence, and husbands in the white-collar 

occupational group. 

Thompson (1961) conducted a study to accumulate 

evidence as to whether clothing and grooming made a sig

nificant difference in the effectiveness of a person in a 

selected situation. 

Thompson constructed four hypotheses for her study 

which included: 

(1) Higher scores on a test for 
information will be achieved by 
the students when the performer 
is well-dressed and well-groomed 
than when she is poorly-dressed 
and poorly-groomed. 

(2) The performer will receive higher 
scores on assessment of effectiveness 
by the students when she is 
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well-dressed and well-groomed 
than when she is poorly-dressed 
and poorly-groomed. 

(3) Students will exhibit more re
sponsiveness to the performer 
when she is well-dressed and well-
groomed than when she is poorly-
dressed and poorly-groomed. 
a. More students will ask questions 

when the performer is well dressed 
and well-groomed than when she is 
poorly-dressed and poorly-groomed. 

b. Students will ask more questions 
when the performer is well-dressed 
and well-groomed than when she is 
poorly-dressed and poorly-groomed. 

(4) Differences in scores on the F scale 
will be associated with differences 
in scores on assessment of effectiveness. 
a. Students scoring high on the 

F scale will rate the performer 
higher on effectiveness when she 
is well-dressed and well-groomed 
than will students scoring low 
on the F scale. 

b. Students scoring high on the F 
scale will rate the performer 
lower on effectiveness when she 
is poorly-dressed and poorly-groomed 
than will students scoring low on 
the F scale. (1961:5,6) 

In her study it was assumed that the questions asked 

by the students after the performances would give some indi

cation of the effectiveness of the performer. It was also 

believed that the questions would be an indication of the 

confidence the students had of the performer's competence 

in the topic. A fifteen question true-false test for the 

retention of information was assumed to be a measure of the 

effectiveness of the performance. It was also assumed that 

the scores on the assessment of effectiveness by the students 

would be a measure of their opinion of the effectiveness of 
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the performer. 

The subjects participating in the experiment were 

members of six pairs of recitation groups of students en

rolled in a beginning clothing and textiles course at the 

Pennsylvania State University. The performer appeared 

before six of the subgroups well-dressed and well-groomed 

and before the other six subgroups poorly-dressed and poorly-

groomed . 

The findings from the study indicated that clothing 

and appearance are related to the effectiveness of a per

former in a particular situation. This was indicated by 

the subjects' assessments of the performer. These con

clusions were based upon responses to questions on a 

questionnaire. 

Variables selected for use in a study by Crassweller, 

Gordon, and Tedford (1972) included clothing worn by a 

hitchhiker, the city from which he attempted to hitchhike,, 

and the socioeconomic section of the city. The experiment 

was conducted in Dallas, Texas, and Stamford, Connecticut. 

The same hitchhiker was used for all conditions. Two 

types of clothing were employed. The "hip" hitchhiker's 

costume included bell-bottom pants, a "peace" shirt, and 

a bandana worn around his forehead to hold his shoulder 

length hair in place. He wore no socks or shoes and held 

a cigarette. The "well-dressed" hitchhiker wore socks, 

shoes, pressed slacks, shirt, tie, and jacket. In this 
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situation, his hair was made to appear short and well-

groomed. 

The hitchhiker went to a particular socioeconomic 

section of the city under one clothing condition and 

counted the number of cars that went by before someone 

offered him a ride. This procedure was repeated eight 

times within each clothing condition, socioeconomic 

condition, and city condition. 

When a car stopped, the hitchhiker entered the car 

and verbally administered McClosky's conservatism-liberalism 

scale. He also obtained the driver's age, sex, reason for 

offering a ride, and the number of passengers in the car. 

After this was done the purpose of the experiment was 

explained to the driver and the hitchhiker left the car 

and returned to his starting point. 

Results showed a significant difference between styles 

of clothing and the offering of a ride. The well-dressed 

hitchhiker received rides significantly more quickly than 

did the "hip" hitchhiker. The hitchhiker (under both cloth

ing conditions) received rides significantly more quickly 

when he was in the upper socioeconomic section of the city, 

followed by the middle section and then the lower one. There 

was also a significant interaction between different styles 

of clothing and different socioeconomic sections. In the 

lower and middle socioeconomic sections of Dallas and Stam

ford the hitchhiker waited longest for a ride when he was 
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dressed "hip". In the upper socioeconomic section of 

Dallas, the hitchhiker waited longest for a ride when he 

was well-dressed. 

It was found that the driver who offered a ride to 

the "hip" hitchhiker was significantly more likely to have 

a greater degree of liberalism than the driver who offered 

a ride to the well-dressed hitchhiker. In Dallas, the 

most liberal drivers came from the middle socioeconomic 

section, while in Stamford they came from the lower socio

economic section. The second most frequent reason given for 

offering the hitchhiker a ride was that the hitchhiker was 

dressed nicely. 

Stillman (1972) conducted a study aimed at probing 

the relationship between counselor attire and client dis

closure and client perception of counselor attractiveness 

in an initial interview analogue. 

Stillman hypothesized that subjects meeting with 
a professionally attired counselor would be more 
disclosing and have more positive opinions of the 
counselor than subjects meeting with casually 
attired counselors. (1972:347) 

The subjects were fifty male undergraduate volunteers 

enrolled in an introductory psychology course at Ohio State 

University. The counselor confederates were five male, 

first year graduate students in counseling psychology at the 

same university. The confederates were given specific in

structions on how to dress and were told to act as they 

naturally would in an initial interview. 
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The clothing of the professionally attired counselor 

was comprised of a sport jacket, a tie, and dark pressed 

slacks. The casually attired counselor wore more informal, 

but neat clothing, which included a sport shirt and casual 

slacks. 

Two instruments were used for measurement in this 

experiment. One was a Counselor Attractiveness Rating Scale 

which listed statements used to determine the degree to 

which each subject perceived the counselor confederate who 

interviewed him to be attractive. The other instrument was 

a Disclosure Scale which measures four areas of disclosure 

which included verbal/non-verbal and positive/negative. 

The subjects were told only that they had volunteered 

to participate in research on "communication in counseling". 

Descriptions of the types of problems about which clients 

might talk were presented to them. Subjects were then taken 

to the consultation room and interviewed for twenty minutes 

after which time each subject responded to a questionnaire 

consisting of the attractiveness and disclosure scales. The 

results of these tests failed to support the hypothesis. 

Stillman suggests that the absence of a relationship between 

counselor attire and subject disclosure and perceived 

attractiveness may be unique to the university atmosphere 

where casual dress modes are prevalent and acceptable to 

many students and faculty. 
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Summary 

In advertising, many different variables combine to 

influence the effectiveness of an advertisement. Bliss 

states that 

such questions as the credibility of the source, 
the nature or the content, the medium by which 
the messages are sent, and so on, have consider
able bearing on the way in which audiences not 
only act or do not act on information but how 
they actually perceive the messages themselves. 
(1967:299) 

I 

Although some of these variables have been isolated and 

studied, there is a definite lack of research related to 

the influence of clothing on advertising effectiveness. 

Ryan concludes that the "entire field of perception of 

people as influenced by clothing...is one in which more 

research is needed (1966:38)." 



CHAPTER III 

PROCEDURE 

Development of the Research Instrument 

The evaluative instrument used in the study consisted 

of both open-end and closed questions. Information sought 

included description of the sample; responses regarding 

information pertaining to the formulated hypotheses; 

participants' feelings about the salesman's credibility 

when wearing different attire; and personal information 

regarding each of the participants. 

The questions were presented on half-sheets to pre

vent the participants from being influenced by the questions 

that were to be asked later. Sixteen half-pages made up 

the questionnaire with certain pages numbered to correspond 

with different advertisements (See appendix A). 

The researcher chose four different products to be 

advertised and wrote the accompanying script (see Appendix 

B). The advertisements were reviewed and critiqued by an 

instructor in the department of Telecommunications at Texas 

Tech Univesrity. Two of the courses taught by the instructor 

are radio and television writing. In addition, the in

structor has had five years of professional experience 

writing commercial copy. 

29 
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A graduate student from the department of Speech and 

Drama was selected to do the acting for the advertisements. 

The actor was chosen because he gave the appearance of 

being a well-groomed person and one who was neither liberal 

not conservative, but moderate. A photograph of the actor 

may be found in appendix C. 

The clothes which the actor wore in the commercials 

were chosen from his own wardrobe except for the service 

station jacket which was borrowed from a local gas station. 

It was believed that the actor would be more comfortable 

arid more natural wearing his own clothing. The clothing 

included a suit which was used in the control commercial 

for each product and four different ensembles, one each 

for the four products advertised. The control suit con

sisted of a grey pin stripe suit with a matching vest, a 

white shirt, and a burgundy tie with a white and navy blue 

pattern (see appendix C). The experimental attire worn to 

advertise aspirin was comprised of an off-white turtleneck 

sweater and a navy blue denim sportcoat (see appendix D). 

The experimental clothing for the life insurance advertise

ment was a burnt-orange turtleneck sweater and a dark brown 

vinyl jacket (see appendix E). The experimental clothing 

for advertising motor was a green mechanic's jacket, a 

white shirt, and a mechanic's tie (see appendix F). The 

experimental clothing for the sports equipment commercial 

consisted of a brown V-neck sweater, a white shirt open at 
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the neck and beige slacks (see appendix G). 

Some props were used in the commercials to provide 

for more realistic advertisements. A bottle of aspirin was 

used for the aspirin commercial, with some graphic lines in 

the background. A can of motor oil was used for the motor 

oil advertisement. The only prop used for the life insur

ance advertisement was a desk around which the actor walked 

and on which he sat while speaking his lines. For the 

sports equipment commercial, the props used included a golf 

bag on a golf cart and a tennis racket which the actor 

held in his hands. 

The advertisements were videotaped during one day in 

February at Western Information Network on the Texas Tech 

University campus. Five and one-half hours were required 

to tape the eight twenty-second advertisements. The ad

vertisements were videotaped in the following order: 

1. Aspirin advertisement with the actor wearing the con
trol suit 

2. Life insurance advertisement with the actor wearing 
the control suit 

3. Motor oil advertisement with the actor wearing the 
control suit 

4. Sports equipment advertisement with the actor wearing 
the control suit 

5. Aspirin advertisement with the actor wearing experi
mental attire 

6. Life insurance advertisement with the actor wearing 
experimental attire 
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7. Motor oil advertisement with the actor wearing experi
mental attire 

8. Sports equipment advertisement with the actor wearing 
experimental attire. 

After all the advertisements had been videotaped, they 

were electronically edited to place the two commercials 

advertising the same product side by side on the tape. In 

all cases, the commercial with the actor wearing the control 

suit appeared on the tape before the commercial with the 

actor wearing the experimental types of clothing for each 

advertisement. 

The length of the advertisements was timed by two 

people using stopwatches to compare the length of the 

control advertisement with the length of the variable ad

vertisements. The timers found one second difference 

between the first aspirin commercial and the second aspirin 

commercial. The same amount of difference was found between 

the first life insurance advertisement and the second life 

insurance advertisement. The timers found only 0.5 seconds 

difference between the two motor oil commercials and 0.6 

seconds difference between the two sports equipment commer

cials. 

A panel of three experts rated the four pairs of 

commercials on the following aspects: voice tone, position 

of the actor, and mannerisms. A copy of the rating scale is 

shown in appendix H. Voice tone was judged according to 
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inflection, pitch, and intensity. Position indicated the 

position in which the actor stood in each advertisement. 

Mannerisms included facial expressions and hand gestures. 

The panel evaluated all pairs of commercials as being very 

nearly alike for all aspects except for the aspirin adver

tisements. Two of the raters indicated that the voice tone 

of the actor in the first commercial was very different 

from the voice tone of the actor in the second advertise

ment. The third rater indicated that the voice tone of 

the actor in the two aspirin advertisements was similar, 

but with slight differences. A possible explanation of 

this difference could be that the aspirin commercial was 

the first to be videotaped and therefore the actor could 

have been nervous and this nervousness was probably re

flected in his voice tone. ^ 

Pilot Testing 

For the pre-test data, a marriage class in the College 

of Home Economics was used. It was believed that a class of 

this nature would be comprised of students with many 

different areas of major study which would be beneficial in 

collecting pre-test data. There were forty respondents in 

the pre-test sample. The ages ranged from eighteen to twenty-

four years with a mean age of twenty (20.05). Classification 

of respondents in the pre-test sample according to age is 

shown in table 1. Twenty different areas of major study 
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were represented and are shown in table 2. 

TABLE 1 

DISTRIBUTION OF PRE-TEST RESPONDENTS BY AGE 

Age In Years Number of Students 

18 1 
19 15 
20 13 
21 7 
22 2 
23 0 
24 __2_ 

Total 40 

Selection of Sample 

A sample of convenience was used in the study. The 

sample was obtained from different classes within Texas 

Tech University. The researcher contacted several depart

ment chairmen by means of letters which explained the 

research project and asked for assistance in obtaining 

participants (see appendix I). 

Collection of the Research Data 

After a professor agreed to have his class participate 

in the study, a mutual time for testing was arranged. The 

participants were required to meet in a room located in the 

Engineering Center on campus. The room was equipped with 

two closed circuit color television monitors and was large 

enough to accommodate as many as fifty persons at one time. 



TABLE 2 

DISTRIBUTION OF PRE-TEST RESPONDENTS BY 
COLLEGES AND AREAS OF MAJOR STUDY 
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College Number of Students 

Agricultural Sciences 
Wildlife 
Total 

Management 1 
1 

Arts and Sciences 
Art Education 
English 
Journalism 
Political Science 
Speech Communication 
Speech Pathology 
Telecommunications 
Total 

1 
1 
1 
1 
1 
1 
1 
7 

Business Administration 
Accounting 
Finance 
General Business 
Management 
Marketing 
Total 

7 
2 
2 
2 

_4 
17 

Education 
Elementary Education 
Secondary Education 
Special Education 
Total 

3 
2 
3 
8 

Engineering 
Chemical Engineering 
Total 

2 
2 

Home Economics 
Clothing and Textiles 
Home and Family Life 
Pre-Nursing 
Total 

1 
3 
1 
5 

Grand Total 40 



36 

The participants came to the testing area in groups 

and were seated in the testing room. A questionnaire had 

been placed at each seat. The participants were told to 

imagine themselves as paid evaluators in the field of 

assessing advertisements and their overall appeal to pro

spective consumers. The participants were also told that 

they were to evaluate the advertisements by completing the 

instrument in front of them as directed. 

The participants completed the personal data form and 

then responded to the first page of the questionnaire. They 

were asked not to turn the page until directed to do so. 

The participants then viewed the first advertisement 

which was the aspirin advertisement with the actor wearing 

the control suit. The respondents were then told to answer 

page 2-a of the instrument only. Then participants viewed 

the second aspirin advertisement with the actor wearing the 

off-white turtleneck sweater and navy-blue coat. They were 

then asked to complete pages 2-b, 3, and 4 of the question

naire. 

The other advertisements were presented in similar 

fashion until all eight advertisements for the four products 

had been viewed. The remainder of the advertisements were 

presented in the following order: 

1. Life insurance advertisement with the actor wearing the 
control suit; 

2. Life insurance advertisement with the actor wearing the 
experimental attire; 
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3. Motor oil advertisement with the actor wearing the 
control suit; 

4. Motor oil advertisement with the actor wearing the 
experimental attire; 

5. Sports equipment advertisement with the actor wearing 
the control suit; 

6. Sports equipment advertisement with the actor wearing 
the experimental attire. 

The instrument was collected from each respondent as soon 

as he had finished completing it. 

The testing of each class required about twenty min

utes as each advertisement was approximately twenty seconds 

long. Also, the subjects were permitted approximately one 

minute between each commercial to respond to the questions. 

All of the testing was completed within a four week 

period. Testing was done between March 10 and April 3, 1975 

Two of the classes were tested at 11:00 in the morning. 

One class was tested at 8:00 a.m. and one at 8:00 p.m. 

The other class was tested at 3:00 in the afternoon. 

Analyses of the Research Data 

In order to analyze the data collected, answers to 

each question on the instrument were tabulated. Responses 

to the questions concerning the one thing that first im

pressed them in each advertisement were categorized. Re

sponses were also categorized for factors influencing the 

choice of salesman. 
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The one-tailed binomial test was utilized to test 

the formulated hypotheses. To analyze the personal data 

information, a computerized program which was the SPSS 

(Statistical Package for the Social Sciences) was used. 

The levels of significance determined for use in the 

study were: 

.05 - significant 

.01 - highly significant 

.001 - very highly significant 



CHAPTER IV 

ANALYSES AND DISCUSSION OF DATA 

The analysis and discussion of the data are presented 

according to description of the sample, responses to 

certain questions, and findings related to hypotheses. 

Description of the Sample 

A total of 99 respondents made up the research sample. 

It was found that responses from all respondents were 

suitable for analyses. Five classes from different aca

demic departments within Texas Tech Universtiy were in

cluded in order to secure the desired number of respondents 

(see table 3). 

TABLE 3 

CLASSES PARTICIPATING IN STUDY 

Class Number of Students 

Advertising 

Clothing and Textiles 

Educational Psychology 

Park Administration 

Sociology 

Total 

15 

24 

17 

16 

27 

99 

39 
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There were 59 females and 40 males who participated 

in the study. Ages ranged from 17 to 54 years with a mean 

of 21.4 years. Respondents represented freshman, sopho

more, junior, and senior classifications. Distribution 

of respondents by age and classification is shown in 

table 4. 

TABLE 4 

DISTRIBUTION OF RESPONDENTS BY AGE AND CLASSIFICATION 

Classification 

Age Freshman Sophomore Junior Senior Total 

2 7 
^ • • • • • • • 

10 1 ... 11 

6 14 1 21 

1 17 15 33 

1 7 4 12 

1 2 4 

1 1 1 3 

• • • • • • i i^ 

m • • • • • • • • J. 

«•• X ••• X 

« • • • • • • • • JL 

21 42 27 99 

17 

18 

19 

20 

21 

22 

23 

25 

26 

28 

30 

34 

54 

Total 

1 

5 

• • 

• • 

• • 

• • 

1 

• • 

• • 

• • 

1 

• • 

1 

9 
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There were seventy-six single participants, twenty 

married participants, and three who were divorced or 

separated. The respondents represented twenty-eight 

different areas of major study. Distribution of respondents 

by colleges and areas of major study is shown in table 5. 

TABLE 5 

DISTRIBUTION OF RESPONDENTS BY COLLEGES 
AND AREAS OF MAJOR STUDY 

College Number of Students 

Agricultural Sciences 
Landscape Architecture 
Park Administration 
Total 

Arts and Sciences 
Art Education 
English 
Journalism 
Liberal Arts 
Mathematics 
Music 
Physical Education 
Pre-Dental 
Psychology 
Sociology 
Telecommunications 
Total 

Business Administration 
Accounting 
Advertising 
Finance 
General Business 
Marketing 
Total 

11 
_6 
17 

2 
3 
2 
5 
1 
1 
3 
3 
1 
2 
i? 
35 

1 
1 
1 
2 
1 
6 
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TABLE 5: Continued 

College 

Education 
General Education 
Elementary Education 
Secondary Education 
Special Education 
Total 

Engineering 
Architectural Design 
Mechanical Engineering 
Total 

Home Economics 
Clothing and Textiles 
Home Economics Education 
Home and Family Life 
Pre-Nursing 
Total 

Grand Total 

Number of Students 

1 
3 
3 
1 
8 

1 
1 
2 

23 
4 
2 
2 
31 

99 

The educational level of the participants' fathers 

and mothers is shown in table 6. More than half of the -

respondents' fathers (59) had achieved an educational 

level of two years of college or more; whereas only 42 of 

the respondents mothers had attained a similar level of 

education. 

There were 90 Anglo students who participated in 

the study. The remainder of the respondents included 

five students with Spanish surnames, three Black students, 

and one Russian-Indian student. Distribution of respondents 

by ethnic background is shown in table 7. 



TABLE 6 

EDUCATIONAL LEVEL OF PARENTS 
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Highest Level of Education Obtained Father Mother Total 

1) Completed advanced degree 
(Master's or above) 

2) Completed college degree 
(Bachelor's) 

3) Two or more years of college 

4) Completed high school (includes 
trade, secretarial school) 

5) Some high school (at least 
one year) 

6) Completed eighth grade 

7) Some grammar school (all or 
any grades to seven) 

8) Does not apply 

Total 

16 

29 

14 

29 

4 

5 

99 

18 

21 

46 

6 

5 

99 

19 

47 

35 

75 

10 

10 

198 

TABLE 7 

DISTRIBUTION OF RESPONDENTS BY 
ETHNIC BACKGROUND 

Anglo 

Spanish Surname 

Black 

Other (Russian-Indian) 

Total 

90 

5 

3 

^ 

99 
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The majority of the participants came from hometowns 

with either a population ranging from 0 to 25,000 or 

250,000 and over, (see table 8). Less than one-third (31) 

of the sample came from hometowns ranging in size from 

50,000 to 250,000. 

TABLE 8 

DISTRIBUTION OF PARTICIPANTS ACCORDING 
TO HOMETOWN SIZE 

Population of Hometown Number of Participants 

0 - 25,000 

25,000 - 50,000 

50,000 - 75,000 

75,000 - 100,000 

100,000 - 150,000 

150,000 - 200,000 

200,000 - 250,000 

250,000 and over 

Total 

28 

7 

4 

7 

9 

9 

2 

33 

99 

Responses to Certain Questions 

The participants were asked whether they had ever 

purchased each of the four products advertised. The majority 

of the participants had purchased aspirin, motor oil, and 

sports equipment. Most of the participants, however, had 



never purchased life insurance. See table 9. 

TABLE 9 

PRODUCTS PURCHASED BY PARTICIPANTS 

45 

Product Yes 
# % 

Answer 

No 
# % 

No Answer 
# % 

Total 
# % 

Aspirin 

Life Insurance 

Motor Oil 

Sports Equipment 

96 97 

24 24 75 76 

75 76 24 24 

95 96 

2 99 100 

... 99 100 

... 99 100 

... 99 100 

The respondents were also asked what age group or 

groups they thought would be most likely to buy each 

product and what type of person would most likely purchase 

each product. Age groups by which products most likely 

would be purchased are shown in table 10. 

Participants believed that people between the ages 

of 26 and 41 would be most likely to purchase aspirin. 

Housewives, career women, business men, mothers, and female 

students would be most likely to purchase aspirin according 

to the participants. Table 11 shows the types of persons 

that respondents believed would be most likely to purchase 

each product. 
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TABLE 10 

AGE GROUPS BY WHICH PRODUCTS MOST 
LIKELY WOULD BE PURCHASED 

Age Group 

18-25 

26-33 

34-41 

42-49 

50 and 
over 

Total 

Asp 
# 

42 

57 

63 

35 

33 

230 

irin 
% 

18 

24 

27 

17 

14 

100 

Life 

27 

77 

48 

26 

18 

196 

Product 

Ins. 
% 

14 

39 

24 

13 

9 

99 

Motor 

82 

81 

61 

46 

33 

303 

Oil 
% 

27 

27 

20 

15 

11 

100 

Sports 

97 

74 

38 

16 

10 

235 

Equip. 
% 

41 

32 

15 

7 

4 

99 

Note: Percentages may not total 100 due to rounding 

The age group most frequently mentioned by the re

spondents which would be most likely to buy life insurance, 

was the age group which ranged between 26 and 41. Fathers 

were mentioned most often as the type of person most likely 

to purchase life insurance. Other types of persons 

frequently mentioned included business men and career 

women. 

The age group ranging from 18 to 33 years was most 

often mentioned as the age group most likely to buy motor 

oil. The age group between 34 and 41 was also frequently 

mentioned. Respondents stated that fathers, male students. 
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and business men would be the types of persons most likely 

to purchase motor oil. 

For sports equipment, the participants believed that 

people between the ages of 18 and 25 would be most likely 

to purchase sports equipment. The age group ranging from 

26 to 33 was the second most mentioned age group. Male 

and female students were most often mentioned as the type 

of persons who would purchase sports equipment. Many 

respondents also mentioned business men and children as 

people who would be likely to buy sports equipment. 

A question was asked to determine the one thing in 

each advertisement that first impressed the participants. 

Responses were categorized and listed in table 12. As to 

what one thing first impressed the respondents in the 

aspirin commercial with the salesman dressed in the control 

suit, the most frequently mentioned category was that which 

included graphics, props, and camera techniques. Appear

ance, grooming, and clothing was the second most frequently 

mentioned category. The sstme held true for the salesman 

dressed in experimental attire when advertising aspirin. 

Participants mentioned position, poise, voice, and 

manner most frequently as the thing which first impressed 

them in the life insurance advertisement with the salesman 

wearing the control suit. When the salesman appeared in 

experimental attire, respondents mentioned appearance, 

grooming, and clothing most frequently. 
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For the motor oil commercial with the salesman wearing 

the control suit, the category of appearance, grooming, and 

clothing was mentioned most often, followed by position, 

poise, voice, and manner. Appearance, grooming, and cloth

ing was the category most often mentioned by the partici

pants when the salesman was dressed in experimental attire. 

When the salesman wore the control suit during the 

commercial advertising sports equipment, graphics, props, 

and camera technique was the category most frequently 

mentioned as the first thing that impressed the respondents. 

When the salesman wore the experimental attire, appearance, 

grooming, and clothing, were mentioned more times than all 

the other categories combined. 

A question was also asked to determine how the parti

cipants felt regarding the credibility of each of the sales

men for each of the products. The credibility of each 

salesman for each of the four products is indicated in 

table 13 by responses to the question as to whether or not 

each salesman appeared knowledgeable about each product. 

For the aspirin commercial, 43 percent of the sample 

believed that the salesman dressed in the control suit 

appeared to be knowledgeable about the product. When 

dressed in experimental attire, 45 percent of the sample 

said he appeared to be knowledgeable about aspirin. 
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When the salesman was dressed in the control suit 

advertising life insurance, 60 percent of the sample be

lieved he appeared to be knowledgeable about the product, 

while only 18 percent said he did not appear to be know

ledgeable. However, when the salesman wore the experimental 

attire, only 35 percent of the sample said he appeared to 

be knowledgeable about the product, while 42 percent said 

he did not, and 22 percent were undecided. 

For the motor oil advertisement, 51 percent of the 

respondents stated that the salesman wearing the control 

suit appeared to be knowledgeable about the product. When 

dressed in experimental attire, 70 percent of the respon

dents believed that the salesman appeared to be knowledgeable 

about motor oil. 

When the salesman wearing the control suit advertised 

sports equipment, 51 percent of the sample stated that he 

did not appear to be knowledgeable about the product and 31 

percent were undecided. When the salesman wore the experi

mental attire, 47 percent stated that he did not appear to 

be knowledgeable about sports equipment, 37 percent said he 

did, and 16 percent were undecided. 

After viewing the two advertisements for each product, 

the participants were asked from which of the two salesmen 

they would prefer to purchase each product. The majority 

of the participants chose the salesman dressed in experimental 
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attire in the cases of aspirin, motor oil, and sports equip

ment. The majority of participants chose the salesman 

dressed in the control suit for the life insurance adver

tisement, rather than the casually dressed salesman. The 

participants' choices of salesmen are shown in table 14. 

Salesman 

A 

B 

Either 

Neither 

Total 

Asp: 

40 

56 

3 

__0 

99 

irin 
% 

40 

57 

3 

0 

100 

TABLE 14 

CHOICE OF SALESMAN 

Lif( 
# 

78 

16 

2 

_3 

99 

e Ins. 
% 

79 

16 

2 

3 

100 

Motor 

20 

73 

3 

_2 

99 

Oil 
% 

20 

73 

3 

_ ^ 

99 

Sports 

35 

52 

0 

12 

99 

Equip. 
% 

35 

53 

0 

12 

100 

Note: Percentages may not total 100% due to rounding 

When asked what factors in the aspirin advertisement 

influenced their choice of salesman, the participants 

mentioned most frequently the category of position, poise, 

voice, and manner. The second most frequently mentioned 

category was that of appearance, grooming, and clothing. 

For the life insurance advertisement, appearance, 

grooming, and clothing were mentioned more often than the 

other categories combined. This was also true for the 
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motor oil advertisement and the sports equipment advertise

ment. Factors influencing the choice of salesman are 

shown in table 15. 
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Findings Related to Hypotheses 

The following hypotheses were formulated for the 

study. 

1. There will be no significant difference in the parti
cipants' willingness to purchase aspirin from either 
of two salesmen. 

2. There will be no significant difference in the parti
cipants' willingness to purchase life insurance from 
either of two salesmen. 

3. There will be no significant difference in the parti
cipants' willingness to purchase motor oil from 
either of two salesmen. 

4. There will be no significant difference in the parti
cipants' willingness to purchase sports equipment from 
either of two salesmen. 

The one-tailed test based on the binomial distribu

tion was used for testing the hypotheses. The formula 

used when testing the hypotheses regarding the aspirin, 

motor oil, and sports equipments was: ^ 

t^ = np* + W.05 np*(l-p*) 

The formula used when testing the hypothesis regarding life 

insurance was: 

t^ = np* + ̂ .95 np*(l-p*) 

The first hypothesis regarding aspirin had to be 

rejected as the salesman dressed in the experimental suit 

was chosen more times than the salesman dressed in the 

control suit. The difference was significant at the .05 

level. 
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When purchasing life insurance, the participants 

said they preferred to buy life insurance from the sales

man dressed in the control suit rather than the salesman 

dressed in the experimental attire and thus the second null 

hypothesis had to be rejected. The difference was very 

highly significant at the .001 level. 

Participants were more likely to purchase motor oil 

from the salesman when dressed in the experimental attire 

than from the salesman dressed in the control suit. The 

third null hypothesis was rejected. The difference was 

very highly significant at the .001 level. 

The salesman wearing experimental attire when adver

tising sports equipment was chosen more times than the 

salesman dressed in the control suit; therefore, the 

fourth null hypothesis had to be rejected. The difference 

was significant at the .05 level. 

All four of the null hypotheses had to be rejected. 

There were significant differences in the levels of 

willingness of participants in the study to purchase the 

products from the two salesmen for each of the products. 



CHAPTER V 

SUMMARY AND CONCLUSIONS 

Summary 

The study sought to investigate the effects of 

different types of dress on an observer's willingness to 

purchase a particular product. The relationship between 

the advertiser's clothing and his judged credibility was 

examined also. 

Ninety-nine university students participated in the 

study. Freshman, sophomore, junior, and senior classifi

cations were represented in the sample. The mean age of 

the sample was 21.4 years. Ninety Anglo students, five 

students with Spanish surnames, three Black students, and 

one Russian-Indian student made up the research sample. 

There were fifty-nine females and forty males participating 

in the study. 

A one-tailed test based on the binomial distribution 

was used for analysis of the hypotheses. The Statistical 

Package for the Social Sciences was used for analyzing 

the personal information obtained from the participants. 

No analysis of variance was performed on the groups. It 

was found upon examination that there was no reason to 

believe differences existed among the groups. 

58 
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The participants were asked if they had ever pur

chased each of the four products. In the case of aspirin, 

motor oil, and sports equipment, at least seventy-five 

percent of the sample had purchased the product. Only 

twenty-four percent of the sample had purchased life 

insurance. 

The participants were asked what one thing first 

impressed them in each advertisement. The responses were 

categorized. For the aspirin advertisement, the category 

of appearance, grooming, and clothing was mentioned thirty-

five times when the salesman was dressed in the control suit. 

This category was mentioned thirty times when the salesman 

was dressed in experimental attire. The only category 

mentioned a few more times than appearance, grooming, and 

clothing was that of graphics, props, and camera techniques. 

For the life insurance advertisement, the category 

regarding position, poise, voice, and manner was most 

often mentioned when the advertiser was dressed in the 

control suit. When the salesman was dressed in the experi

mental clothing, the category of appearance, grooming, and 

clothing was mentioned more times than the other six cate

gories in total. 

For the motor oil advertisement, the category of 

appearance, grooming, and clothing was mentioned most often; 

both when the actor was dressed in the control suit and when 
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dressed in experimental attire. 

For the sports equipment advertisement, graphics, 

props, and camera techniques were most frequently mentioned 

when the actor was dressed in the control suit. When the 

actor appeared in experimental attire, the category of 

appearance, grooming, and clothing was mentioned more times 

than the other six categories in total. 

Respondents were asked a question to determine the 

credibility of each salesman. When the actor appeared 

in the control suit advertising aspirin, forty-three percent 

of the participants decided that he was knowledgeable 

about the product; forty-two percent of the sample decided 

that he was not knowledgeable about the product; and four

teen percent were undecided. When the salesman was dressed 

in experimental attire, forty-five percent of the partici

pants decided that he was knowledgeable about the product; 

thirty-three percent decided that he was not knowledgeable; 

and twenty percent were undecided. When respondents had to 

choose from which salesman they would rather buy aspirin, 

fifty-seven percent chose the salesman in experimental 

attire and forty percent chose the salesman in the control 

suit. 

For the life insurance advertisement, sixty percent of 

the participants decided that the salesman dressed in the 

control suit appeared to be knowledgeable about his product; 
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eighteen percent felt he was not knowledgeable; and 

twenty-one percent were undecided. When the salesman was 

dressed in experimental attire advertising life insurance, 

thirty-five percent of the participants decided that the 

salesman was knowledgeable about the product; forty-two 

percent decided that he was not; and twenty-two percent were 

undecided. Seventy-nine percent of the participants said 

they would prefer to buy life insurance from the salesman 

dressed in the control suit and sixteen percent chose the 

salesman dressed in experimental attire. Appearance, 

grooming, and clothing was the category most often men

tioned as the factor influencing the participant's choice 

of salesman. 

Fifty-one percent of the participants decided that the 

salesman appeared to be knowledgeable about motor oil when 

dressed in the control suit; twenty-four percent decided 

that he did not; and twenty-five percent were undecided. 

When the salesman was dressed in experimental attire adver

tising motor oil, seventy percent of the participants 

decided that he appeared to be knowledgeable about the 

product; eighteen percent decided that he did not; and 

twelve percent were undecided. Only twenty percent of the 

respondents said they would prefer to buy motor oil from the 

salesman dressed in the control suit, while seventy-three 

percent said they would prefer to buy the product from the 
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salesman when dressed in the experimental attire. Respon

dents mentioned appearance, grooming, and clothing most 

often as the reason they chose the particular salesman. 

The second most mentioned category was position, poise, 

voice, and manner. 

When advertising sports equipment, eighteen percent 

of the participants decided that the salesman dressed in 

the control suit appeared to be knowledgeable about the 

product; fifty-one percent decided that he did not; and 

thirty-one percent were undecided. When the actor appeared 

in experimental attire, thirty-seven percent of the 

participants decided that the salesman appeared to be 

knowledgeable about the product; forty-seven percent 

decided that he did not; and sixteen percent were undecided 

Thirty-five percent of the participants said they would 

prefer to buy sports equipment from the salesman dressed 

in the control suit and fifty-three percent said they would 

prefer to buy the product from the salesman dressed in 

experimental attire. The category of appearance, grooming, 

and clothing was mentioned seventy-five times as the factor 

influencing the participant's choice of salesman. 

All four of the null hypotheses had to be rejected. 

There were significant differences in the levels of 

willingness of participants in the study to purchase the 

products from the two salesmen for each of the products. 
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The evidence would seem to indicate that differences were 

very closely aligned with differences in clothing worn. 

Conclusions 

Three out of four times, appearance, grooming, and 

clothing was the category most often mentioned as the 

factor influencing the participant's choice of salesman. 

The fact that position, poise, voice, and manner was the 

category most often mentioned as the factor influencing 

choice of salesman in the aspirin advertisements could be 

due partially to the possible nervousness of the actor 

when making the first aspirin commercial. 

Participants often remarked that the salesman dressed 

in the control suit advertising life insurance appeared 

much more business-like and knowledgeable of the product, 

whereas they pictured the salesman dressed in experimental 

attire as a "shady" character. Respondents often stated 

that a man in a business suit would know nothing about 

motor oil or sports equipment. When the salesman was dressed 

in a mechanic's outfit to advertise motor oil, many re

spondents remarked that he looked like someone who would 

know about motor oil. This same belief was conveyed by 

the respondents for the sports equipment commercial when 

the actor wore the experimental attrie. For this particular 

sample, clothing seemed to play an important role in the way 

an advertisiment was received, the perception of the salesman's 
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credibility, and ultimately, the choice of the salesman by 

the respondents. 

It might be beneficial for those persons involved in 

advertising planning to be aware of the importance of 

clothing. Advertisers could use clothing to improve their 

advertisements and perhaps make the advertisements more 

appealing to prospective purchasers. Clothing could also 

be utilized to aid in recall of advertisements. It would 

be valuable to conduct a study relating to recall of ad

vertisements and determine types of clothing people noticed 

as related to the type of product being advertised. This 

study indicates that the type of clothing worn by a sales

man does influence both credibility of the salesman and 

preference for a salesman's credibility when purchasing a 

particular product. 

Since this sample consisted mainly of college-age 

students who were primarily Anglo, a study conducted with 

different age groups and different ethnic groups might 

produce very different results. Children might not notice 

clothing as much as adults do; other ethnic groups might 

not place as much importance on clothing as Anglos seem to 

do. A study with a sample consisting of participants from 

medium-sized hometowns might also show different results. 

Although it was technically impossible in this study, 

it is suggested that the message be pre-recorded in a 

future study so that the voice of the salesman would be 
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controlled in all of the commercials. One way to overcome 

voice and mannerism variability would be to conduct a 

study simulating magazine and billboard advertising. 

Pictures could be used which depicted advertisements and 

could be presented to a sample for responses. Clothing 

might be demonstrated as playing an even more important 

role in such situations. 

Due to limited facilities, it was impossible to 

present the commercials in random order to the different 

groups. It would be of value to conduct a study and present 

the advertisements in random order to different groups. 

The researcher recommends that clothing which 

relates to the product be used when advertising certain 

products rather than the business suit which has been 

traditionally used when advertising products. Evidence 

from this study would seem to indicate that it would be to 

the advertiser's advantage to use clothing related to his 

product. 
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APPENDIX A 

QUESTIONNAIRE FOR ASSESSING ADVERTISING EFFECTIVENESS 

DIRECTIONS: After you have viewed the first advertisement, 
please complete the following questionnaire 
by placing a check (v^) in the spaces provided. 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

page 1 

1. Have you ever purchased aspirin? 

Yes 
No 

2. Check the age group(s) this product would most likely 
be purchased by: 

18-35 34-41 50 and 
26-35 42-49 over 

3. Check the type of person(s) you think would be most 
likely to buy this product: 

Housewife Father Male 
Career woman _____ Mother student 

]]]]]^ Business man Child Female 
student 

STOP NOW TO VIEW THE FIRST ADVERTISEMENT 

Please Do Not Turn The Page Until Directed To do So 

page 2a 

1. What was the one thing you first saw in this advertisement 
which impressed you? 



2. Does t h i s man appear to be knowledgeable about the pro
d u c t . h*a i C3 Q rlxr î•»»•*--! r̂ -! .^^O ^ duct he is advertising? 

Yes 
No 
Undecided 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

page 2b 

1. What was the one thing you first saw in this advertise
ment which impressed you? 

2. Does this man appear to be knowledgeable about the pro
duct he is advertising? 

Yes 
No 
Undecided 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

page 3 

1. From which of the two salesmen would you prefer to buy 
aspirin? 

Salesman A 
Salesman B 

2. What factor(s) influenced your decision? 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 
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Page 4 

1. Have you ever purchased life insurance? 

Yes 
No 

2. Check the age group(s) this product would most likely 
be purchased by: 

18-25 34-41 50 and 
26-33 42-49 over 

3. Check the type of person(s) you think would be most 
likely to buy this product: 

Housewife Father Male 
Career Woman Mother student 
Business Man Child Female 

student 

STOP NOW TO VIEW THE THIRD ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 5a 

1. What was the one thing you first saw in this advertise* 
ment which impressed you? 

2. Does this man appear to be knowledgeable about the pro
duct he is advertising? 

Yes 
No 
Undecided 

STOP NOW TO VIEW THE FOURTH ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 
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Page 5b 

1. What was the one thing you first saw in this advertise
ment which impressed you? 

2. Does this man appear to be knowledgeable about the 
product he is advertising? 

Yes 
No 
Undecided 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 6 

1. From which of the two salesmen would you prefer to buy 
life insurance? 

Salesman A 
Salesman B 

2. What factor(s) influenced your decision? 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 7 

1. Have you ever purchased motor oil? 

Yes 
No 
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2. Check the age group(s) this product would most likely 
be purchased by: 

18-25 34-41 50 and 
26-33 42-49 over 

3. Check the type of person(s) you think would be most 
likely to buy this product: 

Housewife Father Male 
Career woman Mother student 
Business man Child Female 

student 

STOP NOW TO VIEW THE FIFTH ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 8a 

1. What was the one thing you first saw in this advertise
ment which impressed you? ' 

2. Does this man appear to be knowledgeable about the pro
duct he is advertising? 

Yes 
No 
Undecided 

STOP NOW TO VIEW THE SIXTH ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 
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Page 8b 

1. What was the one thing you first saw in this advertise
ment which impressed you? 

2. Does this man appear to be knowledgeable about the pro
duct he is advertising? 

Yes 
No 
Undecided 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 9 

1. From which of the two salesmen would you prefer to 
buy motor oil? 

Salesman A 
Salesman B 

2. What factor(s) influenced your decision? 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 10 

1. Have you ever purchased sports equipment? 

Yes 
No 
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2. Check the age group(s) this product would most likely 
be purchased by: 

18-25 34-41 50 and 
26-33 42-49 over 

3. Check the type of person(s) you think would be most 
likely to buy this product: 

Male 
student 
Female 
student 

Housewife 
Career woman 
Business man 

Father 
Mother 
Child 

STOP NOW TO VIEW THE SEVENTH ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 11a 

1. What was the one thing you first saw in this advertise
ment which impressed you? 

2. Does this man appear to be knowledgeable about the pro
duct he is advertising? 

Yes 
No 
Undecided 

STOP NOW TO VIEW THE EIGHTH ADVERTISEMENT 

PLEASE DO NOT TURN THE PAGE UNTIL TOLD TO DO SO 
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Page lib 

1. What was the one thing you first saw in this advertise
ment which impressed you? 

2. Does this man appear to be knowledgeable about the 
product he is advertising? 

Yes 
No 
Undecided 

STOP! PLEASE DO NOT TURN THE PAGE UNTIL DIRECTED TO DO SO 

Page 12 

1. From which of the two salesmen would you prefer to buy 
sports equipment? 

Salesman A 
Salesman B 

2. What factor(s) influenced your decision? 
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PERSONAL DATA 

1. 

2. 

3. 

5. 

6. 

Age: 

Sex: Female Male 

Marital Status: Single 

4. Classification 

Divorced 

Freshman 
Junior _ 
Graduate 

Major: 

Married 
Widowed 

Sophomore 
Senior 

Education: Indicate the highest level of formal edu
cation obtained by your parents with a check in each 
column. 

7. 

Father Mother 

1. 

2. 
3. 
4. 

5. 
6. 
7. 

8. 

Parent' s Occupation 

A. 

Completed advanced degree (Master's 
or above) 
Completed college degree (Bachelor's) 
Two or more years of college 
Completed high school (includes trade, 
secretarial school) 
Some high school (at least one year) 
Com.pleted eighth grade 
Some grammar school (all or any grades 
to seven) 
Does not apply 

What is your father's occupation? (If he is deceased 
or retired, please give his former occupation). 

B. In two or three sentences, would you explain what 
he does (or did)? 

C. What is your mother's occupation? (If she is de
ceased or retired, please give her former occupation) 
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PERSONAL DATA (Continued) 

D. In two or three sentences, would you explain what 
she does (or did)? 

8. Ethnic Background: Anglo Black 
Chicane Asian 
Other, please specify' 

9. Size of hometown or size of hometown you have spent the 
majority of your life in: 

0 - 25,000 100,000 - 150,000 
25,000 - 50,000 150,000 - 200,000 
50,000 - 75,000 200,000 - 250,000 
75,000 - 100,000 250,000 and over 

10. Name of hometown: 



80 

APPENDIX B 

SCRIPTS FOR ADVERTISEMENTS 

Aspirin 

When the pain of a headache sets in, all you can 

think of is relief. A headache makes you tense, irritable, 

out of sorts. Now there is RELIEF for your pain. Within 

minutes after taking RELIEF you can tell it is working. 

The pain subsides and disappears. You're yourself again. 

RELIEF is fast, effective, and safe. So the next time you 

have a headache, think RELIEF. 

Insurance 

In today's fast-moving society, your peace of mind 

can mean a great deal. Life insurance can help provide 

you with peace of mind. Life insurance provides protection 

for your family at a time when they really need it — when 

you're not there to lend a hand. Don't you think you owe 

yourself a little piece of mind? Think about it, then 

think about life insurance. 

Motor Oil 

This can contains one of the most valuable elements 

for your car — motor oil. But this isn't just any motor 

oil, this is PERFORMANCE. It lubricates your engine far 

better than any other motor oil and is resistant to heat. 
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PERFORMANCE is a clean motor oil. A clean motor oil means 

better and longer lubrication. If you want a smooth-

running engine, then PERFORMANCE is what you want. 

Sports Equipment 

Whether it's golfing at Pebble Beach or volleyball 

in the backyard, PRO-QUIP meets all of your sporting needs 

The fine quality and superb craftsmanship of our products 

makes us a winner in our field. Sporting people who know, 

would have nothing less than PRO-QUIP. 
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APPENDIX C 

Photograph of Salesman 
Dressed in Control Suit 
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APPENDIX D 

Salesman Dressed In Experimental Attire 
for Aspirin Advertisement 
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APPENDIX E 

Salesman Dressed In Experimental Attire 
for Life Insurance Advertisements 
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APPENDIX F 

Salesman Dressed In Experimental Attire 
for Motor Oil Advertisement 

/m 



86 

APPENDIX G 

Salesman Dressed In Experimental Attire 
for Sports Equipment Advertisement 

/* 



87 

APPENDIX H 

RATING SCALE FOR ADVERTISEMENTS 

-p JTi "^^-^-^ ^^^ ^°^^ pairs of commercials advertising 
tour different products. Please rate each pair on the 
tollowmg aspects: voice tone, position of the actor, 
and mannerisms. Based on a rating scale of 1 to 5, if 
the two advertisements are exactly alike, give them a 
rating of five; if they are similar, but have slight 
differences, give them a rating of three. A rating of 
one indicates that the advertisements are different. 

VOICE TONE POSITION MANNERISMS 

ASPIRIN ADS 

LIFE INS. ADS 

MOTOR OIL ADS 

SPORTS EQUIP. 
ADS 

COMMENTS 
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APPENDIX t 

Dear 

I am a graduate student in Clothing and Textiles, minoring 
in Advertising. My thesis is concerned with the influence 
clothing has upon advertising effectiveness. I have video
taped commercials at the Western Information Network which 
is located on the third floor of the Computer Science 
Building. 

I am contacting you to see if it is possible for any of 
your classes to participate in my study. The students 
would have to come to Western Indormation Network and 
testing time would be approximately fifteen minutes. If 
you or any of the professors in your department would be 
willing to allow any of their classes to participate in 
this study, please let me know. 

I will be contacting you in a few days to see if your 
department is able to participate in my study, and if so, 
to arrange testing times. Thank you for your time and 
consideration. 

Sincerely, 

Judith A. Olfers 
5511 1st Place 
Lubbock, Texas 
806-792-7508 




