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CHAPTER I

THE PROBLEM

Statement of the Problem 
Fashion diffusion, as treated in both popular and 

scientific literature, is usually assumed to be a process 
of both emulation and differentiation. Historically, 
style leadership has been assigned to the wealthy elite 
or upper social stratum. Fashion, presumably, then fol
lows a process of "trickling-down" through the middle and 
lower social classes with the subsequent discard of fash
ions by the elite once the styles have been imitated by 
those in the lower social levels.

This traditional concept of fashion diffusion and 
style leadership has been widely accepted since its intro
duction at the turn of the century. Although this concept 
is the basis for most fashion theories, there is little 
quantitative research to substantiate it. Within the past 
thirty years shifting social and economic patterns, as 
well as technological advances in production, transporta
tion, and communications, have altered the setting within 
which fashion operates. It is possible that these changes 
in cultural environment may have produced concomitant

1



changes in the pattern of fashion diffusion and of style 
leadership.

Purpose of the Study 
In view of the traditional emphasis on social class 

as an integral part of fashion theory, this study attempts 
to investigate the diffusion of fashion in women's apparel 
within the context of social stratification. An effort 
will be made to identify and compare differential charac
teristics of women who are style leaders and those who are 
style followers, again within the framework of social strata.

The primary purpose of this study is to trace the 
diffusion of styles in one category of apparel through 
selected retail price levels, to determine the position 
of these styles on a fashion cycle, and to identify and 
compare the women who purchase styles at various stages in 
the fashion cycle.

Background of the Problem 
As an area of study, fashion has attracted the at

tention of anthropologists, economists, psychologists, and 
sociologists. Their interest, however, has been confined 
primarily to broad theories, and few have undertaken re
search in the field. The work of home economists has been 
directed principally toward clothing studies rather than 
toward fashion. Marketing has made contributions to the 
field of fashion research, but the majority of these studies 
were conducted during the late 1920's and early 1930's.



Most of the literature relating to fashion suffers 
from an over-generalization of the term and, as generally 
used, has too many referents and covers significantly dif
ferent kinds of social behavior.** In both popular speech 
and in much of the literature, fashion is often used synony 
mously with style.

At the outset, a clarification of these two terms is 
needed to define precisely what is being dealt with in 
this discussion. Nystrom's distinction between fashion 
and style would seem to be one of the more concise and 
objective. He defines style as "a characteristic or dis-

Otinctive mode or method of expression.” Fashion refers 
to ”the prevailing style at any given time.” The creation 
of a new style does not necessarily mean that a new 
fashion has been created. A style must be followed or 
accepted before it can be classified as a fashion.^ De
fined in this manner, the terms fashion and style are not 
interchangeable.

*■ Bernard Barber and Lyle S. Lobel, "Fashion in Women's Clothes and the American Social System," Class, Status and Power. eds. Reinhart Bendix and Seymour Martin 
Lipset (Glencde, Illinois: The Free Press, 1953), pp. 323-324.

2 Paul H. Nystrom, Economics of Fashion (New York:The Ronald Press Company, 1928)., p. 3.
** Ibid. , p. 4.
^ Ibid., p; 4.



Fashion theories.--In theory, fashion has been dealt 
with as a product sanctioned by prevailing custom or nur
tured by profit-minded industry; as a process of change 
caused by economic, historic, or cultural forces; and as 
behavior motivated by psychological and sociological fac
tors. It has also been variously described as a series 
of recurring changes, a form of luxury, a department of 
mores, a form of social regulations, and as collective 
behavior."?

Regardless of differences in theoretical perspectives , 
writers agree that fashion diffusion is a process involv
ing both imitation and differentiation. As generally 
stated, styles are said to originate in an elite or upper 
stratum which is attempting to segregate or differentiate 
itself from other social levels. These styles are imi
tated by lower social groups in an effort to equalize or 
obliterate the external distinctions of class created by 
those above. The innovating group is then forced to dis
card the style and to adopt a new one in order to pre
serve its distinction. This theory has been expressed in

Agnes Brooks Young, Recurring Cycles of Fashion. 1760-1937 (New York: Harper and Brothers Publishers, 1937), pp. 201-202.



various ways in the writings of Simmel,^ Veblen,^ Tarde,®
o InFlugel, Young, and others.

Indications of change in diffusion patterns.--Changes 
in income distribution over the past thirty years have 
altered somewhat the social class structure in the United 
States. The middle income group has greatly expanded to 
include many from the lower income groups. More wives are 
employed, giving many families the advantage of additional 
income. Increased purchasing power has enabled individuals 
and family units to consume at a higher level. A popula- 
tion shift from rural to urban areas has brought about 
changes in living patterns. At the same time technological 
developments have expanded the items of consumption and 
increased production, while means of transportation and 
communication have improved.

fL0 Georg Simmel, “Fashion," reprinted in American Journal of Sociology . Vol. 62, No. 6 (May, 1957), p. 541.
 ̂Thorstein Veblen, The Theory of the Leisure Glass (New York: The Modern Library, 1934)7 pp. 186-187.
8 Gabriel Tarde, Social Laws. translated from the French by Howard C. Warren (New York: The MacmillanCompany, 1899), pp. 61-66.
q J. C. Flugel, The Psychology of Clothes (Third Impression; London: The Hogarth Press Ltd., 1950), pp.139-140.

Kimball Young, Social Psychology (New York: F.S. Crofts and Company, 1930), pp. 560-561.



With these changes in cultural environment, some of 
the more recent writings on fashion have indicated a poss
ible change in the pattern of style diffusion. Lerner 
suggests that the transformation of the middle class has 
been the crucial class change in America. He identifies 
the upper middle class as the carriers of fashion change. 
Lerner feels that today American women are choosing clothes 
not to imitate those in the class above, nor to impress
those in the class below, as much as to show distinction

11and individuality on their own class level.
According to Lang and Lang, the growth of the middle

class market has not completely negated the "trickle-down"
theory of fashion change. They feel there are still upper-
class fashion leaders, but a change has occurred in the
rate at which a new fashion is diffused. The increase in
the middle class is thought to have brought about keener
competition and therefore a more rapid distribution and

1?turnover of fashions.
Katz and Lazarsfeld, in their study of fashion in

fluence, found only a slight downward flow of influence by 
status level and that predominantly from women of middle

^  Max Lerner, America as a Civilization. Vol. IT.(New York: Simon and Schuster, 1^62), p. 647.
12 Kurt Lang and Gladys Engel Lang, Collective Dynamics (New York: Thomas Y. Crowell Company, 1962),p. 482.



status to women of lower status. The overall picture was
*

one of women influencing other women very much like them-
13selves in age and status.

However valid the traditional theories of fashion 
diffusion may have been earlier in the century, extensive 
empirical investigations are needed to determine the extent 
of their applicability in today's social structure. The 
nature and complexity of the subject makes quantitative 
study difficult, but statements regarding fashion diffusion 
remain hypothetical until they have empirical data to supr 
port them.

Fashion as. &  process &£ diffusion
Four elements are essential in any study of diffusion:

(1) the tracing of an innovation, (2) over time, (3) through 
specific ahannels of communication, and (4) within a social 
structure.^ None of the research on fashion located by the 
writer were found to include all of these elements. Only 
a limited number dealt with any of these specific components.

Tracing of an innovation- — Bv definition, an innova
tion is the act of introducing something new or novel. As 
Rogers points out, it matters little whether or not the

13 Elihu Katz and Paul F. Lazarsfeld, Personal In
fluence (Glencoe, Illinois: The Free Press, 1955), p*331.

^  Elihu Katz, MThe Social Itinerary of Technical Change: Two Studies on the Diffusion of Innovation,1*Qrgqnigflkipn, Vol. 20 (1961), pp. 70r82.



innovation is "objectively” new, since it is the individ
ual^ perception of "newness" that determines his reaction 
to it.15

There is no consensus as to what actually consti
tutes an innovation in the field of women's fashions. The 
New Look of 1947 and the chemise of 1958 are generally 
cited as examples of innovations. Much of the literature 
on fashion is written from the viewpoint of rapidly changing 
fashions with the idea, expressed or implied, that each 
season's styles are completely different from those of the 
previous season.

The change is assumed to be much more rapid than any
16study of facts would indicate. Roshco states that it is 

necessary to view fashion in perspective, knowing what has 
gone before and what is likely to follow. The embryo of 
the New Look was to be found in the Dior designs for Piguet 
in 1939 and the forerunner of the chemise appeared in 
Balenciaga's collection in 1951. Basic changes in sil
houette, such as these, usually evolve slowly in high 
fashion circles until picked up and adapted by higher- 
priced commercial designers. The most popular of these 
adaptations sift down to the lower-price levels. No matter

^  Everett M. Rogers, Diffusion of Innovations (New York: The Free Press of Glencoe, 19627, p. 13.
^  Nystrom, p. 29.



how suddenly a fashion seems to have appeared, it always 
took several years to develop.^

Any garment is composed of four elements: (1) the
basic silhouette, (2) distinctive details, (3) fabric, and 
(4) color. Any one of these may represent a fashion in its 
own right, distinct and apart from the other three, or a 
certain combination of these may be a fashion. Since the 
entire fashion industry is dedicated to the principle of a 
"new" line each season, any slight variation in, or combi
nation of, any of these elements is touted as "new." The 
fashion press, as a news agency, promotes each season's 
offerings as "new" as do the distributors of fashion ap- 
parell Whether or not the items are aatually "evolutionary" 
or "revolutionary" the presentation to the public is labeled 
as new and distinctively different. Very often it is only 
the label that is new.

Kroeber, in a study of fashion trends from 1844 to 
1919, was one of the first to use precise measures and 
graphic methods of presentation of data in this area.
Using illustrations from magazines as a source of data, he 
plotted the deviations in width and length of skirt,

Bernard Roshco, The Rag Race (New York: Funk andWagnalls Company, Inc. , 1963), pp. 178-203.



10
decolletage of neckline, and waist length for thiB period.
He found these dimensions of dress to run in one-hundred-
year cycles.*'®

Young, using similar methods, charted the cyclical
nature of skirt silhouettes from 1760 to 1937. She found
that the three basic skirt silhouettes, baokrfullness,
tubular, and bell, lasted for about a third of a century

19and followed a rhythmic pattern of succession.
Professor Nystrom and his students, in the late 1920rs 

and early 1930 rs * used much the same methods to chart 
fashion trends in that era. Some of their work was done 
by taking actual counts of style items worn in fashionable 
places in New York over a period of time. Other items 
were aharted by tracing trends in fashion magazines. The 
latter charts are apt to show irregularities Since illus
trations in fashion magazines represent what the editors 
or manufacturers are predicting will be fashionable, rather 
than representing what the public has actually adopted as 
a fashion.^®

It is possible to chart, by taking successive counts, 
either a fashion "buying” cycle or a fashion "use” cycle. 
Assuming that a fashion, from inception and culmination

ip A. L. Kroeber, ”0n the Principles of Order in Civilization as Exemplified in Chages in Fashion," American Anthropologist. Vol. 21 <1919), pp. 235-263.
19 Agnes Brooks Young, p.3.
2n Nystrom, pp. 43r54.



through decline, would follow a normal bell-shaped curve,
the normal “buying” cycle would end before the normal "use"

21cycle, as follows:

_______  Consumer Buying Cycle
_______  Consumer Use Cycle

Time Period

The ”use" cycle has some limitations. While a rela
tively simple method of investigation, the problem lies in 
what people to count, how many, when, and how often in order
to obtain an accurate representation of a stylers fashion 

22cycle. The "buying” cycle would seem to be a more accur
ate measure of the cycle but, to the writer1s knowledge, 
this method has either not been used or findings, if stud
ies have been conducted, are not available for public use. 
The disadvantages of the use of magazine data have already 
been discussed but, in many cases, this may represent the 
only available source of material.

21 IMA. , PP. 22-23
22 Ibid., p. 53.
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Over time.--The spread of an innovation generally 

ocours over a period of time, making this a necessary com
ponent of any diffusion study. When an innovation has been 
charted from its inception through its rise, culmination 
and decline, it then becomes possible to classify the
individuals who either buy or use the item, based on the

23time at which they adopt it.
A study of diffusion of fashion in women's apparel 

involves a problem not usually encountered in the diffusion 
process of an idea, a practice, or a single one-price 
product. The fashion industry produces items that cover an 
enormous span of prices and these items are disseminated 
among the entire population. Relying on ready-made gar
ments, an individual is limited in selection not only by 
what is available on the market, but also by what items 
are available at a price that she is willing or able to 
spend.

Most fashion theories, as previously stated, express 
the idea of a vertical flow of styles from upper to lower, 
assuming this to be both by class and by price. The struc
ture of the industry lends credence to the vertical flow by 
price. Creative designers are most apt to be found working 
in the couture or for high-priced commercial houses where 
their work is not restricted by the necessity of producing

23 Rogers, p. 19.



styles that can be manufactured within a limited price 
range. To a degree, most original sytles are seen first 
at the higher-price levels.

Manufacturers of lower-priced goods copy the best 
selling styles from the price ranges above. As one goes 
down the price scale, the actual number of styles avail
able to the public should, theoretically, become success
ively smaller, if only the best selling items from the 
price above are copied by those beneath. The structure 
of styles available by price level should then resemble 
somfething similar to an inverted pyramid, with the few
est number of styles available at the lowest price level.

It has been generally assumed that the time needed 
for a style to appear at all price levels is relatively 
short. Roshco contends that the more extreme the change, 
the more time it will take for it to be adapted at the 
lower levels, giving a month to a year as the time lag 
between levels.^ Only one research study was located 
with findings relative to this particular time factor.

Winakor studied the time lapse between the first 
appearance of a style in high fashion magazines and its 
appearance in other magazines published for a middle 
socio-economic group. She found, in the period from 
1893 through 1950, that the time lapse between the two

24 Roshco, p. 47.
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groups has been steadily declining for both elements 
affecting silhouette and those which do not affect the 
silhouette. In both cases she found the time lag to have 
diminished from eight to nine months in the earliest period
to approximately two months in the period between 1936

2 *5and 1950. She found no time lag in skirt lengths.
In the study of style diffusion over time, it seems 

that somecmeasure of the availability of the item by price 
range should be considered. Entry of a style into a 
series of price ranges might occur in four different time 
sequences; (1) simultaneous entry--entering each price 
range at the same time, (2) regular systematic delay- 
entering each price range at equally spaced time inter
vals, (3) irregular delay--entering each price range at 
irregularly spaced time intervals, and (4) non-entry-- 
some of the price ranges might be omitted entirely, 
possibly because of inability to copy the item at a given 
price level.

While the general finding of past research indicates
that the adoption of an innovation follows a normal bell-

26shaped curve when plotted over time, the possibility

25Geitel Wiriakor, "Time-Lag Between High Fashion and Accepted Fashion," Journal of Home Economics. Vol. 47, No. 5, pp. 343-344.
26 Rogers, p. 152.
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exists that if a buying or use fashion cycle were con
structed by price level at least three variations might 
occur: (1) each price level might follow a normal curve,
(2) the ascent might be steeper in price levels where the 
entry was later, (3) each price level might exhibit total
ly different variations of the curve.

Combining these two variables, entry into price 
level and rate of acceptance as shown by a buying or use 
cycle, there is a possibility of eleven different combina
tions occurring. These factors, if considered in a study 
of fashion diffusion, might have a bearing on the classi
fication of individuals as leaders or followers, or by 
rate of adoption.

Time is an important element in diffusion studies 
not Duly because it provides a basis for the charting of
diffusion curves but also because it enables the researcher

27to identify the adopters by rate of adoption.
Rogers describes innovativeness as the "degree to

which an individual is relatively earlier to adopt new
28ideas than other members of his social system."

Adopter classification in past research has been done by 
using either a judges* rating system or by time of adoption

27 Elihu Katz, Martin L. Levin and Herbert Hamilton, "Traditions of Research on the Diffusion of Innovation," American Sociological Review. Vol. 28, No. 2 (April 1963), p. 242.
Rogers, p. 259.
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of the innovation. By laying off standard deviations from
the average time of adoption, Rogers partitioned the normal 
curve of duffusion into five adopter categories (innovators, 
early adopters, early majority, late majority, and lag-

The nonsymmetrical category breaks are explained by 
a lack of unified characteristics having been found between 
innovators and early adopters. Past research indicated a 
lack of differentiation between what might have been a 
break of laggards into early and late categories. While 
a combination of early and late majority categories does 
exhibit some degree of homogeneity (the highest among 
adjacent adopter categories), combining the two would 
put 68 per cent of the audience into one c a t e g o r y . ^0

gards).^

mntbe»ry

IWOO

a'Mo I^'/A 34% 34% I <c7o

29 ibid.. pp. 160-162.
30 Ikid. » PP- 164-165.
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Use of such a system of categorization might be one 

method of differentiating individuals by rate of adoption 
of styles based oc. a buying or use diffusion curve.

Channels of communication.--The essence of the
spread of a new idea from its source to its ultimate users
is the interaction of people in which ideas are communica-

31ted from one individual to another. Mass media also 
play a part in the system of fashion diffusion.

The most comprehensive study of personal influence 
in the area of fashion is that of Katz and Lazarsfeld.
They found fashion leadership dependent on the life-cycle 
position, with the younger girls as the key influentials. 
High gregariousness was also found to be a high determin
ant of opinion leadership, and social status to have a 
rather uneven role in concentrations of fashion leader
ship. Outside of personal contacts, only magazines were 
found to play any role at all in the field of fashion 
influence.^

This study considered only one aspect of leadership, 
that of direct influence where advice was sought or given. 
In the case of fashion, the influential who is imitated, 
though he does not attempt to transmit influence, may be

31 Ibid., p. 13.
Katz and Lazarsfeld, pp. 247-270.
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more important. This would seem more consistent with the 
many theories, previously cited, which lay heavy stress on 
the emulative quality of fashion.

Emulation, in any case, implies a process of evalua
tion and self-appraisal in which an individual takes the 
values or standards of other individuals or groups as a 
comparative frame of reference. As Hyman suggests, these 
reference individuals or groups may or may not be those 
with whom one has direct social relations. The more dis
tant reference individuals may serve to enlarge the self 
more than intimate influentials.

Style leadership generally is attributed to the 
upper class whose accepted fashions are adopted by those 
in the classes below. However, the interaction process 
of leadership is likely to be more complex than that of a 
single vertical flow. A two-step flow has been indicated 
in the transfer of information from mass media through 
opinion leaders and from them to their followers by way

3 ^
of personal communication channels. More recent research 
suggests a "multistep flow where opinion leaders may in
fluence other opinion leaders and they, in turn, influence 
their followers.

33 Herbert H. Hyman, "Reflections on Reference Groups," Public Opinion Quarterly. Vol. 24, 3, Fall 1960, pp. 384-396.
34 Katz and Lazarsfeld, p. 30.

Rogers, p. 214.
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Social structure.— The process of diffusion takes

place within a social structure which constitutes a set of
boundaries within which innovations circulate. The social
structure involves the distribution and differentiation of
statuses and roles as well as the patterns of interaction

36among individuals in varying positions.
Expressed or implied in most of the writings on 

fashion is the effect of a system of social stratification 
on the origination, imitation, and discard of styles. In 
order to study the fashion phenomenon some consideration 
should be given to this aspect of social structure.

A study by Barber and Lobel was designed to corre
late the meaning of "fashion" as expressed in various 
fashion magazines with the social class concept. They 
also related the utilitarian, esthetic, and symbolic func
tions of fashion to specific classes on an exclusive 

37basis. Jacobi and Walters suggest that while the copy 
in the magazines may correlate with a social class con
cept , “no attempt was made to validate the alleged rela
tionship between the copy and qualitative characteristics 
of the readers."'^

36 Katz, Levin and Hamilton, p. 247.
^  Barber and Lobel, pp. 323-332.
38 John E. Jacobi and S. George Walters, "Social Status and Consumer Choice," Social Forces, Vol. 36 (March 1958), p. 211.
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Jacobi and Walters also found, in a study they con

ducted , that an attempt to break down the functions of 
fashion on the basis of class lines alone was not success
ful. Their findings suggest that it might be more accurate 
to speak in terms of three types of dress buyers for each 
socioeconomic group based on awareness and assimilation 
of current styles, partial assimilation of current styles, 
and those not concerned with style. On the basis of their
findings they felt there was a need for re-examination of

39the whole social class concept as applied to fashion.
Katz and Lazarsfeld, using three social classes de

termined by education and rental, found as many fashion 
leaders in their high status group as in their middle 
status group with only 10 per cent less in the low status
group. They also found that fashion interest increased

40with each step up the status ladder.
Gray, using Warnerfs ISC scale for class breakdowns, 

found that fashion orientation was not related to social 
class among those who seemed to orient their behavior to
ward urban values, the cosmopolites. Those among the 
lower status groups who tended to identify with city life 
had the same kinds of fashion orientations as those of 
higher status.^

39 Ibid., PP. 211-214.
40 Katz and Lazarsfeld, p. 265.
41 Corrine Gray, "Orientation to Fashion," unpublished 

Master's thesis, University of Michigan, 1953.
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42Gray; as well as Stone and Form, express the need

for research in larger metropolitan areas where there may
be more awareness of the symbolic function of fashion and
more skill in the manipulation of clothing throughout all

4 3strata of the population.
Also implied in the emulation theory of fashion is 

the upward mobility and prestige striving of the lower 
classes for the status symbols adopted by those in the 
class above. Mass production has made possible the rapid 
and relatively inexpensive reproduction of these symbols; 
therefore, differences in consumption between classes be
comes quickly standardized. In order to retain sartorial 
distinctiveness, the class above is forced to change 
fashion rapidly to elude their pursuers.^

The enlargement of the middle class, due to changes 
in income and occupational categories, has been both 
absolute and subjective. Vertical class lines, while per
haps not disappearing, are at least functioning to set 
apart fewer and fewer people in the population at large. 
Differentiation of consumption styles may no longer be 
primarily along class lines, but rather distributed hori
zontally , possibly along the lines of a cosmopolite/localite

42 William H. Form and Gregory P. Stone, The Social Significance of Clothing in Occupational Life« Michigan State College Agricultural Experiment Station, Technical Bulletin 24/, 1955, p. 27.
4^ Gray, p. 108.
44 Flugel, pp. 138-140.
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orientation, task/people oriented occupations, or on a 
spatial basis of segregation such as found in many sub
urban areas. While mobility may or may not be objectively 
real, self-esteem and a sense of status mobility may be 
retained through the frequent changes of items on a basis

/i GJof fashion.

Objectives of the Study 
Much of the literature on fashion is based on an 

assumption of rapid style changes with the subsequent dis
card of styles by the upper classes once they are imitated 
by those in the classes below. Style leadership is gener
ally attributed to the upper stratum of the social struc
ture .

More recent writings, as well as research findings, 
seem to indicate that changes may have occurred in the 
entire pattern of fashion diffusion. Based on these latter 
statements, this study was developed to examine the diffu
sion process with the following objectives:

1. To investigate the relative diffusion rates of 
basic silhouettes and distinctive design details in one 
category of women*s apparel through four price levels over 
a period of nine months.

^  Gregory P. Stone, ''Comments on 'Careers and Consumer Behavior,'" in Lincoln H. Clark, ed., Consumer fie- havior. Vol. II (New York: New York University Press,
1955)7 PP. 24-25.
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2. To attempt to delineate fashion buying cycles 

for styles purchased at these four price levels.
3. To identify and classify the purchasers of these 

styles by adopter categories.
4. To investigate differential characteristics of 

purchasers by price level and by adopter categories on 
fashion interest, sources of fashion information, and 
fashion reference groups.

Hypotheses
At the time the study was undertaken the following 

hypotheses were established:
1. There will be a difference in the number of basic 

silhouettes available in the four departments.
2. The basic silhouettes found in the lower price 

departments will still be available in the higher price 
departments, although at a different position on the 
fashion cycle.

3. Basic silhouettes will move between price levels 
at a slower rate than will design details.

4. There will be significant social class differ
ences between the customers in each of the four departments.

4a. There will be a significant difference in 
in occupational level.

4b. There will be a significant difference in 
income level.



4c. There will be a significant difference 
in educational level.

4d. There will be a significant difference in 
mobility aspirations.

5. There will be a significant difference between 
adopter categories within each department in fashion inter
est , sources of fashion information, and fashion reference 
groups.

6. There will be more similarities in fashion inter
est, sources of fashion information, and fashion reference 
groups among the same adopter categories in all departments 
than there will be among the different adopter categories 
within each department.

Definition of Terms
The definitions pertinent to this study are as fol

lows :
1. Stvle: a distinctive or characteristic mode or

method of expression.
2. Fashion; the prevailing style or styles at any 

given time.
3. Fashion cvcle: the rise, culmination, and decline 

in popular acceptance of a style as determined by success
ive counts of the number of buyers (buying cycle) or users 
(use cycle) of the style over a period of time.

4. Adopter categories: classification of individuals 
by the time at which they adopt a style in relation to its 
fashion cycle.
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5. Basic silhouette: in the case of the misses'

suits dealt with in this study, refers to the jacket and 
deals with the length and degree of fit or conformity to 
body contours.

6. Design details: elements of a garment that are 
distinctive and are incorporated with and influenced by, 
but not a part of, the basic silhouette--i.e., sleeves, 
collars, closings, belts, trims, etc.

7. Suit: a garment consisting of two or more 
pieces sold as a single unit. As a minimum it includes a 
skirt and jacket or cape.

8. Style number: a specific garment incorporating 
a specific basic silhouette and specific design details.

9. Social class: statistically distinguishable 
categories based on the indices of income, occupation, or 
education.

10. Custom salon: department with prices ranging 
from 90 to 525 dollars.

11. Moderate price department: department with
prices ranging from 55 to 150 dollars and with fur trims 
to 250 dollars.

12. Budget department: department with prices ranging
from 12 to 40 dollars and with fur trims to 100 dollars.

13. Basement department: department with prices rang
ing from 8 to 30 dollars and with fur trims to 70 dollars.
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14. Fall season: August, September, October, and 

November sales or magazine issues.
15. Spring season: Deoember, January, February,

March, and April sales or magazine issues.



CHAPTER II 
DESIGN OF THE STUDY

&£ tJag. Study.

A two-phase plan was developed to test the hypoth
eses relative to this study. One phase dealt with data 
obtained from a retail store over a nine-month period* 
and the other phase with information obtained from cus
tomers who had purchased items in the departments under 
investigation. The latter data were acquired by means of 
a mailed questionnaire.

Selection of the area
Since most clothing studies have been conducted in 

relatively small communities, a need exists for informa
tion drawn from larger urban areas,^ Clothing may be a 
more important factor in interpersonal relationships 
where individual contacts are more apt to be impersonal, 
transitory, and segmental.

A midwestern metropolitan area was selected as the 
locus for the study. According to the 1960 Census Bureau

William H. Form and Gregory P. Stone* The Social Significance of Clothing in Occupational Life , Michigan State College Agricultural Experiment Station, Technical 
Bulletin 247, 1955, p. 27.

27
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figures, the city population was approximately 800,000 
and the county population, which includes the city's major 
suburbs, was approximately 1,500,000. Stores in the city 
draw customers from a seventy-five mile radius. This 
peripheral area beyond the central county includes a few 
cities of over 100,000, a considerable number with popu
lations of 45,000 to 60,000, as well as numerous smaller 
communities and a rural segment. The thirteen counties 
in this section were included in the study for comparative 
purposes.

The retail district of the central city is well 
developed. It includes four major department stores, 
numerous small apparel shops, several large chain opera
tions , and at least five women's specialty shops. Some 
of the latter are branches of New York Fifth Avenue stores.

Seleotion of the store
Sales data were needed which would cover the widest 

possible price ranges as well as represent a good cross- 
section of the styles available in the market. For these 
reasons, a department store with a fashion orientation was 
needed as the focal point for the study. One of the cityrs 
major department stores granted the writer access to sales 
data, stocks, and customer charge files. This store, 
with a sales volume of over fifty million dollars, has a 
long-standing reputation as a fashion leader in the
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community. In addition to its central city location, the 
store has a well-developed branch operation covering all 
sections of the surrounding suburbs.

Selection of the apparel category
Time and financial considerations made it necessary 

to limit the study to one category of apparel. The misses* 
suit departments were selected as the focus for this re
search. In this particular category, a nine-month study 
would represent the greatest portion of a yearrs sales.
The time period selected was August 1963 through April 
1964. This period covered fall, resort, spring, and 
Easter sales.

The choice was also influenced by a number of other 
factors. Most women wear suits for approximately the 
same occasions--primarily street and daytime wear. A 
dress, on the other hand, may be perceived by different 
purchasers as appropriate for quite disparate functions.

In buying a coat, one usually must bear in mind the 
style and color of the garments with which it must be 
worn. The same is true of millineryy shoes, and other 
accessory items. A suit, however, would seem to be an 
item where choice might be less restricted by existing 
wardrobe cons iderat ions.

An attempt was made to select an apparel category 
that would appeal to the widest possible age range.
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Sportswear items were eliminated as there are indications 
of a diminishing interest in this category for women over 
the age of fifty-five.^

Coats and suits show a greater mean expenditure dif-
ference than other apparel items between the clerical and

3professional groups in Hovermalers study. This would
seem to indicate that suits might be an item that would 
elicit more clear-cut social strata differences than 
other apparel categories.

Selection of departments
For the past twenty years there has been an increased 

blurring of the traditional lines of apparel carried within 
a department. The coordinated separates found in sports
wear departments, the costumes with jackets in dress de
partments * and two- and three-piece knitted ensembles 
carried in a multitude of departments within a store all 
tend to complicate the isolation of a category for study. 
The proliferation of departments into specialized size 
ranges and types has further confused the picture.

Investigation of the structure of the departments 
in which suits were sold led to the selection of the four 
major suit departments whiah carried missesr sizes only.

Ruth Leftore Hovermale, "Spending Patterns of Single Women, with ESnphasis on Clothing,” unpublished Ph.D. thesis, The Ohio State University, 1962, p. 128.
3 Ibid., p. 160.
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They aooounted for the greatest portion of the storeTs 
total volume in this category, covered the widest price 
range, and represented four distinct price groupings.
These departments included a custom salon, a moderate 
price department, a budget department, and a basement de
partment. There was a slight overlap in prices between 
some departments.

Techniques fif the. Study

Collection of department, data
In working with what might be termed a field situa

tion, it was necessary to restrict data collection to the 
type of information that could be obtained from all de
partments within the framework of their own record aacumu- 
lation. It was not feasible, on this'basis, to include 
either color or fabric as elements for research. This 
study was limited, therefore, to basic silhouette and to 
distinctive details of design,'

Silhouette categories.--'Basic silhouettes have been 
classified in various ways. For the purpose of this re
search they were defined by two measurable criteria: the
degree of fit and the length of the suit jacket.

Only three degrees of fit appeared on the market 
during the time of this study: a demi- or semi-fit, a
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box or straight fit, and a cape. Any curved seaming at the 
bust or waistline was used as the criterion for indicating 
demi-fit. Lack of curved seams was in turn used as the 
criterion for the box or straight fit. The cape was 
identified as a sleeveless garment hanging from the shoul
ders and covering the shoulders, back* and arms.

The jacket length was classified as follows: hip
bone, wrist, finger-tip, and 7/8 length. As an approxi
mation of these body measurements, categories were developed 
using a linear measure (Appendix A). In determining this, 
the item was measured from the center front shoulder seam 
to the bottom edge of the jacket. A size twelve garment 
was used as the standard for measurement whenever possible.

Detail categories. - -'Based on early indications of 
what might be found for the fall season, a limited number 
of design details were selected for classification. 
Additional details were aategorized as they appeared and 
gained in importance (Appendix A). As a sketch had been 
made of each style number, it was possible to go back to 
earlier data and identify any detail categories that had 
been added to the study at a later date.

Classification of styles.--Data were collected once 
a month during an extended trip to the city. Every style 
number that came into each of the four departments was
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sketched on a mimeographed master figure. The sketah was 
identified at this time by listing the department number, 
vendor number, style number, and retail price. The gar
ment was measured and the basic silhouette categorized. 
Notes were made of details that might not be easily seen 
in the sketch and descriptive information added that might 
be useful.

Work books had been prepared for each department.
These were arranged in approximately the same manner as 
the stock control records from which sales data were 
obtained. Individual style numbers were entered under 
their respective manufacturer. The work sheet provided 
columns for recording items in stock, those sketched, 
each month*s sales record, silhouette category, and de
tail categories. Records of the department*s classifica
tion number and the retail price facilitated locating 
garments in stock for sketching.

Sales records.--The method of data collection varied 
as the departments have the option of determining their 
own system of controls. In one department the records 
were kept in what is known as the buyerrs black book.
This record is taken by the buyer on market trips and would 
not have been available at all times to the researcher. 
Therefore, the tiaket stubs from each purchase were used 
to accumulate a monthly sales record of each style number.
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The9e were the same stubs used by stock control to main
tain the black book and were held each month for use by 
the writer. The chief disadvantage to this system was the 
inaccuracy of credit deductions.

In the remaining three departments a panel control 
system was in operation. Sales data were cumulative and 
both sales and credits were entered daily. These records 
remained in the store at all times and were readily avail
able to the writer.

The sales records for all four departments included 
both cash and charge sales from the main store as well as 
the branch operations. No attempt was made to separate 
the figures into point of sale origin and it was impossible 
to isolate sales by method of payment. Therefore, the 
sales records represent total sales figures for each de
partment .

Customer names. - -It was possible to obtain only the 
names and addresses of customers who had charged their 
purchase. Charge sales averaged about 80 per cent of the 
total transactions in these departments. The department 
copy of the sales slip was used to obtain the customer’s 
name and address, the vendor and style number, and the 
price paid for the item.

Not all of these-were usable. The department copy 
was the third copy of the sales slip and some names were
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lost due to blurring from damaged charge-a-plates or 
inability to read handwriting. The sales people were 
responsible for recording the vendor and style number.
In some cases these items were omitted and the names had 
to be rejeated. Multiple purchases were also discarded 
since the garments might have been taken out on approval 
and one returned.

Elimination of customers who had returned the pur
chased item varied from department to department. These 
were easily identified when the filing was done by customer 
name and the return slips included in the file. It was 
more difficult to maintain accuracy when the sales slips 
were filed by sales number or by date. In one department, 
no credit slips were on file, making it impossible to 
eliminate customers who had returned goods.

Information from the sales slips was recorded on 
mimeographed forms. The department number, name and ad
dress of the customer, date of purchase, vendor and style 
number, retail price, and size of garment were recorded 
when checking the sales slips. The silhouette classifica
tion was added by cross-checking with the department work 
sheets. Two categories were used to identify place of 
residence. One group inoluded those who lived within the 
central city county, and the other those who lived in the
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pre-selacted thirteen surrounding counties. Space was 
also provided for indicating whether the purchase was at 
regular price or at a reduced or special sale price. Cus
tomers were given an identifying number and the information 
from the forms recorded on IBM cards. These formed the 
mailing list for the questionnaire.

Names were gathered from all four departments for 
purchases that were made in August, September, October, 
November, February, March, and April. December was 
eliminated as it was felt that the purchases might have 
been gift items. January records were included for both 
the custom salon and the basement department. Because of 
fewer unit sales, the additional names were needed to in
crease the possibility of an adequate number of cases from 
these departments.

Initially it had been decided to use names from only 
the main store sales. This would eliminate a difference 
in the styles available for selection as not all styles 
were carried in the branches, and the same styles were 
not carried in each branch operation. Eaah of the four 
departments were not represented in all of the branch 
units.

There was a variation in the percentage of total 
volume done by each of the four departments in the branch 
stores. One department did less than 2 per cent of its 
total volume in the branches, two approximately 15 per
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cent, and one approximately 55 per cent. In the case of 
the latter department, it was deemed advisable to visit 
all of the branch units and obtain the names of those 
customers who had made purchases in this one department. 
This department carried stock in all of the branch stores. 
Information was gathered for the same months that had been 
used for that particular department in the main store unit.

The que s t ionnaire
Development.--A questionnaire was developed by the 

writer to cover information pertinent to the hypotheses 
under investigation (Appendix B). An attempt was made to 
keep the format simple and to formulate the questions so 
that they could be answered with a minimum of time and 
effort.

It was impractical to pre-test the questionnaire 
under the same conditions which would exist during the re
search project. A pilot study, covering some of the same 
points, had been conducted the previous spring. The 
writer had worked on this study and the information ob
tained was helpful in the construction of this question
naire. The present questionnaire was tested at various 
stages of development on selected individuals in diverse 
age groups, occupations, educational levels, and with 
varying degrees of fashion interest. These pre-tests were 
followed by lengthy discussions on the content and clarity 
of the questions.
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Mailing.--The questionnaires were identified with 

the customer's number and, together with a cover letter 
(Appendix B) , were sent out in four waves: December 15,
January 15, March 15, and April 15. Some five hundred 
questionnaires remained from these mailings. These were 
sent out on July 8 together with a follow-up letter 
(Appendix B). Non-respondents from the April mailing from 
all departments received this second questionnaire. Non
respondents from the custom salon and basement departments 
in the March mailing were also inaluded to increase the 
total number of cases from these departments,

Coding.--The questionnaires were not pre-coded in 
order to eliminate distracting elements. As the question
naires were returned, they were coded according to the 
Coding Manual which had been developed.

The North-Hatt rating scale with interpolations was 
used in coding occupations. Kahl's divisions were used 
to separate the scale into five occupational strata.^
Where occupations were listed on the returned questionnaires 
which were not included on the original scale with added 
interpolations, the writer judged their placement by

4 Joseph A. Kahl, The American Clasa Structure 
(New York: Rinehart and Company, Inc., 1953), pp. 76-77.
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strata basing the decision on Kahlrs definitive descrip
tion of these groups and comparable occupations in the 
scale.

Coding was done on the questionnaires, transferred 
to coding forms, and the information then punched on IBM 
cards.

It was possible that the suit on record had been pur
chased by, or for, someone other than the person contacted 
whose name.had appeared on the charge sale. It was also 
possible that the questionnaire might have been completed 
by another member of the household. An effort was made 
to eliminate these discrepancies by using Question 24 in 
the questionnaire (Appendix B), as a check, to correlate 
the suit purchased with the respondent. This question 
asked the respondent for the name of the store and the date 
of her most recent suit purchase.

In some oases, there was a time lapse between the 
date of purchase and the mailing date of the questionnaire. 
Therefore, a one month deviation from the actual purchase 
date and the date given by the individual as that of her 
most reaent suit purchase was accepted as referring to 
the suit on record. This allowed for error in recall, 
especially when the suit was purchased at the end or the 
beginning of a month.
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Fashion cvole positions.

Data were needed over a longer period of time than 
the nine months involved in this research in order to 
establish a basis for determining where a particular sil
houette might be on a fashion oyale. Since it was impos
sible to obtain sales data comparable to those collected 
in this research, data were used from magazines covering 
the period from fall 1953 through spring 1964. The main 
object was to put the data from this study into a time 
perspective.

While recognizing the limitations of these data, it 
was believed that over a long period of time a fashion 
trend could be established that would bear some relation
ship to a fashion use or buying cyale. Magazines had 
been used in previous studies conducted by Kroeber,^
Young, and others to plot long-range fashion trends.
The methods employed in this research were essentially 
the same as those used by Young^ but for a shorter period.

Data to construct these fashion cycles were needed 
that would be comparable to the four departments under

^ A. L. Kroeber, "On the Principles of Order in Civilization as Exemplified in Changes in Fashion," American Anthropologist. Vol. 21 (1919), pp. 235-263.
6 Agnes Brooks Young, Recurring Cycles of Fashion 1760-193/ (New York: Harper and Brothers Publishers, 1937),pp. 147-165.
7 Ibid.
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study* Vogue magazine was selected as being the most 
representative of the type and price merchandise carried 
in the custom salon, Mademoiselle as the counterpart of 
the moderate priced department, Ladies1 Home Journal as 
approximately that of the budget department, and Sears 
and Roebuck catalogues as depicting merchandise similar 
to that of the basement department.

The writer is aware of the possible discrepancies 
and overlap in these selections as to price levels and 
type of merchandise. The reader is cautioned to view 
these magazine data not as an exact correlate of the 
respective departments, but only as a possible indication 
of trends drawn from the only available source of informa
tion.

Data were obtained from the magazines for the same 
nine months (August through April) with which this study 
was concerned. The period covered was from August 1953 
through April 1964. In the case of the Sears and Roebuck 
catalogues both the fall-winter and spring-summer publi
cations were used. The writer was unable to obtain these 
catalogues for the period previous to the fall-winter 
catalogue of 1957.

Each suit appearance in each publication was noted 
and categorized by the same method used in this study for 
sales data. Both advertisement and editorial appearances 
were counted. Copy was read to eliminate items which
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were sold as separates as well as those outside the size 
range pertinent to this research. Silhouettes which were 
not present in the store during this study, such as the 
tightly fitted jacket of the early 1950rs, were 'classified 
in one group and labeled as "other.” Percentages to the 
total number of suit appearances were calculated for each 
silhouette and detail category for all four publications 
on a seasonal basis--'fall and spring.

In an effort to mitigate the extreme irregularities 
that occurred in plotting the fashion cyales for sil
houettes , a five-period moving average was used to smooth 
the curves and give a clearer picture of the overall 
trend. Sinae it would have been necessary to present the 
last two time p* ciods (fall 1963 and spring 1964) in raw 
form rather than as a moving average, these last two 
periods were eliminated from the cycle. Their presenta
tion seemed to distort rather than add to the cyale.

These long range trends from the various publications, 
together with the sales volume and percentage inarease or 
decrease between the fall and spring seasons, and an 
estimated maximum sales potential were used in determin
ing the possible fashion cycle position for each sil
houette in each department.
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Statistical treatment

Frequency distributions are used to analyze the sales 
figures. The information collected by questionnaire is 
nominal data and, for this reason, frequency distributions 
and Chi-square tests are used in analysis.

Limitations of the Study
The scope and implications of the data are limited 

by the following faators:
1. The study covers only a nine-month period and 

may not be indicative of fashion movement over a longer 
period of time.

2. The study was conducted in a midwestern region 
and, while urban in character, the fashion-consciousness 
and fashion-acceptance for this area may differ from that 
of a comparable metropolitan area in another section of 
the country.

3. The study deals with only one aategory of ap
parel and one size range. Sinae there is no evidence to 
show that all categories of apparel operate in the same 
manner, generalization to the total universe is question
able.

4. The data were collected from only one store.
The sales in this store are biased in the direction of
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the higher price ranges. This results in an over-repre
sentation of unit sales over fifty dollars and an under
representation of unit sales under fifty dollars. This is 
corroborated by a 1961 market profile study on the pur
chase of women*s suits conducted by a survey organization 
and published by one of the aity*s newspapers. This leads 
to a bias not only in sales data but also in customers 
contacted by questionnaire.

An attempt was made by the writer to compare the 
stocks available in the store under study with other out
lets in the city. This was done by shopping all other 
stores once during the height of each season. It was, of 
necessity, a visual cheak. Observation showed the goods 
to be aomparable and, in most cases, there was a better 
selection of styles at all price levels in the store be
ing researched. This, however, in the absence of empirical 
data, does not negate the possibility of the data being 
non-representative of the total market universe or the 
total customer universe.

5. Information was obtained from charge customers 
only. The resulting data might have varied had it been 
possible to obtain information from cash customers.

6. In using a mailed questionnaire an unknown bias 
was introduced. It cannot be assumed that the respondents 
to the questionnaire are representative of the total uni
verse of women suit purchasers.
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7. The magazine data used in the construction of 

a ten-year fashion cyale have an unknown correlation to 
actual sales records. There is also no empiriaal evidence 
to support a correlation between the magazines selected 
and the four departments under study. Cognizant of these 
limitations, the information is presented only as an indi
cation of possible trends over a ten-year time period and 
not as irrefutable evidence of a fashion buying or use 
cycle.



CHAPTER III 
STYLE DISPERSION AT RETAIL LEVEL

The data presented in this ohapter were obtained 
from the sales records of the four misses' suit depart
ments in the store being researched. The data cover the 
nine-month period from August 1963 through April 1964.

The sales records from the departments under study 
are assumed to be indicative of the total stock condition 
for each department. These records inalude both regular 
price and markdown merchandise. Thus, over the nine- 
raonth period under investigation, there were no style 
numbers or silhouettes in stock which were Aot represented 
by sales figures.

Hypothesis X
The first hypothesis in this study states that there 

will be a difference in the number of basic silhouettes 
available in the four departments.

Eleven silhouettes and sixteen details were es
tablished by categorizing the individual styles in eaah 
department. Departmental sales for each silhouette and 
detail were grouped into two selling periods--fall and 
spring.

46
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None of the departments stocked all eleven silhouettes 

during either selling period. The type and number of sil
houettes did not vary between seasons for either the mod
erate price department (nine) or the basement department 
(two). The number of silhouettes increased between 
seasons for both the custom salon (five to nine) and the 
budget department (six to seven) (Table 1).

The distribution of design details was similar to 
that of the basic silhouettes. The number of details 
did not vary seasonally for either the moderate price 
(thirteen) or basement department (six). However, the 
type of details shown each season changed slightly in 
both departments. The number of details in stock in
creased between seasons in both the custom salon (eleven 
to thirteen) and the budget department (nine to thirteen) 
(Table 2).

The data support Hypothesis I. There was a differ
ence in the number of silhouettes, as well as details, 
available in the four departments.

The number of silhouettes and design details appear
ing in the basement department is substantially less than 
the number stocked in any of the other departments. 
Numerical differences exist, but are less, between the 
other departments. In general, the silhouettes and de
tails available to the customers at the three top levels



TABLE 1
SILHOUETTES STOCKED IN EACH DEPARTMENT, PALL 1963 - SPRING 1964-

PALL
Department

SPRING
Department

Silhouette Custom Moderate Budget Basement Custom Moderate Budget Basement

1 X X X X X X X X
2 X X X X X X X X
3 X X X X X X
4 X X X X X X
5 X X X X
6 X X X X X X
7
8 X X X
9 X X X X

10 X X X
11 X

Total 5 9 6 2 9 9 7 2
Source : Appendix C.



TABLE 2
DETAILS STOCKED IN EACH DEPARTMENT, PALL 1963 - SPRING 1964

PALL
Department

SPRING
Department

Detail Custom Moderate Budget Basement Custom Moderate Budget Basement
1 X X X X X X X X
2 X X X X X X
3 X X X X X X X X
4 X X X X X X X X
5 ' X X X X ,t! X
6 X X X X X
7 X X X X X
8 X X X X X X
9 X X
10 X X
11 X
12 X X X X X
13 X X X X X X X
14 X X X X X X X X
15 X X X X X
16 X X X
Total 11 13 9 6 13 13 13 6
Source: Appendix C.



would seem to be varied, while the selection is somewhat 
curtailed at the lowest price level.

Hypothesis XI 
The seaond hypothesis states that the basic sil

houettes found in the lower price departments will still 
be available in the higher price departments, although 
at a different position on the fashion cycle.

The two silhouettes carried in the stock of the 
basement department were also available during both 
seasons in each of the other three departments. The 
silhouettes stocked in the budget department were avail
able In the moderate price department during both seasons 
However, one of the silhouettes carried in the budget 
department each season was not available in the custom 
salon (Table 1).

Five of the six details found in the basement de
partment were also available during both seasons in each 
of the other three departments. During the fall season, 
the sixth item was carried only in the moderate priae 
department, but in the spring appeared in both the moder
ate price and budget departments (Table 2).

During the fall season, all of the details available 
in the budget department were also present in the moder
ate price department, while in the spring, two of the 
details were not carried in the moderate price department
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The budget department also had one detail in the fall and 
two in the spring which were not present in the stock of 
the custom salon (Table 2).

The data would, in general, support the first part 
of Hypothesis II. Basic silhouettes, as well as details, 
found in the two lower price departments were still avail
able in the higher price departments, although a few items 
were not present in both of the higher price ranges.

Three dimensions were used in estimating the fashion 
cycle position for each silhouette in each department:
(1) the percentage sales increase or decrease between 
seasons, (2) the estimated maximum sales potential, and 
(3) the long-range trends based on the publication data.

Because of the relatively small number of sales in
volved, Silhouettes 5, 6, 7, and 8 were combined into one 
category--walking suits. For the same reason Silhouettes 
9, 10, and 11 were grouped together as a cape classifica
tion.

The sales figures, estimated sales potential, and 
fashion cycle positions are presented in Table 3. The 
data from the publications used in estimating sales po
tential and fashion cycle positions are found in Appen
dix E.

The sales data show Silhouette 1 accounting for over 
50 per cent of the total sales in all four of the depart
ments. The percentages range from 56 per cent to
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approximately 69 per cent for the three highest price 
ranges, but represent 96 per cent of the total sales in 
the basement department during the fall season. The fig-* 
ures show an increase between seasons for all departments 
except the basement, where there is a decrease of 8 per 
cent. Even with the decrease* the 88 per cent of total 
sales for the basement department during spring is higher 
than the percentages reached by any of the other depart
ments (Table 3).

The percentage sales for Silhouette 2, which is the 
box fit in the same length as Silhouette 1, range from 4 
per cent to 34 per cent. The figures show a decrease for 
the two highest price ranges between seasons and an in
crease for the two lowest price levels (Table 3).

Silhouettes 1 and 2, which are the same hip-bone 
length, account for 100 per cent of the sales in the 
basement department and from 75 per aent (custom - spring) 
to 94 per cent (budget - spring) of the total sales in the 
other three departments. Silhouettes 3 and 4, both in the 
wrist length, represent sales ranging from 5 per cent in 
the budget department to 23 per cent in the custom salon 
(Table 3).

Sales in the other two classifications are, for the 
most part, minimal with the exception of the walking suits 
(Silhouettes 5, 6, 7 and 8) in the moderate price depart-' 
ment, which account for approximately 9 per cent of the 
fall sales and 3 per cent of the spring volume (Table 3).



TABLE 3
PERCENTAGE OF SILHOUETTE CATEGORIES TO TOTAL SALES, INCREASE OR DECREASE BETWEEN SEASONS, 
ESTIMATED MAXIMUM SALES POTENTIAL, AND ESTIMATED FASHION CYCLE POSITION BY DEPARTMENT

Per Cent* Per CentTotal ..Sales Increase,Silhouette Deoartment E&ll.. Spring Decrease
1 A-Custom 63.80 68.71 + 4.91B-Moderate 56.09 66.16 + 10.07C-Budget 58.48 60.27 + 1.79D-Basement 96.00 88.00 - 8.00
2 A-Custom 20.25 6.65 _ 13.60B-Moderate 27.05 20.19 - 6.86C-Budget 31.80 33.82 + 2.02D-Basement 4.00 12.00 + 8.00
3 A-Custom 11.66 11.15 _ 0.51

B-Moderate 2.67 6.55 + 3.88C-Budget 1.21 2.56 ■ + 1.35D-Basement 0.0 0.0 — -

4 A-Custom 3.68 11.87 + 8.19B-Moderate 3.84 3.52 - 0.32C-Budget 6.63 2.45 - 4.18D-Basement 0.0 0.0

Estimated 
Maximum 

Sales Potential
70-80%70-80
70-80
90-100
30-40
30-40
30-40
20-40
15-30+**
15-30+
15-30+

10-20+
10-20+
10-20+

Estimated 
Fashion Cycle 
Position

BC

UiUJ



TABLE 3 - Continued

Per Cent* Per Cent Estimated Estimated
Ifftal..^Sales Increase/ Maximum Fashion Cycle

Silhouette Deoartment Fall Sating Decrease Sales Potential Position
5,6,7,8 A-Custom 0.61 0.72 + 0.11 10-20B-Moderate 8.93 3.02 mt 5.91 10-20 6C-Budget 1.89 0.65 - 1.24 10-20 AD-Basement 0.0 0.0 — — '
9,10,11 A-Custom 0.0 0.90 + 0.90 2-5

B-Moderate 1.42 0.55 md 0.87 2-5 nC-Budget 0.0 0.25 + 0.25 2-5D-Basement 0.0 0.0 tmrnd tdrnm

* Sourae: Appendix C
** Silhouette might at times assume major volume proportions.

m
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Bearing in mind the hypothetical nature of the maximum 
sales potential, the untested relationship of the publica
tion data to the sales figures, as well as the limited time 
period covered by the sales data, the fashion cycle posi
tions presented in Table 3, while suggestive of differences 
by department, are not conclusive support for Hypothesis II. 
The sales data, however, suggest the possibility that dif
ferences might be supported by research covering a longer 
time period.

In general, the three highest price ranges seem to 
follow the same pattern of style distribution for the sil
houettes that represent the greatest percentage of total 
sales (silhouettes 1 and 2). The pattern seems to be one 
that originates at the highest level and operates in a 
descending order by prioe range. Judging from the per-' 
centages to total sales, particularly in the spring season, 
this might also be true of Silhouettes 3 and 4, .The 
relatively high percentage of sales in the budget depart
ment during the fall season for Silhouette 4 may have been 
exaggerated by the heavy sales volume of one style number 
which possibly represented an Mitemir rather than a trend.

The small percentages involved in the other two 
classifications make analysis difficult, but there seems 
to be a slight suggestion that these minor silhouettes, 
which have a limited possibility of reaching major pro
portions , may have a greater sales potential in the two
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middle price ranges. The drop in Silhouettes 5* 6, 7 and 
8 in both the moderate price and budget department between 
the fall and spring seasons may be due, in part, to the 
rather seasonal character of walking suits.

From the sales data, it would seem that only those 
silhouettes that have attained major volume proportions in 
the upper price ranges are adopted at the lowest level* 
Although the time period for this study is limited, there 
is no indication that basic silhouettes are discarded by 
higher price levels once they reach the lower levels. The 
actual percentage to total sales for the major silhouette 
is highest at the lowest level * while still rising in the 
other three price ranges. The distribution pattern for the 
basement department might have more closely resembled that 
of the other three departments had the other silhouette 
categories been present in stock.

fflyp.Qtfreflig H I  
The third hypothesis pertinent to this study states 

that basia silhouettes will move between price levels at 
a slower rate than will design details.

The sales data are too restricted from the standpoint 
of time to permit definite conclusions as to the diffusion 
rate of basic silhouettes. The only movement of silhou
ettes between price levels was the addition of capes in 
both the custom salon and in the budget department during 
the spring season. They had been present in the moderate
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price department during both the fall and spring season. 
However, the percentage is too small to draw any generali
zations regarding all basic silhouettes (Table 3).

During the nine-month period of this study only two 
silhouettes were available in the basement department.
Since none of the other silhouettes entered this price 
level during the period, it is possible that more than 
nine months are necessary for silhouettes to reach this 
price range. It is also possible that they may never enter 
this lowest price level beaause of low sales volume at the 
upper levels (Table 3).

Five of the sixteen details established in this study 
were chosen for analysis. They were selected on the basis 
of a fairly strong sales volume and a relativly recent 
entrance into the market. The judgment of market entrance 
time was based on the first appearances in the publication 
data (Appendix E).

All six of the details HfJe represented during both 
seasons in the figures for the moderate price department, 
three in both the custom salon and the budget department, 
and one in the basement department. Two details entered 
the budget department during the spring season and one in 
the custom salon and the basement department. None of these 
six details were discarded by any of the departments be
tween the fall and spring season (Table 4).
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TABLE 4
PERCENTAGE OF SELECTED DETAILS TO TOTAL SALES IN EACH DEPARTMENT, FALL 1963 -» SPRING 1964
--»■■■ ~ - ■ - -     - -       - .

Per Cent
Total Sales Per Cent

Detail* Department w  rSRSlklS Increase/Decrease
6 Custom 0.61 0.90 + 0.29

Moderate 2.84 2.96 + 0.12
Budget 0.00 0.25 + 0.25
Basement 0.00 0.00 0.00

13 Custom 10.74 5.58 - 5.16
Moderate 10.18 10.62 + 0.44
Budget 1.43 3.81 ■f 2.38
Basement 0.00 5.90 + 5.90

14 Custom 17.18 7.37 - 9.81
Moderate 17.11 20.19 + 3.08
Budget 6.78 12.73 + 5.95
Basement 11.33 15.65 + 4.33

15 Custom 0.00 0.18 + 0.18
Moderate 2.42 8.51 + 6.09
Budget 3.47 6.26 + 2.79
Basement 0.00 0.00 0.00

16 Custom 0.00 0.00 0.00
Moderate 4.26 3.52 - 0.74
Budget 0.00 3.21 + 3.21
Basement 0.00 0.00 0.00

-    • . . . -

* Description of Details in Appendix A,
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Although the data are not conclusive support for Hy

pothesis III beaause of the limited time period involved 
in this study, more movement appears between price ranges 
for details than for basic silhouettes. Some of the de
tails in this study moved between price levels within a 
four-month period, while the basic silhouettes show little 
change over the entire nine-month period.

Neither all silhouettes, nor all detailsf seem to 
enter the lowest price range. The moderate price depart
ment has, in most oases, a higher percentage of sales in 
details than do the other three departments. On two of the 
details, the custom salon shows a decrease in sales while 
the other three departments register an increase* This 
may be an indication of a faster rate of disaard for de
tails, at least in this department.



CHAPTER IV
DIFFERENTIAL CHARACTERISTICS OF SUIT PURCHASERS 

BY DEPARTMENT AND BY ADOPTER CATEGORIES

The data presented in this chapter were obtained from 
questionnaires mailed to 3 *953 women. The names of these 
individuals were procured during the period from August 
1963 through April 1964 from the aharge sales * records in 
the four misses' suit departments of the store being 
researched. The criterion for verifying the purchase re
duced the original 1,203 returns to 816. The breakdown, 
by department, of original contacts, returns, and usable 
questionnaires is presented in Table 5.

The responses used in analysis represent only 20.6 per 
cent of the women contacted. This relatively low return 
may have resulted in distortion of the data. Although the 
percentage distribution of returns is approximately the 
same as the percentage distribution of original oontacts 
by department, the sample is not assumed to be representa
tive; The number of cases in two of the departments is 
quite small, and an unknown bias may have been introduced 
by relying on mailed returns.
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TABLE 5
QUESTIONNAIRES SENT, RETURNED AND USED IN ANALYSIS BY DEPARTMENT:

NUMBERS AND PERCENTAGES

DeDartment. . Sent..... Returned Used, in Analysis
Number/Per Cent Number Ee.r.£ejzt

Custom 469 11.88 137 11.38 91 11.15
Moderate Price 1485 37.63 452 37.-57 345 42.27
Budget 1517 38.44 480 39.90 304 37.23
Basement 475 12.03 134 11.13 76 9.31
Total 3946 100.00 1203 100.00 316 100.00



Bypotfoegig. S L
The fourth hypothesis in this study states that there 

will be significant social class differences between the 
customers in each of the four departments as determined 
by occupation, income, education, and mobility aspirations.

FAnflta&g.
Occupation.--Questions C2a and C2b of the questionnaire 

(Appendix B) were used to classify the respondents aacord-' 
ing to the North-Hatt occupational rating scale with inter
polations. The husband*s occupation was used in oategoriz- 
ing all married, widowed, or divorced women and the father rs 
occupation was the basis for classification of all single 
individuals.

Kahl*s divisions were used to separate the scale into 
five occupational strata.^" Only three respondents indicated 
occupations that fell within the lowest strata--unskilled 
laborers. These were combined with the semi-skilled manual 
workers in the Chi Square computations. The relatively low 
level of response to this question is due, in part, to the 
rather high percentage of women who listed either their 
husband’s or father’s occupation as ’’retired,** making 
classification impossible.

i Joseph A. Kahl, The American Class Structure (New York: Rinehart and Company, Inc., 1953), pp. 76-77.
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The results, presented in Table 6, show the value of 

the Chi square is significant beyond the .001 level.

TABLE 6
PERCENTAGE DISTRIBUTION OF OCCUPATIONAL CATEGORIES

BY DEPARTMENT

Occupational Department
Cateeorv Custom - Moderate. Budeefc Basement Total

Professional 31.1 18.3 9.3 5.2 15.1
Semi-
Professional 41.9 31.5 31.6 18.9 31.6

Skilled
Manual Worker 25.6 46.4 54.6 62.1 48.6
Semi-Skilled
Manual Worker 1.4 3.8 4.5 13.8 4.7

Total 100.0 100.0 100.0 100.0 100.0
Number of Cases 74 263 247 58 642
Chi Square: 53.7236 p. < .001

The highest percentage of persons in professional and 
semi-professional occupations (73 per aent) is found among 
the respondents from the custom salon. The highest per
centage of skilled and semi-skilled manual workers (75 per 
cent) is located among the customers from the basement 
department. However, all occupational strata are repre
sented in all four of the departments. The greatest simil
arities in percentage by strata exist between the moderate 
and the budget department.
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Income. — Uneven income categories were used in Ques-* 

tion C5 of the questionnaire (Appendix B). According to 
Fortune magazine, an income of approximately $4,000 repre
sents the breaking point where quantity changes to quality 
in consumption, and the groups in income categories over

2$7,500 are concentrated in an area not fat above this line. 
Therefore, intervals of $2,000 were used from the 

lowest level up to the $14,000 aategory in order to eliait 
finer distinctions in income variations. Two larger cate
gories were established beyond this level. The results, 
as presented in Table 7, show a Chi square value that is 
significant well beyond the .001 level.

TABLE 7
PERCENTAGE DISTRIBUTION OF INCOME CATEGORIES

BY DEPARTMENT
- - ' ■ ■ - •   y

Income , Cateeorv Department,Custom Moderate Budget Basement. Total
Under 4 ,000 2.4 3.1 7.5 5.6 4.94,000-5 ,999 1,3 12.5 11.1 26.8 12.1.6 ,000-7 ,999 6.1 15.1 13.3 19.7 13.98,000-9 ,999 8.5 9.8 14.3 - 16.9 12.0
10,000-11,999 13.4 11.3 16.9 18.3 14.2
12,000-13,999 3.7 8.9 12.5 5.7 9.4
14,000-19,999 14.6 18.1 17.6 218 16.1
20,000 and over 50.0 21.2 6.8 4.2 17.4
Total 100.0 100.0 100.0 100.0 100.0
Number of Cases 82 326 279 71 758
Chi Square: 136.5776 p. < .001

^"The Rich Middle-Income Class,M Fortune May 1954, pp. 94-99.
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While eaoh of the income categories are represented 

in all four departments, the concentration of percentages 
varies greatly. Slightly over 64 per cent of the custom 
salon respondents indicated incomes of $14,000 and over 
compared to 39 per cent in the moderate price department, 
24 per cent in the budget department and 7 per aent in the 
basement department.

Conversely, 52 per cent of the respondents from the 
basement reported incomes under $8,000 as compared to 
approximately 32 per cent in the budget department, 31 per 
cent in the moderate price department and 10 per cent in 
the custom salon.

However, in the income classifications from $8,000 to 
$14,000 there is less variation in the percentage distri
bution between departments. In the custom salon, approxi
mately 26 per cent of the respondents reported incomes 
within this range, 30 per cent in the moderate price de
partment, 44 per cent in the budget department and 31 per 
cent in the basement department.

Eduoat ion *--Responses to the question regarding edu
cational level in the questionnaire (Appendix B) indicated 
that only seven individuals had received less than some 
high sahool training. These respondents were combined 
with those having some high school education in computing 
the Chi square value. The results, presented in Table 8, 
show a Chi square value beyond the .001 level.



TABLE 8
PERCENTAGE DISTRIBUTION OF EDUCATION LEVEL BY DEPARTMENT

Educational
. / • . 

Department ,
Category Custom. Moderate Budeet . . Basement. Total

Less than High School 2.2 3.2 5.6 10.5 4.7
Graduate

High School Graduate 14,5 17.2 28.0 39.5 23.0
Business or Technical 3.3 7.3 9.3 7.9 7.7

School
Some College 34.4 28.3 28,5 26.3 28.8
College Graduate 45.6 44.0 28,6 15.8 35.8
Total 100.0 100.0 100.0 100,0 100.0
Number of Cases
Chi Square: 55,1954 p.

90 
<f . 001

343 301 76 810

o\o\
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Again, all departments are represented at each educa

tional level, but a larger percentage of higher educational 
levels appears among the customers in the custom salon. The 
lower educational levels are proportionately higher among 
the respondents from the basement department. Greater simil
arities exist between the custom salon and the moderate 
price department on this variable, while the occupational 
variable shows more similarities between the moderate priae 
department and the budget department.

Mobility aspirations^--Future expectations concerning 
apparel purchases with regard to price, style and quantity 
in Question 17 of the questionnaire (Appendix B) were used 
as indications of possible mobility aspirations. The Chi 
square values for these items are not significant (Table 9).

Although the differences between the departments are 
not significant, a slightly higher percentage of respondents 
from the moderate price, budget, and basement departments 
indicated apparel expectations involving more expensive, 
more highly styled and a greater number of garments. This 
may indicate a slight trend toward the existance of more 
individuals with mobility aspirations in these three depart
ments than in the custom salon, but the evidence is not in 
any way conclusive.



67

TABLE 9
PERCENTAGE DISTRIBUTION OF APPAREL MOBILITY EXPECTATIONS

BY DEPARTMENT

ApparelMobility DepartmentExpectations Custom. Moderate Budget Basement Total
PriceHigher

SameLower
15.981.82.3

29.768.12.2
25.8
72.12.1

23.9 ' 
73.3 2.8

26.171.7
2.2

Total 100.0 100.0 100.0 100.0 100.0
Number of Cases 88 317 287 71 763
Chi Squate: 7.1602 p. < .50
StyleHigherSameLower

7.087.45.6
10.886.42.8

14.581.6 3.9
13.183.63.3

12.084.43.6
Total 100.0 100.0 100.0 100.0 100.0

Number of Cases 71 286 256 61 674
Chi Square: 4.9801 p. <.70
QuantityHigher

SameLower
8.679.1
12.3

12.974.512.6
15.4
71.4 13.2

17.6 
64.817.6

13.8
72.9 13.3

Total 100.0 100.0 100.0 100.0 100.0
Number of Cases 81 309 272 68 730
Chi Square: 5.3417 p. <" .70
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Additional variables.— Age, marital status, area of 

residence'and type of merchandise purchased (whether regular 
price or sale goods) were also selected as variables that 
might show some differences between customers of the four 
departments. These variables and their Chi square values 
are presented in Table 10.

The Chi square values are significant beyond the .001 
level for age, area of residence and price of merchandise, 
but are not significant for marital status.

The highest percentage of older age groups is found 
among the respondents from the custom salon with a trend 
downward in age through the moderate price, budget, and 
basement department. The percentage of single women is 
highest in the moderate price and basement departments. 
Respondents from the basement department are predominantly 
residents of the central city county with the trend toward 
an increase in customers from the peripheral counties as 
one moves upward through the budget, moderate price and 
custom salon. Conversely, the percentage of sale merchan
dise purchased among respondents increases progressively 
as one moves downward from the custom salon, moderate 
price and budget departments to the basement department.
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TABLE 10

PERCENTAGE DISTRIBUTION OF AGE, MARITAL: STATUS, AREA OF RESIDENCE AND PRICE OF MERCHANDISE, BY DEPARTMENT

DepartmentVariable Custom Moderate, Budget Basement Total..
AgeUnder 25 0.0 2.3 5.9 15.8 4.725-34 1.1 10.8 14.9 14.5 11.6

35-44 15.5 24.1 30.0 32.9 26.2
45-54 31.1 34.6 28.7 30.2 31.655-64 35.6 24.4 16.5 6.6 21.065-69 8.9 2.3 1.7 0.0 2.670 and Over 7.8 1.5 2.3 0.0 2.3
Total 100.0 100.0 100.0 100.0 100.0

Number of Cases 90 344 303 76 813Chi Sauare: 103.52 d ,.<.001,
Marital StatusSingle 13.3 22.4 13.5 31.6 18.9Married 74.5 67.7 76.9 63.1 71.5Widowed 10.0 7.3 6.9 2.7 7.0Divorced 2.2 2.6 2.7 2.6 2.6Total 100.0 100.0 10000* 100.0 100.0
Number of Cases 90 344 303 76 813Chi Square: 16.76 p..< .10
Area ofResidenceCentral City 72.5 76.2 88.5 90.8 81.7CountyPeripheral 27.5 23.8 11.5 9.2 18.3CountiesTotal 100.0 100.0 100.0 -100.0 100.0
Number of Cases 91 345 304 76 816
Chi Sauare: 25.62 d . < .001
Price ofMerchandiseRegular 92.3 67.2 62.5 55.3 67.2Sale 7.7 32.8 37.5 44.7 32.8Total 100.0 100.0 100.0 100.0 100.0
Number of Cases 91 345
Chi Square: 33.96 p.< .001

304 76 816
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Interpretation &£ dfitfi

The Chi square values for occupation, income and 
education, which are significant beyond the 1001 level, 
support the differences in social class between customers 
in the four departments as stated in Hypothesis IV. The 
differences between departments on mobility aspirations, 
measured by apparel expectations, are not significant.

Although there are differences of opinion as to 
whether or not these criteria (occupation, income and edu
cation) are an adequate measure of social olass, they can 
be objectively measured and to seme degree set both a limit 
on consumption and the life situation for the individual
and "it often makes small difference for his behavior whether

3the awareness is there or not."
The high value of the Chi squares indicates that the 

differences in occupation, education, and income between 
these departments are significant. If we accept these 
measures as valid indicators of social class, then the 
departments may be taken to represent four different social 
classes of customers.

While education, occupation and income are highly 
interrelated, the patterned differences between departments 
on income shows one interesting variation. In the income 
range between $8,000 and $14,000 there is little percentage

q Leonard Reisman. Class in American Society (Glencoe, 
Illinois: The Free Press,19597, p. 289.
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variation between the four departments. This may be the 
area of income where consumption patterns and life-styles 
of individuals exhibit the greatest variations. Variables 
other than aatual income may be more influential in setting 
the life-style for the individuals within this particular 
income range. Both above and below this level, consumption 
patterns may be less variable.

According to the traditional theory of fashion dif
fusion, discussed in Chapter I, fashions originate among 
the social elite and trickle down through the lower social 
olasseB, with leadership imputed to the upper classes. If 
we accept this theory, and the customers from the four de
partments Under study as representative of distinct social 
classes, then, based on the data presented thus far, the

i .typical fashion leader would be a woman between fijjrtyrfive 
and sixtyrfive years of age, married, purchasing goods at 
regular price and living within the aentral city county, 
with a college degree or some college education, an income 
of over $14,000 a year, and with either husband or father 
engaged in a professional or semi-professional occupation.

This is the reverse of some of the findings presented 
by Katz and Lazarsfeld in their Decatur study.^ They 
found fashion leadership concentrated among single women in 
the under thirty-five age group, and a steady decline with

4 Elihu Katz and Paul F. Lazarsfeld, Personal Influence (Glencoe, Illinois: The Free Press, 1955), pp. 248t270.
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each step upward in age. They also found that leadership 
was proportionately the same in the upper and middle status 
groups and declined less than 10 per cent in the lower 
status group.

Social class alone does not seem to be an adequate 
measure of leadership in the field of fashion. The pic
ture of the fashion leader that emerges* using class as 
the sole oriterion for leadership, does not seem to corres
pond with some of the findings from other studies and seems 
to inadequately illuminate the subject.

Hypothesis £
The fifth hypothesis in this study states that there 

will be significant differences in fashion interest, 
sources of fashion information, and fashion reference 
groups between adopter categories within each department.

Determination of adopter categories

Bv silhouette purchased.--In Chapter III, Table 3, 
the fashion cycle position for each silhouette was esti
mated for each of the four departments. This.position 
was based on per cent to total sales volume, maximum 
sales potential, sales increase or decrease during the 
nine-month period of the study, and consideration of the 
long range trends from the publication data. The fashion 
diffusion curve was then divided into adopter categories
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as suggested by Rogers."* Following is a figure of the
generalized model used, with adopter classifications^

Per Cent Total Sales Volume

-Maximum Sales PotentialSalesIncrease Sales Decrease

I IO O M  l kO Time

Table 11 shows the resulting position, by adopter 
category, for each silhouette in the four departments.

TABLE 11
ADOPTER CATEGORIES OF SILHOUETTES BY DEPARTMENT

Early Early Late
Deoartment Innovators. AdoDters Maioritv Maioritv Laggards
Custom 4,5,6,7,8 3,9,10,11 1 2
Moderate 4 3,5,6,7, 8 1 2,9,10,11Budget 3,4,5,6,7, 8,9,10,11

“ 1,2
Basement 2 1

There were no laggards in any of the departments 
according to this method of classification. While the

^ Everett M. Rogers, Diffusion of Innovations (New York: The Free Press of Glencoe, 1962), p* 162.
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other four adopter categories are present in both the custom 
salon and in the moderate price department, only two cate- 
gories appear in the budget and in the basement department. 
This, in turn, limits the classification of respondents who 
made purchases in these departments.

Bv self-identification.— Because of the limitations 
imposed by availability of merchandise within a given 
price range, classification by adopter category based on 
the purchase of a single item may not be a wholly accurate 
measure of the overall fashion classification of any one 
individual. Question 14 of the questionnaire (Appendix B) 
asked the respondent to identify the adopter category to 
which she felt she belonged. These subjective self-images 
have been found to be generally accurate.

Both methods of adopter classification, silhouette 
purchased and self-identification, are used in the test
ing of Hypothesis V. The percentage distribution of 
respondents by both methods of categorization are presented 
in Table 12.

In order to meaningfully apply the Chi square test J 
innovators and early adopters were combined into one group

IfrM- » P. I 
^ Sidney Sieg 

Inc., 1956) p. 178

Ibid., p. 188.
Sidney Siegel, Nonparametric Statistics for the iral Sciences /New York: McGraw-Hill Book Company,
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TABLE 12
PERCENTAGE DISTRIBUTION OF SILHOUETTE AND SELF-IDENTIFIED 

ADOPTER CATEGORIES BY DEPARTMENT

Adopter
Category

Department
Custom Moderate Budget Basement Total

Silhouette
Innovators 11.0 2.0 6.9 0.0 4.7
Early Adopters 17.6 10.7 0.0 0.0 6.5
Early Majority 59.3 64.9 93.1 5.3 69.2
Late Majority 12.1 22.4 0.0 94.7 19.6
Laggards 0.0 0.0 0.0 0.0 0.0
Total 100.0 100.0 100.0 100.0 100.0

Number of Cases 91 345 304 76 816
Chi Square: 43.82 (a) p.^.001
Self-Identified 

Innovators 10.0 9.0 8.3 12.0 9.1
Early Adopters 33.3 30.1 32.0 25.3 30.8
Early Majority 53.3 52.0 50.7 56.0 52.0
Late Majority 3.4 7.4 7.7 6.7 7.0
Laggards 0.0 1.5 1.3 0.0 1.1
Total 100.0 100.0 100.0 100.0 100.0

Number of Cases 90 335 300 75 800
Chi Square: .76 (a) p. < .90

(a) Innovators and Early Adopters were combined, as were 
Early Majority, Late Majority and Laggards, in the 
computation of the Chi square. The Cni square table 
is a two by four with three degrees of freedom.
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and classified as "early adopters." Respondents who fell 
within the categories of early majority, late majority, or 
laggards were grouped and classified as "late adopters." 
Combining categories places 11 per cent of the respondents 
in the "early adopter" group and 89 per cent in the "late 
adopter" classification, according to silhouette purchased. 
This also results in an almost identical classification of 
silhouette by department. Using the self-identification 
method of classification, 40 per cent of the total fall 
within the "early adopter" category and 60 per cent in the 
"late adopter" group.

This varies somewhat from the percentage distribution
8in the categories as outlined by Rogers. Sixteen per cent, 

according to his breakdown, would be in the "early" group 
and 8E4 per cent would fall into the "late" category. The 
silhouette method of classification more closely resembles 
his distribution. However, it is possible that those who 
responded to the mailed questionnaire are biased in the 
direction of fashion leadership, or that the area of fashion 
may have a different percentage distribution of adopter 
categories than that found in othere spheres.

The Chi square value for the silhouette adopter cate
gories in Table 12 indicates a significance beyond the 
.001 level. HoweVer, the data is conditioned by the 
absence of some categories of merchandise in two of the

Rogers, p. 162



77
departments. Based on self-identifiaation, there is no 
significant difference in adopter categories between the 
respondents in the four departments. If we can assume a 
degree of aacuracy in self-image, then early and late 
adopters would appear to be distributed throughout the 
various departments.

Catego rization of variables

Fashion interest.--The first four questions in the 
questionnaire (Appendix B) were combined into a scale of 
fashion interest! The individual was asked to select 
from three responses her attitude towards the importance of 
being in style, degree of interest in fashion, effort made 
to keep abreast of new style trends, and the extent to 
which she pre-determined her style selection before shop
ping. The possible scores ran from a low of four to a 
high of twelve. Only twenty-nine respondents had scores 
of six or less. These were combined with those scoring 
seven. The thirty-four individuals who scored twelve were 
combined with those who scored eleven. The resulting five 
categories were used in the analysis.

Source of information.--Authenticity of the source of 
information regarding new styles and style trends was the 
key factor in rating the respondentrs source of fashion 
information. The highest ratings were given to the pre
sumably unbiased articles, written by professionals in the
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field, for fashion magazines and newspapers, as well as 
the radio and television programs featuring women’s fashion 
news. These were followed by fashion magazine and news
paper advertisements, store displays and store personnel, 
observation of styles worn by prominent women in news 
photographs, television or movies, observation of styles 
seen in public places, social gatherings, at work, or con
versation with friends or relatives.

Question 6 of the questionnaire (Appendix B) asked the 
respondent to list, in order of importance, the three 
sources that she used most frequently to keep up with 
style trends. Her first choice was the item used in the 
classification of this variable.

Again it was necessary to collapse adjacent cells 
where the number of cases was too small for meaningful 
analysis. In this case, observation of styles in public 
places, social gatherings, at work, and conversation with 
friends or relatives were combined into one category and 
given the lowest rating of authenticity. This group 
represents the categories which seem the least likely 
to include professional evaluations of current news and 
trends in the total fashion p-icture. Fashion shows, 
store displays, store personnel, and observing styles in 
news photographs, movies, or television were also com
bined into one group and ranked next. These were followed, 
in order, by newspaper and fashion magazine advertisements;
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newspaper fashion columns and radio or television programs 
featuring womenrs fashion news; and the fashion magazine 
articles, which were given the highest rating.

Reference groups.--Two major types of reference 
groups have been identified "in terms of their character
istic functions for the behavior of those oriented toward 

9them." One, a "normative" type, serves to set and main
tain standards for the individual while the other, a 
"comparison" type, is used as a comparative frame for the 
evaluation of the individual and others. The same refer
ence group can serve both functions and in neither case 
must the individual actually be a member of the group.^

Using this concept, two questions were inserted in 
the questionnaire (Appendix B). Question 9 asked the re
spondent to identify the group about whose opinion she was 
most concerned in deciding what to wear. Question 10 asked 
for an indication of the group to which the woman, or women, 
whose dress she would most like to emulate belonged.

The question dealing with concern for opinion was 
treated as designating the respondent's normative refer
ence group. Only six individuals indicated aoncern for 
the opinion of complete strangers. These were combined

q Robert K. Merton, Social Theory and Social Structure (New York: The Free Press of Glencoe, 1957), p. 283.
10 Ibid., pp. 283-284.
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with casual associates in the computation of the Chi square 
values, resulting in four categories for analysis; (1) no 
one, (2) relatives, (3) close friends, and (4) casual 
acquaintances.

The choice of group for emulation was considered to 
be representative of the respondent's fashion comparison 
reference group. It was necessary to combine cells for 
computation purposes. Relatives and close friends were 
combined and designated as "primary" groups; associates 
at work, aasual sooial acquaintances and local socialites 
were grouped as "secondary"; and nationally or internation
ally prominent women were termed "tertiary" groups. These 
three categories, together with a "no one" classification, 
formed the units used in analysis of fashion reference 
groups.

Findings
A summary of the Chi square values and probability 

levels for each of the variables (fashion interest, source 
of information, normative reference groups and fashion 
reference groups) for eaah department, and for both methods 
of adopter classification (by silhouette purchased and by 
self-identification), are presented in Table 13. There 
are no figures given for the basement department by sil
houette adopter category as all of the merchandise from 
that department fell into one classification--late adopters.



TABLE 13
SUMMARY OF CHI SQUARES AND PROBABILITY LEVELS OF VARIABLES FOR SILHOUETTE AND 

SELF-IDENTIFIED ADOPTER CATEGORIES BY DEPARTMENT

Silhouette Adoptet Categories
DenartmentIndependent Custom Moderate Budget Basement

Variable Chi Sauare P Chi Sauare P Chi Sauare . P Chi Sauare P .
Fashion Interest 2.69 NS* 2.15 NS 10r60 .05 am

Source of Info. .92 NS 1.35 NS 4.23 NS - -

Norm.Ref.Group 2.00 NS 2.16 NS 2.87 NS - *

Fash.Ref.Group .43 NS 
Self-Identified Adopter Categories

3.72 NS 4.70 NS

Fashion Interest 12.41 .02 22.60 .001 60.23 .001 12.40 .01
Source of Info. 4.31 NS 13.41 .01 11.45 .05 2..46 NS
Norm.Ref.Group 1.36 NS 12.85 .01 8.55 .05 .95 NS
Fash,Ref.Group 12.86 .01 16.55 .001 7.64 NS 3.41 NS

Source: Appendix E
*NS Not Significant
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Interpretat ion of data

Few differences appear between adopter categories 
within each department when the respondents are classified 
by silhouette purchased. Only one variable, fashion inter
est in the budget department, shows a probability level 
that is s ignificant.

The findings obtained from the self-identified cate
gories contain more significant relationships, but these 
vary by department. All four variables are significant in 
the moderate price department, three in the budget depart
ment, two in the custom salon, and one in the basement 
department.

Differences in fashion interest are significant be
tween adopter categories in all four of the departments.
The differences in fashion reference groups are also sig
nificant between adopter categories in two departments. 
Differences in source of information and normative refer
ence groups are significant in only the moderate price and 
budget departments. These data indicate that the respon
dents from the custom salon and the basement department 
may represent more homogeneous groups on some of the 
variables than do those individuals who made purchases 
in the moderate priae or the budget department.

Fashion interest would seem to be the only one of the 
four variables that is a reliable indication of differences 
between early and late adopters in all departments. This
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supports the findings of Katz and Lazarsfeld who found 
that fashion interest and fashion leadership were highly 
correlated.^

Because of the variations that appear between the 
departments on the four variables, the percentage distri
butions are presented in Table 14 as an aid in locating 
the source of variation.

12Unlike the findings of Katz and Lazarsfeld, the 
respondents in this study show no indication of appreciable 
increase in fashion interest with each step up the status 
ladder. This may be due to a difference in the basis for 
determination of fashion interest. Katz and Lazarsfeld 
included in their interest scale an item regarding the 
number of dresses bought or made in the previous year. 
Number of garments, without qualification, may not be an 
accurate measure of fashion interest.

As a group, the respondents from the custom salon 
have a slightly lower percentage in the two lowest cate
gories of fashion interest than do the customers frdm 
the other three departments where the percentages are 
virtually the same. The custom salon and the budget de
partment have a slightly higher percentage of their total 
respondents represented in the two highest categories of 
interest.

Katz and Lazarsfeld, p. 251.
12 Katz and Lazarsfeld, pp. 252-265.



84
TABLE 14

PERCENTAGE DISTRIBUTION OF FASHION INTEREST, SOURCE OF INFORMATION, NORMATIVE AND FASHION REFERENCE GROUPSBY DEPARTMENT

Variable Department
.r 1 1

Fashion, Interest Custom Moderate Budget Basement Total
High 1 16*66 15*06 19.33 14.66 16.81

2 25.55 19.87 20.66 22.66 21.07
3 28.88 31.32 26.33 28.00 28.85
4 16*66 20.18 21.66 22.66 20.57

Low 5 12.22 13.55 12.00 12.00 12.67
Total 100.00 100.00 100*00 100.00 100.00
Number of Cases 90 332 300 75 797
Chi Squares 5*91 p. < .95Authenticity ofSource of InformationHigh 1 31.03 25.23 20.20 13.69 22.89

2 13.79 18.38 22.26 24.65 19.92
3 26.43 28.97 31.16 30.13 29.624 20.68 20.87 15.41 21.91 18.88Low 5 8.04 6.54 10.95 9.58 8.66

Total 100.00 100.00 100.00 100.00 100.00Number of Cases 87 321 292 73 773Chi Sauare: 17 *73 p. < .20Normative Reference
Groups ----No One 31.81 30.74 32.06 34.72 31.73
Relatives 28.40 29.81 29.65 20.83 28.75
Close Friends 35.22 30.74 24.82 30.55 29.01
Casual Acquaintances 4.54 8.69 13.44 13.88 10.49
Total 100.00 100.00 100.00 100.00 100.00Number of Cases 88 322 290 72 772Chi. Sauare: 12.54 r. < .20Fashion Reference
GroupsNo One 13.33 12*16 12.87 16.12 12.91Primary 25.33 20*27 20.07 19.35 20.65
Secondary 33.33 37.50 32.57 24.19 34.00Tertiary 28.00 30*06 34.46 40.32 32.42
Total 100.00 100.00 100.00 100.00 ioo.ooNumber of Cases 75 296 264 62 697Chi Square: 7.01 p. < .70
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The basement and budget departments show no signifi

cant differences between adopter categories in fashion 
reference groups. Table 14 shows that a larger percentage 
of women from the basement department selected women from 
the category of nationally or internationally prominent 
women as fashion referents than did the customers from the 
other departments. This would seem to indicate that more 
women from this department find fewer individuals within 
their own sphere, either primary or secondary, with a 
standard of dress they would choose to emulate than do the 
women in the other groups. The figures seem to indicate, 
however, that, by class, there is a tendency for referents 
to be progressively more distant as one moves down the 
status ladder.

The differences in source of information between 
adopter categories were not significant in either the aus- 
tom salon or the basement department. Table 14 shows, 
however, that the custom salon has a much higher percent
age of respondents relying on information from fashion 
magazine articles than do the individuals from the base
ment department,wha9 as a group, place more importance on 
newspaper articles, radio and television programs, and 
advertisements. In general, there seems to be an overall 
tendency for authenticity of source of information to de
crease as one moves down from the custom salon through the 
other three departments.
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The normative referenoe groups also show no significant 

differences between the adopter categories for either the 
custom salon or the basement department. However, Table 14 
again shows that there is a difference in percentage dis
tribution between the respondents from the two departments. 
Those from the basement department seem to place less im
portance on the opinion of relatives and close friends and 
more on those of casual acquaintances than do the respon
dents from the custom salon. This seems to be the general 
direction of the trend, by department, as one moves upward 
in price range.

Hypothesis V, which states that there will be a signifi
cant difference between adopter categories within each de
partment in fashion interest, sources of fashion information 
and fashion reference groups, is not supported by the data 
derived from adopter categories based on the silhouette 
purchased.

The hypothesis is partially supported by the data 
based on the self-identified adopter categories. The 
differences between adopter categories in fashion interest 
is supported for all departments; in source of information 
and normative reference groups for the moderate price and 
budget departments; and in fashion reference groups for 
the custom salon and moderate price department.

The findings seem to indicate that, although there 
are significant differences between adopter categories
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within some of the departments, there is also the sugges
tion of trends toward alass variations in three of the 
variables. Authenticity of source of information tends to 
decrease and both normative and fashion reference groups to 
become more distant, as one moves down the class scale. 
Fashion interest, however, seems to be free of status dif
ferential.

Hypothesis
The sixth hypothesis in this study states that there 

will be more similarities in fashion interest, sources of 
fashion information, and fashion reference groups among 
the same adopter categories in all departments than there 
will be among the different adopter categories within each 
department.

The self-identified adopter categories are used in 
the testing of this hypothesis. When classified by sil
houette purchased, only 11 per cent of the respondents 
were in the early adopter category. The expected fre
quencies of the cells were too small for meaningful Chi 
Square testing. The Chi squares for the late adopter 
classification included 89 per cent of the respondents 
and produced virtually the same results as those obtained 
when the tests were calculated for the departments as a 
whole.
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Findings

A summary of the Chi square values and levels of 
probability for the variables among the different adopter 
categories within each department and among the same 
adopter categories in all departments is presented in Table 
15«

Table 15 indicates that there are no significant dif
ferences among the members of either the early or late 
adopter categories from all departments on any of the 
variables. There are, however, differences between the 
adopter categories within each department, although not 
on each variable. This would indicate that the similari
ties among the members of an adopter category are greater 
than are the similarities among the respondents from any 
one department.

The percentage distribution of the variables by adopter 
category for each department is presented in Table 16 to 
aid in locating variations between the two groups.

Early Adopters.--Among the early adopters, there 
seems to be a general tendency for the authenticity of 
the source of information to decrease as one goes down 
the social class ladder. This is also indicated in Table 
14 for the various departments as a whole. However, 
relatively few of the early adopters rely on conversation 
with friends or observation of styles worn by those within 
their own spheres of contact as a source of information.



TABLE 15
SUMMARY OF CHI SQUARES AND PROBABILITY LEVELS FOR VARIABLES BY SELF-IDENTIFIED

ADOPTER CATEGORIES BY DEPARTMENT AND BY CATEGORY

Independent
Variable

Department and Adopter Cateeories
Custom Moderate Budeet __ Basement

Chi Square _ P . Chi Sauare P Chi SquAre P Chi Square P.
Fashion Interest 12.41 .02 22.60 .001 60.23 .001 12.40 .o:Source of 4.31 NS* 13.41 .01 11.45 .05 2.46 NSInformation
Normative 1.36 NS 12.85 .01 8.55 .05 .95 NSReference GroupsFashion Reference 12.86 .01 16.55 .001 7.64 NS 3.41 NSGroups

Adopter Cateeorv and DepartmentsIndependent ,_Earlv Adopter . te Adopter..Variable Chi Sauare P Chi Sauare P
Fashion Interest 13.96 NS 3.07 NSSource of 20.40 NS 7.87 NSInformation
Normative 8.05 NS :i0.97 NSReference GroupsFashion Reference 2.76 NS 14.00 NS
Groups ....

* NS: Not Significant

oovo



TABLE 16
PERCENTAGE DISTRIBUTION OF FASHION INTEREST, SOURCES OF INFORMATION, NORMATIVE AND 

FASHION REFERENCE GROUPS OF SELF-IDENTIFIED EARLY AND LATE ADOPTERS BY DEPARTMENT

Independent E arly . A d opters L ate  A dopters.

Fashion Interest Custom. ... . . ATPW,Moderate Budeet Basement Total Custom. Moderates Budeet Basement Total
High 1 

2
34

Low 5

28.21
33.33
23.08
7.69
7.69

25.38
20.77
30.77 
14.62
8.46

35.54
28.10
23.14
10.74
2.48

28.57
32.14
17.86
17.86 
3.57

29.87
26.10
25.78
12.57
5.66

7.84
19.61
33.33
23.53
15.69

8.42
19.3131.68
23.76
16.83

8.38
15.64
28.49
29.05
18.44

6.38
17*02
34.04
25.5317.02

8.14
17.74
30.89
25.88
17.32

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Number of Cases 39 
Chi Square: 13.96 P.<.50

130i 121 28 318 91 202 
Chi Square: 3.

179 
07 p.

47
.99

479

Source of Information 
High 1 

2
34

Low 5

41.0315.38 
20.5115.38 
7.69

34.15
13.01
30.89
18.70
3.25

28.2124.79
27.3510.26
9.40'

11.11
25.93
37.04
22.22
3.70

30.71
18.95
28.7515.35
6.20

22.92
12.50
31.25
25.00
8.33

19.70
21.72
27.78
22.22
8.59

14.86 
20.-57 
33.71
18.86 
12.00

15.22
23.91
26.09
21.74
13.04

17.77
20.55
30.19
21.19 
10.27

Total 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0 100.0
Number of Cases 
Chi Square: 20.40

39
p. < .

123
10

117 27 306 48 198 
Chi Square: 7.

175 
87 p.

46
.80

467

vOO



TABLE 16 - Continued
*

Independent _ Earlv Adopters. Late Adopters
Variable , Department. Department,.

Normative _Custom Moderate Budset, Basement. Total Custom ModerateBudeet Basement Total
Referenoe. Groups No One Relatives Close Friends Casual Acquaintance

36.84
28.9528.95 
5.26

39.52
25.0023.39
12.10

33.05
22.8824.5819.49

37.04
14.81 33.3314.81

36.4223.7725.40
14.33

28.0028.0040.004.00

25.25 31.40 
32.83 34.30 35.35 25.00 6.57 9.30

33.33 24.44 28.89
13.33

28.6032.0431.397.95

Total 100.0 100.0 100.0 100.0 100.0 100.0 100,0 100.0 100,0 100.0
Number of Cases 
Chi Square: 8 .05

38
p. < .

124
70 118 27 307 50 198 172 Chi Square: 10,97 p.

45
.30

465

Fashion
Reference Groups 
No One Primary 
Secondary Tertiary

15.159.09
30.3045.45

11.7614.29
31.09
42.86

11.3214.15
31.1343.40

20.85
8.3329.17
41.67

12.76
13.12
30.85
43.26

11.90
38.10
35.7114.29

12.43 13.92 24.29 24.05 
41.81 33.54 21.47 28.48

13.1626,32
21.05
39.47

13.0125.78
36.14
25.06

Total 100.0 100.0 100.0 100.0 100.0 100,0 100.0 100.0 100.0 100.0
Number of Cases Chi Square: 2.76 33

p. < .
11998 106 24 282 42 177 158 

Chi Square: 14.00 p.
38
.20

415

VO
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The custom salon respondents place greatest importance on 
information obtained from fashion magazine articles while 
the customers from the basement department relied more on 
newspaper and magazine advertisements as a source of style 
news.

All early adopters indicate a relatively high degree 
of interest in fashion. Differences are not significant 
although the percentage of respondents in the two lowest 
interest categories is slightly higher for the moderate 
price and basement department than it is for either the 
custom salon or the budget department.

A high percentage of the respondents from all depart
ments indicate concern for the opinion of no one in their 
choice of clothing. There is a tendency for the normative 
reference groups to be concentrated among both relatives 
and close friends. The respondents from the basement 
department seem to be less concerned with the opinion of 
relatives, and more with the opinion of close friends, 
than are the respondents from the other three departments. 
Although the percentage of the total group is low for 
selection of aasual acquaintances as referents, it is con
siderably lower for the custom salon customers and highest 
for the individuals from the budget department.

There is virtually no difference in the fashion 
reference groups for the early adopters. All early
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adopters indicate a preference for tertiary groups as a 
comparative frame of fashion reference. The respondents 
from both the custom salon and the basement department, 
however, seem to place slightly less emphasis on primary 
referents and more on no one than did the customers from 
the other two departments.

Late adopters.--The fashion interest of the late 
adopters shows no difference between departments. All 
respondents in this category have an interest decidedly 
less than that of early adopters. Approximately 26 per 
cent of the late adopters fell in the two highest fashion 
interest levels as compared to 56 per cent of the early 
adopters•

Source of fashion information for the late adopters 
also shows no significant difference between the depart
ments. The authenticity of the sources used by this group 
is lower than that of the early adopters. The early 
adopters show more reliance on fashion magazine articles 
and considerably less than the late adopters in the use 
of conversation and observation in personal contacts. 
However, within the late adopter category there is some 
evidence of the class differentiation noted previously.
The higher soaial groups rely more on magazine articles 
and the lower groups use more personal contacts as a 
source of style information.
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The normative reference groups selected by the late 

adopters show no significant differences. As a group, a 
smaller percentage of late adopters identify with no one 
than do the early adopters, and a larger percentage select 
relatives and close friends as normative referents. In 
general, the tendency seems to be for more of the customers 
from the custom salon and moderate price departments to 
choose close friends than do respondents from the lower 
price ranges. Identification with casual acquaintances 
increases as one moves downward from the custom salon.
This is the same general tendency noted between the depart
ments as a whole (Table 14).

The late adopters seem to use secondary sources most 
frequently as a comparative standard in fashion. There 
is, however, an increase toward the use of tertiary groups 
as one goes down the social scale. This direction is also 
seen among the total respondents by department (Table 14).

Interpretation of data
Hypothesis VI would, in general, be supported by the 

figures presented in Table 15. Indications are that more 
similarities exist in fashion interest, sources of fashion 
information, and fashion reference groups among the same 
adopter categories in all departments than exist among 
the different adopter categories within each department.
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However, the findings also show that some variables 

tend to relate to social class, and that the same variables 
are not class related for the early and late adopters.

The data leads to the following generalized picture 
of early adopters in the fashion field; they are women with 
a relatively high degree of fashion interest, inclined to 

use mass communications rather than personal contacts as a 
source of fashion information, use nationally and inter
nationally prominent women as a comparative frame of fashion 
reference, and are relatively independent of normative 
referents, or inclined to select the standards of their 
relatives or close friends.

These characteristics of leadership correspond to
some of the other studies that have been conducted in the
fashion field as well as other areas. A high correlation
of fashion interest and.fashion leadership is also found

13in the Katz and Lazarsfeld research. However, they 
find interest increases with each step up the social ladder, 
a finding not corroborated by the data presented here.

The use of mass communications, in preference to 
personal contacts, is in line with the tendency for earlier 
adopters of innovations to use impersonal sources of infor
mation. This generalization is supported by findings from

13 Katz and Lazarsfeld, p. 251.
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numerous studies in other fields,^ as well as those of

15Katz and Lazarsfeld.
The communication exposure and the reliance on mass 

media seems to indicate a cosmopolite orientation for
fashion leaders, which is much the same as the findings

16 17of Gray, Katz and Lazarsfeld, as well as research
18studies of early adopters in other areas.

The use of tertiary sources as fashion referents is 
also consistent with the distance factor, or outside in
fluence, discussed above. The relatively high percentage 
of respondents who seem to be independent of normative 
referents may be an indication of individualistic tenden
cies among fashion leaders'. Where normative reference 
groups are indicated as influential, they tend to be 
either relatives or close friends. This lends support to 
Lerner's observation that today American women are choos
ing clothes to show distinction and individuality on their
own class levels rather than to imitate those above or to

19impress those below.

^  Rogers, p. 179.
IS Katz and Lazarsfeld, p. 318.
^  Corrine Gray, "Orientation to Fashion," unpublished Masterrs thesis, University of Michigan, 1953, p.107.
^  Katz and Lazarsfeld, p. 314.
18 Rogers, pp. 180-181.
**9 Max Lerner, America as a. Civilization, Vol. II(New 

York: Simon and Schuster, 1962), p. 647.
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The composite image of the late adopter, based on the 

data presented above, would be one of a woman with a 
relatively low level of fashion interest, using personal 
contacts and advertisements as a source of fashion informa- 
tion, relying primarily on relatives and close friends as 
a source of values, and using secondary groups as a compara
tive frame of fashion reference. However, the reference 
groups among the late adopters seem to show some tendency 
to variation that might be class related. Since this 
picture is virtually the reverse of that developed for the 
early adopters, the studies, cited above in the discussion 
of the early adopters, apply here as the other side of the 
coin.



CHAPTER V 
SUMMARY AND CONCLUSIONS

Summary

The problem.
Fashion diffusion has been traditionally viewed, in 

both popular and scientific literature, as a proaess of 
imitation and differentiation. As generally stated, fashions 
are said to originate among a social elite whose styles are 
imitated by those in the class below. Fashion, presumably, 
then follows a process of "trickling down" through the 
middle and lower social classes, with the subsequent dis
card of fashions by each class once the styles have been 
adopted by those in the lower social levels.

Some current writings, as well as a few research 
studies in the field, seem to indicate that recent changes 
in the social environment may have caused concomitant 
changes in this classical concept of fashion diffusion 
and leadership.

The purpose of this study is to investigate, within 
a social class framework, the diffusion of fashion in 
one category of womenrs apparel, and to attempt to identify 
and compare differential characteristics of women who are 
style leaders and those who are style followers.

98
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The method

An effort was made to design the research project so 
that it might trace an innovation, over-time, through 
channels of communication, and within a social structure.
A midwestern metropolitan area, with a population of 
approximately 1,500,000, was selected as the site for this 
study.

Through the cooperation of a large department store 
with a well-established fashion orientation, sales reaords 
were charted over a nine-month period in four misses * 
suit departments. The merchandise in these departments 
(oustom saion, moderate price, budget and basement) 
represent distinct price ranges.

Fashion diffusion curves were plotted for basic sil
houettes (measured by degree of fit and length of jaaket), 
and for distinctive design details (sleeves, pockets, belts, 
etc.). The diffusion curve and the fashion cycle position 
of each silhouette and selected design detail, for each 
department, was based on the sales increase or decrease 
during the period of the study; the long range trends 
from four publications which depicted merchandise similar 
in character and price to the departments being researched; 
and on an estimated maximum sales potential.

Each garment in stook was classified by silhouette, 
the silhouette positioned on a diffusion curve, and the 
diffusion curve laid off into adopter categories. Using
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charge sales records as a source, a mailed questionnaire 
was sent to the women who had purchased items in these 
departments. The questionnaire was designed to determine 
their degree of fashion interest, principle source of 
fashion information, normative and fashion reference groups, 
and demographic information.

The 816 respondents were then classified as either 
early or late adopters of fashion according to the sil
houette they had purchased. Each customer had also been 
asked to identify the adopter category to which she felt 
she belonged. This self-identification was also used in 
testing the hypotheses.

Ê qdinga.
At the time the study was undertaken, six hypotheses 

were established. The hypotheses and the data that either 
did, or did not, support them is presented below.

Hypothesis X« ““There will be a difference in the 
number of basic silhouettes available in the four de
partments.

This hypothesis is supported. There is a difference 
in the number of basic silhouettes, as well as in the 
number of distinctive design details, available in the 
four departments. The variations are not great between 
thfe fchghe higher price departments. During the spring 
season, the custom salon and moderate price department
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each had a total of nine silhouettes in stock, while the 
budget department had seven available. The choice was 
limited to two basic silhouettes in the basement depart
ment during both the spring and fall season.

Hypothesis II.--The basic silhouettes found in the 
lower price departments will still be available in the 
higher price departments, although at a different position 
on the fashion cycle.

The basic silhouettes found in the lower price depart
ments are still available in the higher price departments. 
Although the data are not conclusive beaause of the limited 
time period which they cover, there seems to be some indi
cation of support for the difference, by department, in 
fashion cycle position of individual silhouettes. These 
data seem to indicate that the three highest price depart
ments follow a similar pattern of fashion cycles. Again, 
the basement department seems to show the greatest varia
tion by comparison. This is due, in part, to the limited 
number of silhouettes available.

There is also some slight indication, although not at 
all conclusive, of the possibility of two patterns of style 
flow. Silhouettes that seem most likely to become the next 
major volume items in all departments may operate in a 
descending order of diffusion, originating in the highest 
price department. Those classifications that seem likely
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to remain as minor silhouettes in the total picture, may 
either stem,or receive their impetus, from the moderate 
price department. There are also indications that some 
only major silhouettes enter the lowest price level.

Hypothesis III.--Basic silhouettes will move between 
price levels at a slower rate than will design details.

Because of the limited time period involved in this 
study, the data do not offer conclusive support for this 
hypothesis. There are some indications, however, that 
design details may move between price levels more quickly 
than do the basic silhouettes, and that they may also be 
discarded more quickly. It also seems that neither all 
silhouettes, nor all details, enter the lowest price 
level.

Hypothesis IV.--There will be significant social class 
differences between the customers in eaah of the four de
partments.

a. There will be a significant difference in occu
pational level. This is supported by the data and the 
Chi square value is significant beyond the .001 level.
Based on their husband's or father's occupation, the 
custom salon respondents have the highest percentage of 
professional and semi-professional categories, while the 
basement department has the highest percentage of skilled 
and semi-skilled occupations. However, all occupational 
strata are represented in all four of the departments.
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The hypothesis is partially supported by the data 

based on the self-identified adopter categories. Differ
ences in fashion interest are significant between adopter 
categories in all four of the departments. The differences 
in fashion reference groups are significant betvteen adopter 
categories in both the custom salon and the moderate price 
department. Differences in source of information and norma
tive reference groups are significant in the moderate price 
and budget department.

The findings seem to indicate that, although there are 
significant differences between adopter categories within 
some of the departments, there is also the suggestion of 
some class related trends in three of the variables. 
Authenticity of source of information tends to decrease 
and both normative and fashion reference groups to become 
more distant, as one moves down the class scale. Fashion 
interest, however, seems to be free of status differential. 
The respondents from the custom salon and the basement 
department seem to indicate more homogeneity on some of 
the variables than do the customers from the other two 
departments.

Hypothesis VI.--There will be more similarities in 
fashion interest, source of fashion information, and 
fashion reference groups among the same adopter categories 
in all departments than there will be among the different 
adopter categories within each department.



The data, derived from self-identified adopter cate
gories, lend partial support to this hypothesis. There 
are no significant differences among the members of either 
the early or late adopter categories from all departments 
on any of the variables. There are, however, differences 
between the adopter categories within each department, 
although not on each variable. This would indicate that 
the similarities among the members of an adopter category 
are greater than are the similarities among the respondents 
from any one department.

Early adopters tend to be women with a high degree of 
fashion interest, inclined to use mass communications 
rather than personal contacts as a source of fashion infor
mation, use nationally and internationally prominent women 
as a comparative frame of fashion reference, and are rela
tively independent of normative referents or inclined to 
use the standards of their relatives or close friends.
One variable, source of information, shows some indications 
of class relationship among the group.

The respondents who identified themselves as late 
adopters show a low level of fashion interest, use personal 
contacts and advertisements as a source of fashion informa
tion, draw normative referents from among their relatives 
and close friends, and use secondary groups as a compara
tive frame of fashion reference. .Among the late adopters, 
both normative and fashion reference groups show some ten^ 
dency to variations that might be class related.
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Conclusions

The conclusions drawn from the data are organized 
along the lines of the initial framework of the study —  
an investigation of fashion diffusion within a social class 
structure and the attempt to identify and compare differ
ential characteristics of women who are style leaders and 
those who are style followers.

Fashion diffusion by. price range
The customers from the three highest price ranges 

have a varied choice of both silhouettes and design details. 
The actual number is approximately the same in each of 
these three departments. In this category of apparel, 
neither all basic silhouettes, nor all design details, 
seem to enter the market at the lowest price level. The 
customer at this level has a restricted choice, although 
more varied on details than on basic silhouette.

There are also indications of a difference in emphasis 
of major and minor silhouettes between the highest price 
department and the two departments in the middle range. 
Indications are that the middle price ranges are a better 
market for, or give more emphasis to, the minor silhouettes 
which seem to run in short term, periodic cycles. The 
highest price range tends to place more emphasis on the 
silhouettes which seem most likely to become the next 
major volume silhouette.
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There are indications that the details move between 

price ranges more quickly than do silhouettes, and also 
that they may be discarded more quickly. Sinae details 
seem to operate on short term cycles, this is understand
able .

There is no indication, from the data in this study, 
that silhouettes are discarded by the upper price ranges 
once they have entered the lower ranges. Although the 
time period of the study is relatively short, there is no 
indication of this being a factor in the discard of de
tails .

Because of the structure of the industry, most inno
vations occur in the upper price ranges. If the period of 
the cyal£ is relatively short, as it seems to be in details 
and minor silhouettes, and if the cdpying at the manu
facturing level does proceed down by price range, it follows 
that the termination of the cycle would occur at the upper 
levels earlier than at the lower price levels. If the 
entrance of the innovation occurs quickly, or simultane
ously, at all lower levels, then the discard or termination 
of the cycle might proceed at the same rate in all price 
levels.

The findings of this study show a significant: differ
ence between the customers in each department in occupation, 
income, and education. If we accept these as valid indi
cations of social class, then there is reason to question
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the theories whiah explain style discard solely on a basis 
of social class differentiation. The findings from this 
study show the same items selling to all classes during 
the same time period.

D i f f u s io n  c u r v e s

The plotting of fashion diffusion curves for both sil
houettes and details was basic to this study. The original 
intent was to construct a buying curve. However, the time 
period of the study was too short to plot an entire curve 
on any item. Long range data from magazines were used in 
an effort to reconstruct a hypothetical basis for estimat
ing the position of both the silhouettes and details.
There is no empirical evidence to substantiate either the 
correlation of magazines to the departments, or the maga
zine cycles to a buying cycle.

The long range magazine data seem to indicate, however, 
that the details and minor silhouettes run in short periodic 
cycles, and that the major silhouettes operate on long term 
cycles. The two major silhouettes, in vogue during the 
time of this study, began their steady climb in popularity 
in the early 1950rs.

Changes for the major silhouettes, over the period, 
might be assumed to be of the minute, evolutionary type, 
running more or less on a continuum. One of the measures 
used in this study to classify basic silhouettes was length 
of jacket. The dividing lines between the categories were
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arbitrary ones, established for the purpose of classifica
tion. They do represent gross differences and are a measure 
of silhouette. However, the writer also detected movement 
within these classifications, as well as between them. This 
was particularly true in the major silhouette where the 
average jacket length increased approximately an inch be
tween the fall and spring season, but not enough to put it 
into the next category.

On an item that represents this minute evolutionary 
type of ahange, at what point, if any, is it practical or 
justifiable to call the change an innovation? While long 
term, continuous ahanges may point out trends, is this 
type of item in women's apparel a valid indication of 
innovativeness measured in terms of time of adoption?

An adaptation of Moore's^ fourfold classification of 
associated variables, magnitude of change and length of 
time, might aid in the conceptualization and study of the 
complex elements involved in determining how much change, 
in what, constitutes a fashion innovation.

Wilbert E. Moore, Social Change (New Jersey: Prentice-Hall, Inc., 1963), p. 49.
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MAGNITUDE OF FASHION CHANGE

Length
ofTims. Small Scale ,LargS,S,pa,l<->
ShortTerm completely^ewdirection

Revolut ionarvPeriodic Cycles reversalof

z
existingtrends

LongTerm CumulativeChanges
Evolut ionary

Using this model, the short term changes might be 
considered to be those that last approximately two years or 
less, and the long term changes as those which exist for a 
period beyond two or three years.

Distinctive design details, seasonal items, and minor 
basic silhouettes which reappear periodically, might be 
included in the small scale, short term classification as 
periodic cycles.

The minute evolutionary changes in basic silhouettes 
and basic colors might be grouped under the small scale, 
long term cumulative changes. These might reach a satura
tion point in development and lead to large saale, shox"t 
term revolutionary changes. The cumulative short term 
changes oould also develop into large scale, long term 
evolutionary changes.
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The large scale, short term revolutionary type of 

fashion change might be further categorized. One type of 
revolutionary item might be a completely new direction in 
style. This might include such items as the hobble skirt 
of 1957 and the topless bathing suit of 1964. The other 
type of revolutionary change might be those styles that 
represent a reversal in direction of existing trends.
This might include those elements of basic silhouette 
which are primarily two-dimensional--skirt length, degree 
of fit, etc. These changes might appear first among small 
groups before the force of the movement burst upon the 
public, and the change might take one of two directions. 
Either it would die out in a relatively short time, or it 
would continue and become part of the long term fashion 
structure.

The large saale, long term evolutionary type of 
fashion change might encompass the more general trends 
that extend over decades.

The model explained above might aid in differentiating 
the various types of changes that occur in women's fashions. 
It might also help the researcher to determine how much 
change in a dimension might be needed to classify it as an 
innovation.

Classification is also complicated by the multi
dimensional aspects of an item of apparel. Eaah item is 
composed of silhouette, details, color and fabric. Should
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they be considered as individual units of change? If so, 
is there & hierarchial order of innovative importance for 
the four dimensions? Would a subjective evaluation and 
classification of each garment concerning its fashion posi
tion be more accurate than the objective measures used in 
this study?

Adopter categories
The validity of the diffusion curves used in this 

study affects the accuracy of the classification of respon
dents by adopter categories based on the silhouette pur
chased. The results obtained by this method of classifica
tion are extremely disappointing. They show no differential 
on the variables investigated and no correlation with the 
individual's self-identified adopter category.

Based on the discussion of diffusion curves above, it 
seems that basic silhouette may not have been the wisest 
choice of dimension for arriving at fashion adopter cate
gories. It may also be that one item of apparel is not 
an accurate indicator of an individual1̂  overall classifi
cation as an early or late fashion adopter.

Differentiations on the variables under investigation 
do appear in the data obtained using the self-identified 
adopter categories. Since the self-image of an individual 
has been found to be generally accurate in other areas of 
investigation, there is reason to assume that it may also 
be valid in the field of fashion.
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From the data, it would seem that fashion interest is 

the only variable in the study that is completely free of 
what might be a class relationship and dependent upon 
early or late adopter classification. The respondents from 
both the custom salon and from the basement department 
indicate a certain amount of class similarity on variables 
other than fashion interest. The differences between 
adopter categories are significant on all of the variables 
in both of the middle range departments. This group may, 
perhaps partially because of its large size, be late&ing in 
fixed class positions regarding these fashion variables.

The self-identified early adopters from all depart
ments seem to be a more homogeneous group than do the late 
adopters. This coincides with the observations of research
ers from other fields who find the self-image of the early 
adopters to be more aacurate than that of the late adopters. 
In general, the findings from this study are in acaord 
with the leadership characteristics described in other re
search. This would tend to validate the self-identification 
of the respondents by adopter category.

The 11 trickle down” theory of fashion d iffus ion
Central to much of the literature in the fashion field 

is the idea of imitation of fashion by class, with each 
class imitating the one above who, in turn, discard the 
style once it has been copied by the lower social level.
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Fashion leadersh3.p is generally attributed to the upper 
social level.

While the "tricks down" theory of the origination 
and imitation of fashions seems a valid one, by price range 
at the manufacturing level, it seems open to question on a 
sooial class basis at the consumer level.

On the basis of the data from this study, for this 
particular category of apparel, the same basic silhouettes 
and design details sold to all classes during the same time 
period. Although the time period of the study is limited, 
there is no indication of discard of items in the upper 
price ranges once they are available at a lower level. It 
also seems that only a limited number of silhouettes or 
details enter the market at the lowest price ranges.

The percentage sales for both details and minor sil
houettes show some indication of being greatest in the 
middle-price ranges. Since both of these categories seem 
to operate in short term cycles, these may be the type of 
items that have the greatest appeal and selling potential 
in the large middle class market. It may be that the long 
term, cumulative changes are more apt to follow the "triakle 
down" pattern in sales percentages.

Fashion leadership seems to be ramified throughout 
the social classes and not the exclusive domain of the 
upper classes. There were no significant differences in 
self-identified adopter categories between the respondents
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from the four departments. The customers from the lowest 
price range in this category of apparel were restricted, 
however, in their choice of merchandise. Leadership for 
these women would have to be extesoised in other clothing 
classifications.

The reliance on tertiary fashion referents (nationally 
and internationally prominent women) by early adopters in 
all social classes suggests that, rather than a vertical 
class influence, the influence may be that of cultural 
ideals who represent the current fashion standard for ail 
classes. The fashion leaders, in all classes, may then 
exert some influence horizontally within their own class 
level.

A relatively low percentage of women frqm any of the 
departments expressed any concern for opinions regarding 
their apparel of other than primary groups or no one.
Again, this would seem to indioate that there is relatively 
little striving to imitate the class directly above.

Approximately one-third of the respondents indicated 
a concern for no one, which might be interpreted as a 
desire for self-expression or individuality. Only 5 per 
cent of the respondents in this study were under twenty- 
five years of age. It is possible that the age groups 
represented in this researah are more secure in their own 
taste than younger groups might be, and therefore less in
clined to be concerned with conformity to peer norms of 
clothing fashions.
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Very few women from any class relied on conversation 

or observation of styles in public places, social gather
ings, or at work as a principle source of fashion informa
tion. Approximately 91 per cent of the respondents used 
mass media and retail establishments as a main source of 
keeping up with style trends. Sinoe these means of communi
cation are readily available to all social groups, style 
news is not restricted to isolated classes. Acceptance 
within a group may be determined by the availability of the 
item within a given price range and its suitability to the 
life-style of the individuals or the group.

Although this study was limited in time and category 
of apparel, as well as in dimensions of the clothing item 
researched, it does seem to indicate that the process of 
fashion diffusion should not be oversimplified by a general
ized theory of "trickle down" by soaial alass.

The availability of items by price range would seem 
to be a matter of prime importance in the study of fashion. 
Reliance on fashion magazines for data may have tended to 
obsaure the picture of what has been happening in the mar
ket place. This study seems to suggest that the percentage 
of sales may vary by price range; that the middle ranges 
may be the most important for the short term, cyclical type 
of goods; and that there may be a market for more varied 
assortments at the lowest price levels.



116
Since the basic silhouettes chosen for adopter classi

fication in this study did not produce differentiation on 
the variables, further research is needed at the point of 
sale to determine what items, or dimensions of an item, are 
a valid indicator of adopter classification. It may be 
that there are variations in the characteristics of items 
which may attract different types of style leaders.

In any case, consumer research in relation to purchased 
item is needed in the field of fashion as an aid, not only 
to the consumer, but to the manufacturer and retailer as 
well.
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T H E  O H I O  S T A T E  U N I V E R S I T Y

if71 (O U T H  C O L L B O B  B O A D

COLUMBUS 10, OHIO
OOIABOE 09 c o w m n i  AND AOUtmfTBATION luaLirnn.Om

BURBAU OF B tlilN SIS  BBtSABCH UhuC Yocou, Hmt«
L in  M. BfosKU.. Orgnitmttm 
9tmu» Bust, SmMal Mmtljdl 

' Mimu Imnoa. futow M m n

April 15, 1964

Dear Fashion Shopper:
Is fashion fun for you ... a serious game ... or, in the 

phrase of a few years ago, do you tend to think "fashion is 
spinach"?

Whatever your viewB on fashion, we'd like to know them. 
You'll find the enclosed questionnaire quite interesting, we 
think, and enchantingly simple and easy to fill out. It may even 
challenge you to reflect a bit on your own fashion ideas and your 
own fashion buying.

Your answers will be combined with those of other women 
in Cleveland and Northeast Ohio whose names also have been 
drawn at random in a large sample. The resulting data will 
permit the testing of some exciting new ideas about the "fashion 
cycle" developed by Miss Polly Grindereng, who has had sub
stantial experience in fashion merchandising and is completing 
her Ph. D. work at The Ohio State University. This research 
promises to produce some important new understandings of basic 
fashion processes that are now shrouded in the mystique of "the 
world of fashion. "

Won't you take a few minutes to fill out the questionnaire 
now and return it in the postage-paid envelope? Your answers 
will be completely confidential ... will be used only in statistical 
tabulations ... will be greatly valued, and used in a significant 
way.

Sincerely,

JCY/bjs
Enclosure
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The Ohio S ta le  U niversity, Bureau o f  Business Research

Study of Fashion Attitudes and Buying Practices

MY VIEWS ON FASHIONS

f~~) not important at at).

| | leu than that of other women I know.

[ |  practically never try to learn features of the new style trends.

1. I think being in style is
| | very important Q  moderately important

2. I think my interest in fashion is
| |  greater than Q  the same as

3. Before buying clothes I
| |  almost always □  sometimes

4. W hen shopping for clothes I usually 
know exactly which style I want 
have a general idea of which style I want 
have no particular style in mind

5. Within the past month I have obtained information about new clothing styles from:
(Pirate checks (  J  )  A L L  items that apply)

( a ) Fashion magazine articles 
...( b ) Newspaper fashion columns
..( c ) Radio or TV progtatns featuring women's fashion news 
( d  ) Fashion magazine advertisements

 ( e  ) Newspaper advertisements
...( f )  Fashion shows 

. . . ( g )  Observing styles displayed in stores 
( h ) Clerks in stores
( i ) News photographs or articles about prominent women 

..( i ) Observing styles worn on television or in movies

. ( k )  Observing styles worn by women on the streets or in public places

.( I ) Observing styles worn by women 1 meet socially
(m ) Observing styles w o n  by women with whom I work

...( n ) Conversation with my friends or relatives 
( o ) No one or none of the above 

_ ( p )  Other sources (pirate speeify)

6. O f the sources of fashion information just listed in statement 5, the identifying letters of the three that I
freq uently roe to keep up with style trends are, in order of their importance to me,

letter— — 1st; letter 2nd; letter.  3rd.

7. Within the past two months I have read clothing fashion news in the following magazines:
( Please chec4 (  )  A L L  items that apply)

..(a) Family Circle  - (g )  McCall's
(b ) Glamour
(c )  Good Housekeeping 

.(d )  Harper's Bazaar
(c )  Ladies’ Home Journal 

. ( f )  Mademoiselle

_(h) Woman's Day 
. ( i )  Vogue 
( j )  None
(k ) Other (please speeify)

8. The clothes that I wear most closely resemble the style and types of clothes usually shown in the magazine repre
sented by letter of statement 7 above.



9. In deciding what to wear, I am usually most concerned about the opinions of
(Please ekee{ (  y/) only one) •

My relatives 
Mjr cloae friends
People with whom I associate but don't know very well 
Complete strangers that I may see on the street or in public places 
No one

10. Given the opportunity, I would choose to dress like the women (or some specific woman) in the following group: 
(Please cket^ ( t j )  only one)

My relatives 
My dooc friends 
My associates at work
Women I meet socially but don't know very well 
Socially prominent women in my community 
Nationally or internationally prominent women 
Other (please speeify).-, .

11. Compared to most of the women in each of the following groups, I feel I am:
(Please ekeel[ ( y/) only one item for each group—i s t . ,  one ekec\ on eaek line)

Group Better
Dressed

Dressed 1 Not Dressed 
the Same as Well

Don't
Know

My relatives.......................... ,
My dote friends..................... 1 1
Casual acquaintances............. 1 1
Women in my community... 
Women in larger cities..........

12. I Q  enjoy Q  do not enjoy wearing styles that arc very new or different from those worn by my friends.

13. Compared with most of the women belonging to my circle of friends, I am

| | mote likely just as likely Q  less likely to be asked for an opinion about fashions.

14. Compared with other women belonging to my circle of friends', I am likely to adopt and wear styles that are new 
and different

first
near the first
about the same as the majority 
after the majority 
last.

15. In an average month I attend or participate in the indicated activities the following number of times:

Number of times 
attended per month Activity

___________  Group meetings in which most of the members are not well known to me (example: large club
luncheons)

—....................  Group gatherings in which most of the members are friends or people I know well (example:
small card clubs)

 ............... Entertainment events (example: theater, concerts, movies, night clubs)
___________  Informal visiting (no advance preparation)

16. Within the next five years I expect my social activities to
[~~| increase remain about the tame Q  decrease.



17. Compared with the clothing I now own, the clothing that I will need and purchase within the next live years will 
probably be:

» □  mote expensive Q  about the tame price '  Q  lets expensive;
b. [ ]  more highly styled [ ]  about at highly ttyled Q  lett highly styled;
c. |  greater in number | | about the tame number I ) fewer in number.

18. My interest in the styles worn by the groups below can be characterized as follows;
(Pleate ckec^ (  t / )  only one item for each group i t . ,  only one chech on each line)

Very
Interested

Moderately
Interested

Not a t all 
Interested GROUP

........Women whom I know well

........Women with whom I associate but don't know well

........ Women in larger cities

........Women of national prominence

........Women in the wealthy international set

19. I have lived in the county in which I now reside f o r  years; and my personal clothes are usually purchased

in .. . (name of city).

29. If I shop for my clothes in some place other than the above city, it is usually in . (name of city).

21. I wear a s iz e  dress, and 1 always | | usually □  sometimes Q  practically never find
a good selection of styles from which to choose when I shop for street dresses or suits.

22a I think you can almost always Q ] usually □  sometimes practically never find the latest

fashions in the Cleveland stores, but they are most likely to b? available at ... (name of store).

23: I usually shop i n  ( number) stores before making a final selection of a street dress or suit.

24. My most recent purchase of a suit in a regular suit department of a department store was at .. ...........

(name of store) on th e    , floor In _ ... ( month and year).

25. I bought this particular suit because, aside from its color or fabric, its design was
( Please chec/( (  \ j )  one item only) 
n  different than anything I owned 
i \ similar to others I*d owned and liked
n  * style that was distinctively different from what others wear 
| | a style similar to what others wear 
n  the only style that fit or looked well on me 
n  *hc only acceptable style available in my price range 
n  * style that is always in fashion
1 1  1 style someone persuaded me to buy ( □  friend □  relative | ] salesclerk)

| | other reason__

26. I think the suit I bought is

□  a new  style which few people awn
PH a fairly recent style gaining in popularity
P I  a style currently worn by a majority of women



Clsssificatioo Information (For statistical analysis only. A ll information is confidential, and will be used only in statis
tical tabulations.)

C 1. I belong to the foltowing'age group:
□  18 or under C P * - *  □  45-54 I ' |  65-69
□  19-24 0  35-44 0  55-64 □  70 or over

C  2. At present I am 0 s in g le  - 0  married □  widowed 0  divorced

a. If tingle, father*! occupation _---- ----- ---------------------- ----------
b. If married, widowed, or divorced, husband*! occupation .......... ........

( IJ it  husband's occupation at time of marriage or before retirement)

C 3. I have     (number) children. Of these  (number) are living at home.

C 4. I am | 1 employed (or looking for work) | | not employed.
(If employed) I work □  full time [ |  part time, as a (an)  (occupation).

C 5. My approximate total yearly income from all sources is most nearly represented by the following group:
(combine with husband'r income if both ere employed)
□  Under *4,000 Q  *6,000-7,999 0  $10,000-11,999 0  $14,000-19,999
Q  $4,000-5,999 0  $8,000-9,999 0  $12,000-13,999 0  $20,000 and over

C 6. My last grade completed in school is represented by the following group:
(Please eheeh (  <J)  only one)
| | Some grade school 0  Some college
| | Grade school graduate 0  College graduate
| I Some high school 0  Other (please specify)
I" !  High school graduate

Comments (A n y  comment in explanation or amplification of any of the answers you have given, or anything you may 
li\e  to say about fashions or fashion merchandising, will be very much appreciated.)

S ig n a tu r e  n o t  R e q u ir e d

Please return in the attached Business Reply envelope to
Please ehrch to see that all 
s ta te m e n ts  are co m p le ted . 
Each is important; the last six 
are for purposes of statistical 
classification only. Than \ yon 
for your cooperation.

BUREAU OF BUSINESS RESEARCH 
The Ohio Slot* University 

College of Commerce and Administration 
1775 South College Road 
Columbus, Ohio, 432103-J70

OS I'i



T H E  O H I O  S T A T E  U N I V E R S I T Y
1779 SO U TH  COLL BOB ROAD

C O LU M B U S, O H IO  4 3 2 1 *

OOLLBOE OB COMMUCa 
AND ADM1N1STBATKM 

(u m LHcW.Am

BURBAU OB M IH N IM  BEMABCH

IuulC Nuk, Dtrrcfr luw M. Si— i. Ortmitmtm WilllMN. IWMwfA«SMi Mum* Bmslmrtt UMiuiti

June 23, 1964

Dear Fashion Shopper:
A  few weeks ago you were invited to contribute your views 

to a study on fashion being conducted at The Ohio State University.
Replies are urgently needed in order to complete this 

Research which we hope will produce some important new under
standings of basic fashion processes. Your answers will be c o m 
pletely confidential and used only in statistical tabulations. They 
will be combined with those of other women in Cleveland and 
Northeast Ohio whose names also have been drawn at random in 
a large sample.

If you have not as yet returned your questionnaire, won't 
you take a few minutes to fill out the enclosed copy and return it 
in the postage-paid envelope? Your reply will be greatly valued 
and used in a significant way. W e  would appreciate your coopera
tion in returning it within the next few days.

Sincerely,

James C. Yocum 
Director

JCY:sad
Enclosure



APPENDIX G
Peraentage of Silhouettes and Details to Total 

Sales in Each Department,Fall 1963 - Spring 1964
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PERCENTAGE OP SILHOUETTES TO TOTAL SALES IN EACH DEPARTMENT
PALL 1963 - SPRING 1964

Department

**
Custom Moderate Budget Basement

xouette Pall Spring Pall Spring Pall Spring Pall Snrin«
1 63.80 68.71 56.09 66.16 58.48 60.27 96.00 88.00
2 20.25 6.65 27.05 20.19 31.80 33.82 4.00 12.00
3 11.66 11.15 2.67 6.55 1.21 2.56
4 3.68 11.87 3.84 3.52 6.63 2.45
5 4.51 0.50 0.53 0.10
6
n

0.61 0.36 2.42 2.37 1.36 0.55
(

8 0.36 2.00 0.15
9 0.54 0.75 0.35 0.25
10 0.18 0.67 0.20
11 0.18

* Unit sales figures are confidential material. 
** Description of Silhouettes in Appendix A.

l£
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PERCENTAGE OP DETAILS TO TOTAL SALES IN EACE DEPARTMENT
PALL 1963 - SPRING 1964

Detail**
Department

Custom Moderate Budget basement
tmber Pall Soring Pall Soring Pall Soring Pall Soring
1 4.60 8.45 37.31 38.02 36.17 28.56 3.89 11.38 •
2 0.31 0.18 1.92 2.19 0.35 0.19
3 7.06 6.65 5.01 8.96 7.61 4.31 6.29 2.854 9.20 8.63 28.05 22.16 28.71 15.13 40.31 47.36
5 7.67 1.26 0.42 1.21 0.20
6 0.61 0.90 2.84 2.96 0.25
7 3.07 1.98 1.67 2.06 0.25 •«

8 0.31 0.72 0.58 0.30 0.08 0.95
9 3.07 V 3?. 26
10 ? Cl, 18 0.6511 t \  .

% g
i &  ■"

0,25
12 2.25 3.88 0.95 14.53 11.99
13 10.74 i ̂ 5 8 10.18 10.62 1.43 3.81 5.90
14 17.18 % % y ? i7.ll 20.19 6.78 12.73 11.33 15.65
15 ici.18 2.42 8.51 3.47 6.26
16 4 ' f t

'I
"1

4.26 3.52 3.21

* Unit sales figures are Confidential material, 
** Description of details ||n Appendix A.
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APPENDIX D
Number of Silhouette and Detail Appearances in 

Four Publications, Fall and Spring Seasons,1953 - 1964
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NUMBER OF SILHOUETTE AND DETAIL APPEARANCES IN
VOGUE MAGAZINE, FALL AND SPRING SEASONS,

1953 - 1964-

1953 1954- 1955 1956
Silhouette Fall Spring Fall Spring Fall Soring Fal]

1 9 15 13 17 23 43
2 13 8 7 23 7 20 16
3 2 7 17 29 13 2
4 12 7 8 5 16 5 4
5 1 4 8 1
6 2 6 5 3
7 1 2
8 2 1 2
9 2 1
10 1 1 3
11Other 105 120 81 80 63 46 39
Total 131 146 123 152 149 109 111

Detail
1
2
34
5
6
78
910
11
12
1314
1516

2
912
20

6
6
2
2

7
1
1
1

34 8 4

2
2
1

1
2

8
3

112
3

1
14
1
4

52

3
5

5
32

3
12

(Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN
VOGUE MAGAZINE, PALL AND SPRING SEASONS,

1953-1964
SEflBE9& BSSS& 8SSS9X ES3BS8ESSS38BBH BS8& 8S8S9BBBEEBBS9H K BBSRBBtraBM BH BB9ll^flBBRB9G K m SS8BBBSBB H H EBB

1957 1958 1959 I960Silhou- ----------  ---------- ----------  ------ -
ette Soring Pall Soring Pall Soring Pall Soring Pall
1 65 61 57 41 74 65 90 702 34 30 38 41 59 33 51 44
3 2 4 3 9 7 19 6 94 3 2 6 6 1 2 4 2
5 1 4 2 2
6 3 1 3 2 7 1 4
7 1 18 1 3 1 1 3 1
9 3 2 .110 111

Other 24 9 15 3 10 9 2
Total 133 110 120 112 157 139 158 150

Detail
1 5 2 6 9 6 15 14 252 1 12 5 11 31 12
3 6 14 4 6 4 14 3 54 10 5 3 5 2 1 1
5 2 2 1 1
6 1 1 1
7 3 4 2
8 1
9 8 5 8 1
10 13 2 7 8 3 19 8n
12 7 4 3 1 1 2
13 3 2 1 1 2 5 2 514 3 2 2 1 4 9 4 2
15 1 6 2 6 14 18 516 5 3 2 2 10 4 2 3

(Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN
VOGUE MAGAZINE, PALL AND SPRING SEASONS,

1953 - 1964

1961 1962 1963 1964
Silhouette Spring Pall Spring Pall Spring Pall Spring

1 86 65 100 61 56 58 63
2 49 43 49 35 35 37 60
3 3 6 4 11 3 10 11
4 5 9 1 4 10 7
5 3 1 2 6 1
6 2 3 7 6 4 3
7
8 1 1 • 1 4
9 1 1 1
10 1 1
11Other 2

Total 151 129 154 117 111 125 146

Detail
1 40 32 32 21 37 52 50
2 1 9 9 5 1
3 4 18 13 6 2 12 174 9 9 7 8 1
5 4 3 3 2
6 2 1 7 7 5
7 3 3 4 2 3 5 6
8 4
9 1 ]. 1 2
10 10 . 5 12 10 6 6 29
11 3 3 6
12 3 1
13 3 4 11 1 1 6 11
14 5 4 8 2 10 8 15
15 3 10 15 7 4 14
16 1 5 2 5 12 16



NUMBER OF SILHOUETTE AND DETAIL APPEARANCES IN
MADEMOISELLE MAGAZINE, FALL AND SPRING

SEASONS, 1955-1964

1955 1954 1955 1956
Silhouette Fall Spring Fall Spring Fall Spring Fall

1 4 7 1 6 5 5 52 19 9 15 19 8 10 10
5 1 1 6 8 2 14 11 8 12 4 15 2
5 5
6 5 1
7
8 1 2 1 i
910

11Other 44 62 50 54 29 26 24
Total 79 87 79 69 72 42 45

Detail
1 1
2 1 1 2 1
5 1 1 1 1 4 24 2
5 2
6 1 2
7 1
8 5 1 1 1
9 1 5 2 2
10 1 5 4 6 5 5
11
12 1 8 2 6
1514 5 1 1
15 1 216 1 1

(Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN
MADEMOISELLE MAGAZINE, PALL AND SPRING

SEASONS, 1953 - 1964-

Silhouette
1957 1958 1959 I960

Sorinp; Pall Snrinp: Pall SnrinK Pall Spring Pall
1 27 23 35 13 29 30 24- 172 7 9 22 14 21 11 24 24
3 4 4 2 1 3 24- 4 6 2 1 1 2
5 1 4
6 4 4 1 5 2
78 1 1 2 1
9 510 2
11Other 23 10 6

Total 72 58 68 34 52 55 48 47

Detail
1 2 4 2 3 2
2 3 4 4 1
3 5 1 4 5 3 64
5 1
6 1
7 2
8
9 2 7 1
10 5 6 5 1 1 1 14 10
11
12 3 1 2 1 2
13 3 3 2
14 1 2 1 1 1 2
15 3 1 2 4 5 916 2

(Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN
MADEMOISELLE MAGAZINE, PALL AND SPRING

SEASONS, 1953-1964

1961 1962 1963 1964
Silhouette Spring Pall Spring Pall Spring Pall Spring

1 24 23 27 30 21 14 18
2 15 20 27 18 15 25 28
3 2 1 3 4 4 1 34 2 4 4 4 1
5 1
6 1 2 2
7
8 1 1
9 2 1

10
11 2Other

Total 43 52 59 54 44 48 51

Detail
1 7 4 6 14 8 25 20
2 53 4 2 6 6 3 5 84
56 2 1
7 1 1 1 2
8
9 2 1 1 1
10 10 4 9 8 3 8 8
11 1 1
12 2 1 1
13 3 1 1 8 914 1 3 2 9 6
15 3 3 6 4 3 3 716 1 9 5
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NUMBER OF SILHOUETTE AND DETAIL APPEARANCES IN LADIES'
HOME JOURNAL, FALL AND SPRING SEASONS,

1955 - 1964

1953 1954 1955 1956>iinou-
ette Fall Soring Fall Spring Fall Spring Fall
1 1 2 2 1 1 1 14
2 1 3 1 4 5 3 4
3 3 4 6 14 4 l 1 1 2 1
5 1
6 1
78 1
910

11Other 12 14 21 23 9 5 1
Total 21 20 29 28 25 11 21

Detail
12
34
56
78 
9101112
1314
1516

1

1

2

1

3
1

2
1

1
2
1
1
1

( Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN LADIES'
HOME JOURNAL, FALL AND SPRING SEASONS,

1953 - 1964

Silhou 1957 1958 1959 I960
ette Spring; Fall SprinK Fall Spring; Fall SprinK Fall
1 10 • 23 13 17 19 12 4 152 3 11 7 10 14 12 12 6
3 2 1 24 1 1 1 2
56 1 2 1

" 7
8 1 1 1
910 1 1
11Other

Total 15 38 21 30 33 25 18 27

Detail
1 2 2 2 5
2 3 6
3 1 1 3 2
4
5
6
7 1 1 1 1
8 1
9 1
10 1 3 2 2 4 3 5
11
12 1
13 1 3 3 1 4 1 1
14 1 1 3 2 1
15 2 3 3 2 1 2 316 1 2 3 1 1

(Continued)



142

NUMBER OF SILHOUETTE AND DETAIL APPEARANCES IN LADIES'
HOME JOURNAL, FALL AND SPRING SEASONS,

1953-1964

1961 1962 1963
Silhouette

12
34
5
6
78 
91011Total

98

18

1414i
i
i

31 34

791

18

1964
Spring Fall Spring Fall Spring Fall Spring

21 2 512 3 4 591

15

Detail
12
34
56
78
9101112
1314
1516

1
3

6
53
1
1

12

7
2
1

1
31

9
1
2
1
1

1
1
353
5

4
5 
1 
1

3
1
2
2
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN SEARS
AND ROEBUCK CATALOGUE, PALL AND SPRING SEASONS,

1957-1964

1957 1958 1959 I960Silhouette Pall Spring Pall Spring Pall Spring Pall
1 ‘ 2 1  1 2  2 3
2 7 8 7 11 5 5 53 2 1
4 1 7
56 1 1 2  4 1  1 1
7  I8 1 2  3
9 10 

11Other 11 12 5 4 5 10 2
Total 20 24 22 22 13 24 12

Detail
1 1  12 1 2 1 4  4 53 1 2  2
4 1
56
8
9 110 1 1  2 1

1112 1 1
13 1 114 1 2
15 1 1  1 116

(Continued)
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NUMBER OP SILHOUETTE AND DETAIL APPEARANCES IN SEARS
AND ROEBUCK

Silhou- ------ette Spring
1 10
2 3
34
56 3
78
91011Other 3

Total 19

Detail
1 12 4
3 24
56
78
910 2
11 12
13 114 1
15 216

CATALOGUE, PALL AND 
1957 “ 1964

1962
Fall Spring Pall

1 7 71 10 7
3 2

2 3
1

1
6 20 19

4 3
2 3 5

1

1
31 1

SPRING SEASONS,

1963 1964
Spring Pall Sprlnte

14 4 4
9 18 18

14 4 1
1
2 5 1

30 31 25

6 19 151 5
1 2 1

24

1

1 2
2

6 5 2
1 2



APPENDIX E
Fashion Cycle Charts for Silhouette and Detail Appearances in Four Publications, 1953 - 1964

145



CHART I. SILHOUETTE 1: Percentage Total Suit Appearances in Pour
Publications, Pall and Spring Seasons, 1953-1963*

PER CENT 
APPEARANCES (FIVE-PERIOD MOV I NO AVERAGES)

SEASON F 
YEAR '53

  VOGUE
— -—  MADEMOISELLE
-------- LADIES' HOME JOURNAL
-------- SEARS ond ROEBUCK CATALOGUE
SO U R CE  : A PPE ND IX D .



CHABT II. SILHOUETTE 2: Percentage Total Suit Appearances in Four
Publications, Fall and Spring Seasons, 1953-1963•

PER CENT
APPEARANCES ( FIVE-PERIOD MOVING AVERAGES)

6060

5050

4040

3030

2020

S F SSEASON F F ' S F S F F S FS F S F S F S s
YEAR '53 ‘54 '55 *56 *57 *58 '59 *60 ’61 '62 '63

---------  VOGUE
--------- MADEMOISELLE —-----—  LADIES* HOME JOURNAL — -----  SEARS and ROEBUCK CATALOGUE
SOURCE t APPENDIX D. 14?



CHART III. SILHOUETTE 3: Percentage Total Suit Appearances in Four
Publications, Pall and Spring Seasons, 1953-1963•

P E R  C E N T
A P P E A R A N C E S ( F I V E - P E R I O D  M O V I N G  A V E R A G E S )

2020

S E A S O N

Y E A R  '53 '54 '55 ’56 '57 '58 59 '60 61 '62 '63

---------------------- V O G U E

---------------------- M A D E M O I S E L L E

 ------------ —  L A D I E S '  H O M E  J O U R N A L

--------------------- S E A R S  a n d  R O E B U C K  C A T A L O G U E

S O U R C E  : A P P E N D I X  D . 148



CHART IT. SILHOUETTE 4-s Percentage Total Suit Appearances in Pour
Publications, Pall and Spring Seasons, 1953-1963.

P E R  C E N T
A P P E A R A N C E S ( F I V E - P E R I O D  M O V I N G  A V E R A G E S )
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CHART V. SILHOUETTES 5, 6, 7, 8: Percentage Total Suit Appearances in
Pour Publications, Fall and Spring Seasons, 1953-1963.

P E R  C E N T
A P P E A R A N C E S  ( F I V E - P E R I O D  M O V I N G  A V E R A G E S )

2020

S E A S O N

Y E A R '6 3'6 2i
'60‘5 9'5 8'57 61'5 6‘55I '545 3

----------------------  V O G U E

—  _ _  M A D E M O I S E L L E

---------------------- L A D I E S '  H O M E  J O U R N A L

---------------------- S E A R S  a n d  R O E B U C K  C A T A L O G U E

S O U R C E  : A P P E N D I X  D .
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CHART VI. SILHOUETTES 9, 10, 11: Percentage Total Suit Appearances in
Pour Publications, Pall and Spring Seasons, 1955-1963*

P E R  C E N T
A P P E A R A N C E S  ( F I V E - P E R I O D  M O V I N G  A V E R A G E S )

I S

10

5

0 L
S E A S O N  F S FFFS Ss FS FFS F SS FS F

Y E A R  ‘53  '54 '55 '56 ‘5 7  '58 '59 '60 *61 '62

---------------------- V O G U E

   M A D E M O I S E L L E

----------------------L A D I E S '  H O M E  J O U R N A L

---------------------  S E A R S  a n d  R O E B U C K  C A T A L O G U E

S O U R C E  : A P P E N D I X  D .



CHART VII. DETAIL 6: Percentage Total Suit Appearances with Shirt
Sleeve Cuff in Four Publications, Fail and Spring Seasons,
1953-1964.

P E R  CENT
A P P E A R A N C E S 2020

SEASON

YEAR
‘64'62i

'60'58'57'56'54'53

-------------- ------  VOGUE

--------------------  M A D E M O I S E L L E

-------------------- L A D I E S '  HOME J OURNAL

-------------------- S E A R S  and ROEBUCK C ATALOGUE

S O U R C E  : A P P E ND I X  D .
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CHART V T II. DETAIL 1 3 : P e r c e n ta g e  T o ta l  S u i t  A p p earan ces w ith  B r a ss
B u tto n s  i n  F our P u b l i c a t i o n s ,  F a l l  and S p r in g  S e a s o n s ,  
1953-1964.

P E R  C E N T
AP P E A R A N C E S 2020

SEASON

YEAR '63 ’6462I '60 61'58 59'57'55 ‘56I, ■5453

--------------------  VOGUE

--------------------  M AD E MO I S E L LE

-------------------- L A D I E S '  HOME J OURNAL

-------------------  S E A R S  and  ROEBUCK CATALOGUE

S O UR CE  : APPENDI X D.
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CHABT IZ. DETAIL 14: Percentage Total Suit Appearances with Pour Pockets
in Four Publications, Fall and Spring Seasons, 1953-1964.

PER CENT 
APPEARANCES

3030

25

2020

SEASON F 
YEAR '53 '64'63'60’53'58'5756'54 ’55

VOGUE
------ —  MADEMOISELLE
--------- LADIES' HOME JOURNAL
   SEARS and ROEBUCK CATALOGUE

S O U R C E  : A P P E N D I X  D.

17̂
1



CHART X. DETAIL 15 : Percentage Total Suit Appearances witb Braid/Ribbon
Trim in Four Publications, Fall and Spring Seasons, -1955-1964.

P E R  CENT
APPE ARANC ES

2 525

2020

SEASON

YEAR '63 '64'62'616 0'58'57'54 '55 '56‘5 3

VOGUE

MADEMOISELLE

LA D IE S ' HOME JOURNAL

SEARS and ROEBUCK CATALOGUE

S OUR CE  : APPENDIX D.
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CHART XI. DETAIL 16s Percentage Total Suit Appearances with. Slip-out
Cuff in Pour Publications, Pall and Spring Seasons, 1953-1964.

PER CENT 
APPEARANCES

30

25

20

15

t
t1

1
iii

i

\
1t
1\

it \

w

i
\\
\

I
r ;

\i

*
s

\\

$i/
/
$t

\ \
\
\

\
\

y
/

/
i__f

//////

///
/

%\

\

/l/ 1 / t

7
i
t

/
f \

X \%\

s\\ A yy/ /

7 /  \

I  / 1i
! /  

' /

//
$
$

30

25

15

10

SEASON F 
YEAR '53

S F 
'54

S F
'55

S F
'56

S F 
57

S F 
58

S F 
'59

S F 
•60

S F 61 S F 
62

S F
'63

s
64

VOGUE
--------- MADEMOISELLE
---------LADIES' HOME JOURNAL
------- - SEARS and ROEBUCK CATALOGUE

S O U R C E  : A P P E N D I X  D.

\f\



APPENDIX F
Percentage Distribution of Fashion Interest, 

Sources of Information, Normative and 
Fashion Reference Groups for 

Each Department
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PERCENTAGE DISTRIBUTION OF FASHION INTEREST, SOURCE OF INFORMATION, NORMATIVE AND
FASHION REFERENCE GROUPS BY ADOPTER CATEGORIES IN CUSTOM SALON

Variable

Custom Salon
Adonter Categories

Silhouette Self-IdentifiedFashion 
. Interest

Early
Adooters Late

Adooters Total
Early
Adooters

Late
Adopters Total,.,

High 1 23.08 13.85 16.48 28.21 7.84 16.66
2 26.92 24.62 25.27 33.33 19.61 25.55
3 19.23 33.85 29.67 23.08 33.33 28.88
4 15.38 16.92 16.48 7.69 23.53 16.66

Low 5 15r38 10.77 12.08 7.69 15.69 12.22
Total 100,0 100.0 100.0 100.0 100.0 100.0
Number of Cases 26 65 91 39 51 90
Chi Square: 2.69 p.<̂  .70 Chi Square: 12.41 p. < .02
Authenticity of
Source ofInformation
High 1 33.33 29.69 30.68 41.03 22.92 31.03

2 16.67 12.50 13.63 15.38 12.50 13.79
3 25.00 26.56 26; 13 20.51 31.25 26.43
4 20.83 21.88 21.59 15.38 25.00 20.68

Low 5 4.17 9.38 7.95 7.69 ' 8.33 8.04
Total 100.0 100.0 100.0 100.0 100.0 100.0
Number of Cases 24 64 88 39 48 87
Chi Square: .92 p.< .95 Chi Square: 4.31 p.<.50 (

.............  • —  -  -  '



Custom Salon - Continued

Variable Adopter CategoriesSilhouette Self-Identified
Normative Refer Early Late Early Lateence Groups Adopters Adopters Total Adooters Adopters Total
No One 38.46 28.57 31,46 36.84 28.00 31*81
Relatives 19.23 33.33 29.21 28.95 28.00 28.40
Close Friends 38.46 33.33 34.83 28.95 40,00 35.22
Casual Acquaintances 3.35 4.76 4.49 5.26 4.00 4.54
Total 100.0 100.0 100.0 100.0 100.0 100,0
Number of Cases 26 63 89 38 50 88
Chi Square: 2.00 . p. <.70 Chi Square: 1.36 p.<*80
Fashion Reference GrouDS
No One 14.28 12.96 13.33 15.15 11.90 13.33
Primary 23.80 25.92 25.33 9.09 38.10 25.33Secondary 38.09 31.48 33.33 30.30 35.71 33.33Tertiary 3. 23.80 29.62 28.00 45.45 14.29 28.00
Total 100.0 100,0 100.0 100.0 100.0 100.0
Number of Cases 21 54 75 33 42 75
Chi Square: .43 p.< *95 Chi Square: 12.86 p. < .01



PERCENTAGE DISTRIBUTION OF FASHION INTEREST, SOURCE OF INFORMATION, NORMATIVE AND
FASHION REFERENCE GROUPS BY ADOPTER CATEGORIES IN MODERATE PRICE DEPARTMENT

Variable

Moderate Price Department
Adopter Categories . .

Silhouette Self-Identified i .

Fashion 
. Interest

Early
Adopters Late

Adooters Total.
Early
Adopters

Late
Adopters. Total

High 1 20*93 13.71 14*61 25*38 8*42 15*06
2 23.26 20*40 20.76 20*77 19*31 19*87
3 25*58 31.44 30.70 30*77 31*68 31*32
4 18.60 20.07 19.88 14.62 23*76 20*18

Low 5 11.63 14.38 14.03 8.46 16*83 13*55
Total 100.0 100*0 100*0 100.0 100.0 100*0
Number of Cases 43 299 342 130 202 332Chi Square: 2.15 p. <,80 Chi Square: 22.60 p ̂  * 001
Authenticity of .

Source of
InformationHigh 1 30*23 24*48 25*22 34*15 19*70 25*23

2 18.60 18*18 18*23 13*01 21.72 18. §8
3 30.23 28*67 28*87 30.89 27*78 28*974 16.28 21.68 20*97 18.70 22*22 20**87Low 5 4.65 6.99 6,68 3*25 8.59 6*54

Total 100.0 100.0 100*0 100*0 100*0 100.0
Chi Square: 1.35 p. < .90 Chi Square : 13.41 p* <*01 i■cr>o



Moderate Price Department - Continued
- ■' ' - - ■'  - - - -- - —  - - -- ■ - - - - ...

 •   .Adopter. Categories , --.yarjflhlq,. .. , Silhouette ___
Normative Reference Grouns . EarlyAdooters LateAdooters Total EarlyAdooters Late 

Adopters.. Total
No One 40,48 30,10 31.41 39,52 25,25 30,74
Relatives 23.81 30,45 29,60 25*00 32.83 29,81
Close Friends 26,19 31,14 30,51 23,39 35,35 30,74
Casual Acquaintancies 9*52 8,30 8,45 12,10 6,57 8,69
Total 100,0 100,0 100,0 100,0 100.0 100,0
Number of Cases 42 289 331 124 198 322Chi Square: 2*16 p, <,70 Chi Square: 12.88 p, < ,01
Fashion Refer
ence: GrounsNo One 10.53 12.55 12.29 11.76 12*43 12.16
Primary 13*16 21,67 20.59 14.29 24,29 20,27
Secondary 34.21 38,02 37,54 31.09 41,81 37,50Tertiary 42.11 27.76 29.56 42,86 21,47 30,06
Total 100.r0 100,0 100,0 100,0 100,0 100.0
Number of Cases 38 263 301 119 177 296Chi Square: 3.72 p. < „30 Chi Square: 16.55 p,< .001
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PERCENTAGE DISTRIBUTION OF FASHION INTEREST, SOURCE OF INFORMATION, NORMATIVE AND
FASHION REFERENCE GROUPS BY ADOPTER CATEGORIES IN BUDGET DEPARTMENT

Variable

Budget Department
AdoDter Categories

Silhouette Self-IdentifiedFashion Early Late Early LateInterest Adopters Adooters Total Adooters Adopters Total
High 1 42.86 18.02 19.73 35.54 8.38 19.33

2 28.57 19.79 20.39 28.10 15.64 20.66
3 14.29 26.86 25.98 23.14 28.49 26.334 9.52 22.97 . 22.03 10.74 29.05 21.66

Low 5 4.76 12.37 11.84 2.48 18.44 12.00
Total 100.0 100.0 100.0 100.0 100.0 100,0
Number of Cases 21 283 304 121 179 300
Chi Square: 10.60 p. <.05 Chi Square: 60.23 p. <.001
Authenticity of
Source ofInformation
High 1 14.29 20.51 20.06 28.21 14.86 20.20

2 23.81 21.98 22.10 24.79 20.57 22.263 38.10 31.14 31163 27.35 33.71 31.164 23.81 14.65 15.30 10.26 18.86 15.41Low 5 0.00 11.72 10.88 9.40 12.00 10.95
Total 100.0 100.0 100.0 100.0 100.0 100.0
Number of Cases 21 273 294 117 175 292Chi Square: 4.23 p. < .30 Chi Square: 11,45 p, .05

o\w



Budget Department - Continued

Adopter Cateeories
.. Variable.. . ....  Silhouette Self-Identified
Normative Refer-' Early Late Early Late
enoe Groups Adopters Adopters Total Adopters Adooters Total
No One 47,61 30.^6 31.97 33.05 31,40 32,06
Relatives 19.04 30.76 29.93 22.88 34.30 29,65
Close Friends 23.80 24.90 24.82 24.58 25.00 24.82Casual Acquaintances 9.52 13.55 13.26 19.49 9.30 13.44
Total 100.0 100.0 100.0 100.0 100,0 100.0
Number of Cases 21 273 294 118 172 290Chi Square: 2.87 p. < .50 Chi Souarej 8,55 .05Fashion Refer
ence Grouos
No One 20,00 12.20 12.78 11.32 13.92 12.87Primary 15.00 20.33 19.32 14.15 24,05 20,07Secondary L5.00 34.15 32.70 31,13 33.54 32,57Tertiary 50.00 33.33 34.58 43,40 28.48 34.46
Total 100.0 100.0 100.0 100.0 100.0 100.0
Number of Cases 20 246 266 106 158 264Chi Square: 4.70 p. < .20 Chi Square: 7.64 p. oH•V

i-*
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PERCENTAGE DISTRIBUTION OF FASHION INTEREST > SOURCE OF
INFORMATION > NORMATIVE AND FASHION REFERENCE GROUPS BYADOPTER CATEGORIES IN BASEMENT DEPARTMENT

Basement: DepartmentU

.Variable Silhouette AdoDter Cateeories
Fashion Interest EarlyAdopters LateAdopters Total
High 1 2

34Low 5

28.5732.1417.8617.86 3.57

6.3817.02 34.04 25.5317.02

14.6622.66 28.00 22.66 12.00
Total
Number of Cases Chi Sauare: 12.40 d . < .01

100.028
100.047 100.075

Authenticity of 
Source of

_____High 1 234
Low 5

11.1125.9337.0422.223.70

15.2223.9126.0921.7413.04

13.6924.65
30.1321.919.58

Total
Number of Cases Chi Sauare: 2.46 o. < .70

100.027
100.0
46

100.0
73

Normative Refer-
s n i f i f i .  G f f f f M E S . . . . . . . . . . .No One Relatives Close Friends Casual Acquaintances

37.0414.81 
33.3314.81

33.33 24.44 28.8913.33

34.72
20.8330.5513.88

TotalNumber of Cases Chi Square: .95 p. < .90
100.027 100.045 100.072

Fashion Reference Groups No One
PrimarySecondaryTertiary

20.838.3329.1741.67

13.1626.3221.0539.47

16.1219.3524.1940.32
TotalNumber of Cases 
Chi Square: 3.41 p. < .50

100.024 100.038 100.062
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