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This study explored the inferences male children held

about the brand personality. The sample included 46 male

fifth graders. Personal interviews were conducted and the

results were compiled and interpreted using descriptive

statistics. Four subject areas were addressed:

identification and inferences about brand personality,

sources of inferences, children's ability to make inferences

about other children based on brand personality, and

application of brand personality to self. Results indicated

children make inferences about brand personality, make

inferences about other children based on brand personality,

and apply brand personality to themselves. An attempt to

identify sources of inferences was inconclusive.
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CHAPTER I

INTRODUCTION

Statement of the Problem

"Guess", "Bugle Boy", "Reebok", "Keds"; these names

reflect the numerous advertising campaigns that promote

brand names to children in an effort to gain some early

foothold on consumer brand loyalty. Using brand names,

which builds an association of a product or service with a

specific logo or name, is one method marketers use to

overtly differentiate consumer goods. In order to establish

brand loyalty, trade magazines such as Marketing and Stores

advise apparel retailers to utilize brand personalities, a

new term associating human or animal characteristics with a

brand name (Hendon & Williams, 1985) as a market strategy

for product success with children. This practice raises

several questions including: 1) Are children able to

associate specific personality characteristics with

different brands of a clothing style? 2) If children are

able to associate specific personality characteristics with

different brands of a clothing style, is the personality

they associate with the brand the personality that marketers

are attempting to sell or is it the personality of another

child who owns or wears the garment(s)? 3) In addition, do

children infer the personality characteristics they identify
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with a brand to another unknown child that wears the brand?

Purpose of the Study

The purpose of this research was to investigate whether

children perceive that brand names exhibit a "personality"

outside of ownership and to examine children's use of brand

name clothing when they make inferences about the

personality of other unknown children. This research

provides information about children's inferences concerning

an unknown child based on their use or non-use of brand name

clothing.

Research Questions

This study investigated the following research

questions:

1. Are children able to identify and make inferences

about a distinct brand personality in certain brands of

clothing?

2. From what sources do the personality characteristics

that children associate with a clothing brand originate?

3. What personality characteristics do children infer

from unknown children based on their clothing?

4. Do children apply a brand's personality to

themselves?

Significance of the Study

Children appear to have the ability to recognize brand-

name products and form inferences based on ownership.

However, the personality that the marketer is attempting to



3

"sell" with the product may or may not be the personality

that children infer to the owner of the product. Rather, if

the child knows someone who owns the product, this may be

the personality that is inferred to the brand. This

research addresses whether children perceive that brand

names have a "personality" outside of ownership and it

investigates their use of brand-name clothing as a cue when

they make inferences concerning other children. It also

investigates whether children apply the characteristics of a

brand to themselves.

Delimitations

This study was limited to fifth grade boys enrolled in

two public schools in the Lewisville Independent School

District.

Assumptions

1. The subjects could differentiate between brand-

name and non-brand name articles of clothing styles.

2. The interviewer interpreted the subjects'

responses as the subject intended.

Definitions of Terms

The following terms were defined for use in this study.

1. Brand personality consists of obvious or implied

consumer perceptions that when combined with the brand's

image, form a profile expressed by animal or human

characteristics (Engel, Blackwell & Miniard, 1990; Dobni &

Zinkham, 1990; Jones, 1986).
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2. Name brand clothing refers to apparel items that

identify a brand name located on a label attached to the

inside or the outside of the an article of clothing.

3. Brand image is a combination of characteristics

used as an effective marketing tool to position a product or

service functionally, symbolically, or experientially

(Park, Jaworski & MacInnis, 1986).

4. Brand characteristics refer to specific descriptive

used to enhance or form the image of a brand.



CHAPTER II

REVIEW OF LITERATURE

This chapter contains two parts. The first part is the

conceptual framework used for carrying out the study. The

second part is a review of related research.

Conceptual Framework

Plummer (1985) identified three dimensions of brand

that consumers can evaluate or react to when making a

purchasing decision: physical characteristics, functional

characteristics, and characterization features. Physical

characteristics include color, silhouette, and price. A

child reacting to the physical characteristics of an item of

clothing would be responding to it's color, shape, or fit.

Functional characteristics are positive or negative

repercussions of using a brand. A child reacting to the

functional characteristics of an item of clothing might

believe she/he could jump higher if she/he wore a particular

brand of shoe. Characterization features express the

"personality" of a brand.

Brand personality consists of obvious or implied human

or animal characteristics that combine together to form a

consistent product profile (Engel, Blackwell & Miniard,

1990; Dobni, Zinkham, 1990; Jones, 1986). A brand's

5
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personality profile includes both the image engineered by

marketers and actual consumer attitudes toward that brand.

A child reacting to a brand's personality might first

consider a desired brand's personality characteristics such

as stylish, athletic, adventurous, or fun. Secondly, he/she

might also consider himself/herself as stylish, athletic,

adventurous, or fun. If the child can see a fit between

his/her personality and the brand's personality, he/she may

desire that brand. Thus, reactions to a brand may consist

of not only consumer's reactions to the physical and

functional properties of the product but also the consumer's

reaction to the brand's characterization or personality.

This may be followed by an evaluation to determine if there

is a fit between the brand's personality and the

individual's personality.

In the marketplace, it is important for branded goods

to achieve a uniqueness in order to be distinguishable from

other brands. King (1990) suggests that developing brand

personality is an important consideration for brand

building. As a result of brand building, consumers may have

an enhanced memory of a brand name when the brand can be

linked with a metaphor describing the brand's personality.

By associating traits from recognizable living beings to a

brand, marketers can create a unique presence for the brand.

As an extension of acknowledging a brand personality,

Blackston (1992) noted the importance of being attentive to
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relationships between consumers and brands. In human

relationship formation, a person not only considers the

other person's personality traits, but what the other person

thinks about them. A compatible relationship might be an

agreeable blend of the two personalities plus a perceived

harmony of attitudes about each other. Likewise, a consumer

may consider a brand's personality traits and the attitudes

a brand holds about them. For example, a child may consider

a specific brand of clothing because that brand exhibits a

wealthy, stylish personality. He/She may not ask to buy

that brand of clothing because he/she may feel the brand

would not agree that he/she is wealthy or stylish enough.

A good consumer-brand relationship would be an agreement

between the consumer and the brand's personalities plus an

agreement between perceived attitudes the consumer and the

brand held about each other (Blackston, 1992).

Review of Related Research

Previous researchers working in the area of children

and branded merchandise have demonstrated that children, in

elementary grades, are capable of recognizing brands from a

diverse group of product categories. In early research,

Guest (1942) investigated children and their awareness of

brand name products. The sample consisted of 813 elementary

school through secondary school students representing

varying socioeconomic backgrounds. The subjects were asked

to match a brand name to a corresponding product derived
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from a list of five possible responses including "Don't

know". Seventy brand names of common products, (e.g.

coffee, gasoline, cereal, toothpaste) were included along

with ten fictitious names that could be assumed to be brand

names. He found that approximately 76% of the children, aged

seven through eighteen, could accurately identify products

that corresponded with the brand-name stimuli.

In subsequent research, Bahn (1986) investigated the

ability of children ages four to five and eight to nine to

differentiate between brand-name products and then form

brand preferences. The sample was selected through a

stratified random sample of preschool and elementary

schools. This process resulted in 52 interviews with eight

to nine year-old children and 52 interviews with four to

five year-old children. Each subject was asked to respond

to photographs of 14 brands of cereals and beverages each.

Specifically each child was asked to sort the 14 brands into

2-5 categories on the basis of perceived similarity.

Second, the researchers matched the 14 different brands with

each other to create 28 pairs. The children were asked to

indicate which item of each pair the child liked best. In

addition, the eight and nine year-olds were asked to rate

each brand on two separate, pretested lists of attributes to

investigate their ability to comprehend multiple product

attributes. The results indicated that the eight to nine

year-old children were more consistent in their brand
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preferences and used more product attributes in forming

their preferences (i.e. color, texture, product usage,

product claims) than were the four to five year-old

children.

The work of researchers interested in children and

brand-name merchandise has also indicated that children

demonstrate the ability to make extended inferences to

product owners based on brand names. For example, Belk,

Bahn, and Mayer (1982) investigated the ability of children

to make extended inferences about owners of various styles

of cars and houses. The sample included a total of 956

subjects ranging from four grade levels, preschool, second

grade, sixth grade, eighth grade with the addition of

college students and adults over 28 years of age as a basis

of comparison. The researchers gave the subjects a list of

12 traits. They were then asked to indicate which of these

12 traits were characteristics of an owner of a particular

car or house. The cars used in the research included a 1981

blue, two-door Chevette, a 1981 blue, two-door Caprice, a

1981 blue, two-door Camaro, and a 1971 blue, two-door

Camaro. The houses included a large white Bauhaus

contemporary house, a large white Colonial traditional

house, and a small white Colonial traditional house, all

photographed with some of the yard showing. The list of 12

attributes included: a grandfather, someone who has lots of

friends, a doctor, someone I would like to visit, happy, has



10

a lot of money, smart, a mailman, has a lot of new things,

the kind of person I would like to be, mean, and lucky to

live the way they do. The results indicated the ability to

make product-based inferences was undeveloped among

preschoolers, developing by the second grade, and fully

developed by the sixth grade. For example, sixth and

eighth grade children consistently inferred the owner of a

Chevrolet Caprice and a traditionally styled house was "a

grandfather". The owner of a new house was described as "a

doctor", "having money", "having new things", and "being

smarter".

In a follow up study Belk, Mayer and Driscoll (1984)

were interested in determining if product-based inferences

could be formed among children using children's products.

Three hundred and eighty-four male and female fourth and

sixth grade children participated in the study. They

represented four schools which varied in the amount of

school subsidized lunches, thus subjects represented a range

of socioeconomic backgrounds. The researchers asked the

children to infer traits (e.g. happy, attractive, wealthy,

admirable) to the owners of ten products. The products were

divided into four categories and included jeans, (Calvin

Kleins, Sears Toughskins, Levis), bicycles (Schwinn 10-

speed, Schwinn dirt bike), shoes (Topsiders, Vans), and

video games (Atari, Sears Video Arcade, no video game). The

results indicated that children made inferences about peers
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based on ownership of children's products. Specifically,

they suggested the owner of a low status product would be

low status. Owners of Calvin Klein jeans were perceived to

be younger kids and female, while owners of Sears Toughskin

jeans were perceived to be older kids, unattractive,

unsuccessful, and male. Results also indicated that the

children representing a social class category, made

favorable inferences about products that were typically

owned by members of the same social class.

The Belk et al. study used jeans as a stimuli; however,

they did not investigate the effect of brand name per se on

inferences drawn by children. In addition, subjects on this

study were given a set of traits to associate with product

ownership rather than allowed the freedom to infer their own

traits, a practice that has received some criticism in this

type of research (Damhorst, 1991).

Based on the premise that clothing is a communication

of personality traits and a source of behavioral indicators

Stanley and Branson (1987) investigated the effect of

children's clothing on both children's and teachers'

perceptions and behavioral expectations of children. Ninety

three fourth-grade teachers and 173 fourth-grade children

participated in the research. They were asked to indicate

the personal and social attributes they felt would be

attributed to individuals presented in four sketches. The

sketches included males and females dressed in fashions
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representing either fashion initiators or fashion acceptors.

The results indicated that boys rated both the male figures

(i.e. fashion initiator and fashion acceptor) as likeable.

The girls made favorable ratings of only the fashion

initiator figures. In addition, both males and females

viewed fashion as an important criteria when rating the

female initiator figure.

Research has indicated positive attitudes toward

designer clothing among adolescents. Pavlov's classical

conditioning theory was the basis in researching the

attitudes of 13 year- old females toward designer jeans.

Lennon (1986) hypothesized the presence of hang tags and

designer stitching would condition favorable responses from

the subjects. Forty four females enrolled in a home

economics class served as subjects. They were asked to view

a set of eight slides. The slides included jeans with no

hang tags (four with designer stitching and four without) or

jeans with visible hang tags (four with designer tags and

four without). Each subject was asked to name the amount of

money she would spend for each pictured jean, whether she

would spend the money for jeans for herself, and if she

would spend the money on jeans for a gift. The results

indicated the subjects selected designer jeans over non-

designer jeans as gifts. The girls also indicated they

would buy designer -jeans for themselves and they expected to

pay more for them. The hang tags were perceived as
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important only when buying the designer jeans as a gift.

Summary

Theory and previous research has demonstrated that

children are capable of recognizing brand names in

association with consumer products. Researchers have found

that children can identify status associated with brand-name

products and further will imply high status attributes to

owners of certain status products and low status to owners

of other status products. Previous research also indicated

favorable attitudes of children toward peers perceived as

fashion innovators and favorable attitudes toward brand-name

clothing when making a gift selection or buying clothing for

themselves.

Research is limited and that which exists is not

conclusive regarding the investigation of the effect of

brand name per se on inferences drawn by children.

Specifically, research does not address the types of

inferences children would draw based on ownership of brand-

name apparel.

Therefore, in an effort to expand on these findings,

this research will further investigate children's inferences

about brand-named apparel and other children. Specifically,

the researcher will examine the abilities of children in

recognizing brand personality and the inferences they make

about other children's personalities based on branded

clothing.



CHAPTER III

METHODS AND PROCEDURES

Sample

The sample included a total of 46 male fifth grade

students, 20 from Flower Mound Elementary School and 26 from

Timber Creek Elementary School. Both of the school are

located in neighboring communities and are included in the

Lewisville Independent school district. Within this school

district, Flower Mound Elementary and Timber Creek

Elementary are newer schools located in a higher socio-

economic section of town. Children attending these schools

were more likely to own or have visual contact with a

variety of brand name clothing.

Design

The study proposed was an exploratory study using a

cross-sectional survey design. Data was collected utilizing

personal structured interviews with male children.

Instrumentation

The instrument used to measure the responses of the

children was a 27-item instrument consisting of both open-

ended and close-ended questions. From the review of

literature, children were generally given a list of

inferences to choose from when considering a specified owner

14
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of brand-named goods. Using this as a basis and through

personal observation of elementary school children, the

researcher developed the questions to elicit information

concerning children's knowledge by allowing the subject to

freely associate his/her own inferences about brand-named

clothing and owners.of brand-named clothing. The questions

address whether children form inferences about other

children on the basis of brand-name clothing and the content

of the inferences that children make based on brand-name

clothing. It was also designed to determine where children

learn about the brand personality of clothing and if they

apply this personality to other children or themselves when

they wear the brand. The instrument was pre-tested with a

group of five eleven to twelve year old boys. (Appendix A).

Procedure

All male children were given a letter to take to their

parents explaining the purpose of the study. (See Appendix

B for a copy of the letter.) The parents were offered a

copy of the results upon request. The interview procedure

lasted approximately 5 minutes. After receiving written

permission, the children were interviewed individually in a

private setting. In an attempt to establish rapport, as the

child approaches he was asked some general questions

pertaining to the school day (e.g. How is your day going?).

After the brief opening interaction, the interviewer

introduced herself and explained that she wanted to ask him
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questions about clothing. The child was encouraged to ask

questions at any point during the interview. The interview

began with questions requesting some demographic data and

then was followed by a series of questions concerning the

subject matter. The stimuli consisted of five different

pairs of jeans. They were presented to the child for

examination. The child was then asked to answer several

questions. At the completion of each interview, the child

was thanked for their participation and given a coupon for a

free movie in appreciation for their time. After each day

of interviewing, the interviewer reviewed the responses for

clarity. Following the completion of all the interviews,

the data was compiled and organized in lists pertaining to

each question.

Data Analysis

The data from each item on the instrument was combined

with relevance to the research questions. Because of the

qualitative nature of the data collected during the

interview, the results were analyzed utilizing the

descriptive statistics of frequencies and percentages.



CHAPTER IV

RESULTS

This chapter includes a description of subjects who

responded in this study and a summary of the personal

interviews. The subjects were encouraged to give multiple

responses, therefore the N does not equal the number of

subjects, but the number of responses.

General Characteristics of the Sample

Forty-six male fifth grade students were included in

the sample. The subjects ranged in ages from 10 to 12 years

with an average age of 11 years. Twenty subjects attended

Flower Mound Elementary School and the remaining attended

Timber Creek Elementary School. The schools are located in

recently developed, neighboring communities in Flower Mound,

Texas and are a part of the Lewisville Independent School

District. All of the subjects live with their mothers and

fathers. Forty-one of the forty-six subjects' mothers and

fathers were currently employed. Five of the subjects

reported that their Dad was employed, but their Mom did not

hold a job outside the home. The interviews were conducted

during the 1993 spring semester. All fifth grade subjects

were interviewed by their assigned homeroom period.

17
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Inferences About Brand Personality

During the interview, each subject was given five

different opportunities to identify items he would like to

have or has specifically asked to buy. The subjects were

also asked to rank five pairs of jeans in the order of most

favorite to least favorite. As discussed in chapter 3,

these questions were designed to determine whether children

are able to identify that certain brands of clothing have a

distinct brand personality and what the content of those

inferences might be.

The results from the interview question one indicated

that when given the opportunity to request anything they

wanted without limiting their selection field, nineteen

percent of the subjects named single or multiple clothing

items. Other requests represented a wide variety of items

such as video games, cars, motorcycles, etc.

Table 1

Requests and Reasons for Anything Subject Wants

Requests N %* Reasons N %*

Video Games 10 21.7 Something I like to play 7 15.2

Has neat graphics 1 2.2

Cool/popular 2 4.3

(Table continues)
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Requests N %* Reasons N

Girbaud jeans

Four-Wheeler

Go cart

Ferrari

Motorcycle

Pool

Cross Colours
jeans

Guess

Shoes

Silk shirt

Model car

Lambergini

Porsche

Car

8 17.4 Cool

Needed

Comfortable

Nice

3 6.5 Something I like to ride

- My favorite thing

- Needed

3 6.5 Fun to ride

2 4.3 Fast, it looks good

2 4.3 Neat

Fun to ride

2 4.3 Fun to play in

Nice, I could swim when
I want

1

1

1

1

1

1

1

1

2.2

2.2

2.2

2.2

2.2

2.2

2.2

2.2

Cool

Better than others

Needed

Comfortable

Something I like to play
with

Cool/people like it

Fun to drive

Red

(Table

6

1

1

1

1

1

1

3

2

1

1

1

1

1

1

1

1

13.0

2.2

2.2

2.2

2.2

2.2

2.2

6.5

4.3

2.2

2.2

2.2

2.2

2.2

2.2

2.2

2.2

1 2.2

1 2.2

1 2.2

1 2.2

continues)
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Requests N %* Reasons N %*

Chevy 1 2.2 Nice 1 2.2

Compact disc
player 1 2.2 Something I like 1 2.2

Electric guitar 1 2.2 Needed 1 2.2

House 1 2.2 Private, I can make my
own rules 1 2.2

Mansion 1 2.2 Big, I would own

everything 1 2.2

Skate board

ramp 1 2.2 Fun, I could get better 1 2.2

Bicycle 1 2.2 Needed, I could do tricks 1 2.2

Disney World 1 2.2 A place I like, fun 1 2.2

Computer 1 2.2 Needed for homework 1 2.2

Candy 1 2.2 Good 1 2.2

Total N requests = 48, Total N reasons = 49

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

When the open field for responses was narrowed to

clothing selection, seventy-six percent of the subjects used

brand name as a descriptor when making their selection.

Other subjects specified their selections by using a generic

clothing name.
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Table 2

Request and Reason for Clothing Items

Request N %* Reasons N

Girbaud 25 54.3 Cool/popular

Aesthetically
pleasing

Comfortable

Guess 8 17.4 Cool/popular

Aesthetically
pleasing

Comfortable

Needed

Jeans 4 8.7 Aesthetically

pleasing

Cool/popular

Needed

Nike 2 4.3 Needed

Bugle Boy 2 4.3 Aesthetically
pleasing

Umbro 2 4.3 Cool/popular

Converse 2 4.3 Aesthetically
pleasing

Union Bay 1 2.2 Aesthetically
pleasing

Polo 1 2.2 Comfortable

Cross Colours 1 2.2 Needed

14

7

4

5

1

1

1

2

1

1

2

2

2

2

30.4

15.2

8.7

10.9

2.2

2.2

2.2

4.3

2.2

2.2

4.3

4.3

4.3

4.3

1 2.2

1 2.2

1 2.2

(Table continues)
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Request N %* Reasons N %*

Lee 1 2.2 Aesthetically
pleasing 1 2.2

Rustler 1 2.2 Needed 1 2.2

Red shirt Aesthetically
black pants 1 2.2 pleasing 1 2.2

Running shoes
new jeans 1 2.2 Needed 1 2.2

Heavy metal Aesthetically
shirt 1 2.2 pleasing 1 2.2

Jacket 1 2.2 Needed 1 2.2

Sweatshirt Aesthetically
w/hood 1 2.2 pleasing 1 2.2

Shirt/shorts 1 2.2 Needed 1 2.2

Tee Shirt 1 2.2 Comfortable 1 2.2

Total N requests = 57, Total N reasons = 57

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

In response to the question asking if he wears jeans,

ninety-six percent subjects responded "yes". The forty-four

subjects who responded "yes" were then asked to describe

their own jeans. Forty-four percent of these subjects used

brand names in their descriptions. Three subjects used

brand names in response to this question, but did not use it

previously in making clothing selections. Other subjects
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described their jean's physical characteristics as indicated

in table 3.

Table 3

Description of Jeans by Subjects Who Own Them

Description N %*

Described by color 31 67.4

Described by brand name 20 43.5

Described fit/silhouette 16 34.8

Don't Know 2 4.3

Total N = 69

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

Subjects were also asked to name the last two clothing

items that they requested to buy during their most recent

shopping trip. Sixty-five percent of the subjects used a

brand name in their description. Thirty percent of the

subjects reverted back to using brand names in making their

jean selections in response to this question, but did not

use brand names in describing their own jeans. Other

subjects used generic clothing category names.
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Table 4

Last Two Requested Clothing Items and Reason

Request N Reason N

Generic clothing
items

Girbaud

Levis

Guess

Don't Know

28 60.9 Aesthetically
pleasing

- Needed

Comfortable

- Cool/popular

19 41.3 Cool\popular

- Aesthetically
pleasing

- Needed

- Comfortable

- Expensive

4 8.7 Cool/popular

- Aesthetically
pleasing

Comfortable

7 15.2 Cool/popular

- Aesthetically
pleasing

Comfortable

5 10.9

(Table continues)

10

4

5

3

11

6

2

2

1

2

1

1

5

1

1

21.7

8.7

10.9

6.5

23.9

13.0

4.3

4.3

2.2

4.3

2.2

2.2

10.9

2.2

2.2

.16 A. %..f L L
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Request N %* Reasons N %*

Reebok 3 6.5 Cool/popular 2 4.3

Aesthetically
pleasing 1 2.2

Umbro 3 6.5 Aesthetically
pleasing 1 2.2

Comfortable 1 2.2

- Needed 1 2.2

Bugle Boy 2 4.3 Aesthetically

pleasing 1 2.2

- A good brand 1 2.2

Nike 1 2.2 Aesthetically
pleasing 1 2.2

Wranglers 1 2.2 Cool/popular 1 2.2

Union Bay 1 2.2 Needed 1 2.2

Total N requests = 74, Total N reasons = 67

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

The subjects were then asked to rank five pair of jeans

according to their like and dislike preference. The ranking

order was ordered by individual pair or grouped as favorite

and least favorite groups. The five brand name pair of

jeans that were used in this interview segment were, Guess,

Levis, Wrangler, Lee, and Canyon River Blues (a Sears
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Brand). All five pair were g constructed in the basic five

pocket style and were similar in fabrication and color.

Eighty-three percent of the subjects ranked Guess brand

jeans or grouped Guess brand and Levis brand as their

favorite group. Both Wranglers and Canyon River Blues

brands were ranked or included in groups ranked as their

least favorite.

Table 5

Ranking Order of Brand Name Jeans

Brand N %* N %* N %* N %* N %*

First Second Third Fourth Fifth

Guess 38 82.6 5 10.9 1 2.2 0 0 1 2.2

Levis 8 17.4 19 41.3 8 17.4 9 19.6 1 2.2

Wrangler 4 8.7 16 34.8 9 19.6 5 10.9 12 26.1

Lee 8 17.4 20 43.5 8 17.4 6 13.0 4 8.7

Canyon
River 3 6.5 13 28.3 8 17.4 10 21.7 12 26.1

N first= 61, Total N second = 73,

N fourth = 30, Total N fifth = 30

Total N third = 34

Note. Total N exceeds 100% because subjects were allowed

to group jeans in any order they chose.

Following the ranking order, the subjects were asked if

there were any jeans that he would like to include that were

not offered. Seventy-two percent of the respondents replied

Total

Total
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"yes". Twenty-eight percent of the subjects responded "no",

they were happy with the selection provided. Other brands

that were requested to be included in the ranking order were

Girbaud (65.2%), Cross Colours (10.9%), Levi Silver Tab

(4.3%), Bugle Boy (2.2%0), Union Bay (2.2%), and Rustlers

(2.2%).

The subjects were asked to state why they chose only

the first and last pairs of jeans in their ranking order.

Twenty percent of the subjects who selected Guess brand as

their favorite did so because they were popular or cool.

Levis brand jeans were described as cool or popular by seven

percent of the subjects and Lee brand jeans were described

as cool or popular by four percent of the subjects. Other

selections of favorite and least favorite included a variety

of reasons such as the best brand, the brand I own, too

western, etc.

Table 6

Ranking and Reasons for Ranking of Jeans

Reason for 1st N %* Reason for 5th N %*

Guess Guess
Aesthetically 16 34.8 Lack of owner-

ship experience 1 2.2

Cool/popular 9 19.6 -

Comfortable 7 15.2 -

(Table continues)
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Reason for 1st N %* Reason for %th N %*

The best brand

Needed

Ownership
experience

Levis
Aesthetically

pleasing

Cool/popular

Needed

The best brand

6

1

13.0

2.2

1 2.2

3 6.5

3

1

1

Lee
Aesthetically

pleasing

Cool/popular

The best brand

The brand I own

Comfortable

Wrangler
Aesthetically

pleasing
Needed

The best brand

3

2

1

1

1

2

1

1

6.5

2.2

2.2

6.5

4.3

2.2

2.2

2.2

4.3
2.2

2.2

Levis
Too tight, does

not like
color, too
small

Lee
Not aesthetically

pleasing

Not comfortable

1 2.2

3

1

6.5

2.2

Wrangler
Too Western 6 13.0

Never owned 3 6.5

Not aesthetically
pleasing 2 4.3

Not a good brand 1 2.2

(Table continues)
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Reason for 1st N, %* Reason for %th N %*

Canyon River Blues Canyon River Blues

Aesthetically Not aesthetically
pleasing 2 4.3 pleasing 6 13.0

The best brand 1 2.2 Never owned 4 8.7

Not cool 1 2.2

Not a good brand 1 2.2

Total N reasons for first = 63

Total N reasons for fifth = 30

Note. Total N exceeds 100% because subjects were allowed

to give multiple answers.

Sources of Inferences

To identify sources influencing children's perceptions

of brand personality, subjects were asked to respond to a

series of interview questions. These interview questions

allowed the respondents an opportunity to identify the

person(s) that influenced their perceptions about brand

personality.

Initially the subjects were asked to name a person that

usually goes shopping with them. The results indicated that

their mothers were generally the individual involved in

shopping with the subject.
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Table 7

Shopping Companion

Companion N %

Only mother 34 73.9

Mother and dad 4 8.7

Mother and older siblings 3 6.5

Mother and friends 2 4.3

Mother and grandmother 1 2.2

Only dad 1 2.2

Alone 1 2.2

Total N = 46

Secondly, the subjects were asked if they had a

specific clothing item in mind before they went shopping.

Fifty-four percent of the respondents stated that they did

not have a specific clothing item in mind before they went

shopping.

Thirdly, the subjects were asked to name the person who

decides what they can buy when shopping for clothing. The

subjects' mothers was most often named as the individual

involved purchase decisions as indicated in Table 8.
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Table 8

Person Deciding What Child May Buy

Name of Person N %

Only mother 23 50.0

A joint decision between
parent(s) and himself 9 19.6

His decision 8 17.4

Mother and dad 4 8.7

Only dad 2 4.3

Total N = 46

In response to an immediate follow-up to the preceding

question, eighty-nine percent of the subjects responded

"Yes" they ask their shopping companion to buy specific

clothing items when shopping.

Lastly, the subjects were asked to name a person who

tells them they need specific items of clothing. Of the

twenty-four percent who indicated a person who tells them

what to wear, six of these subjects named friends and older

siblings. The items of clothing suggested that the subjects

should wear included Girbaud brand name apparel items. The

following table provides the responses.
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Table 9

Person Who Tells What to Wear

Person N % Suggestion N %

No source 35 76.1 -

Mother, parents 5 10.9 Generic clothing
items(e.g. shirt,
shoes, coat) 5 10.9

Older siblings 2 4.3 New shoes 1 2.2

Combat boots 1 2.2

Friends/other kids 4 8.7 Girbaud clothing 3 6.5

--A "Bulls" baseball

cap 1 2.2

Total N = 46

Personality Characteristics Inferred to Others

When determining what personality characteristics

children infer from other children based on clothing, the

subjects were given an imaginary scenario. A single

clothing item was given as their only cue from which to base

their inferences. The clothing item used in this scenario

was the pair of jeans each subject selected as their

favorite pair. The scenario was introduced in the following

manner. The subject was asked to pretend that a new boy

started to school and was enrolled in his class. The

respondents favorite pair of jeans was placed in front of

him while being told that the imaginary new classmate was
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wearing these. The subject was then asked to state what he

thought this imaginary boy likes to do. The results

indicated generally favorable responses including the

attribute "popular" about a boy wearing brand-name jeans.

Table 10

Inferences Based on Brand Name

Brands and Inferences N %*

Guess
Someone who hangs out with

friends/popular

Athletic

Active outdoors

Someone who goes shopping

Don't know

Smart

A wild dude

Not nice, bad

Someone who thinks he is cool,
talks back to the teacher

Someone who thinks he is
most popular,gets into trouble

Someone who sits around a lot

14

13

8

6

4

1

1

1

30.4

28.3

17.4

13.0

8.7

2.2

2.2

2.2

1 2.2

1

1

2.2

2.2

Someone who plays video games 1 2.2

Someone who likes to go to Six Flags 1 2.2

(Table continues)
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Brands and Inferences N %*

Levis

Active outdoors 2 4.3

Athletic 1 2.2

I don't know 1 2.2

Lee

Rides horses/cowboy 1 2.2

I don't know 1 2.2

Wranglers

Athletic, goes nice places 1 2.2

Total N = 60

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

Using the same scenario, each subject was also asked to

make inferences about this boy's personality, what he

thought this boy was like. The results included a variety

of inferences specifically, the "cool/popular" inference the

subjects attributed to brand-name jeans in previous

questioning.
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Table 11

Personality Inferences Based on Brand Name

Brands and Inferences N %*

Guess

Nice/funny/friendly 13 28.3

Cool/popular 10 21.7

Not nice/mean 7 15.2

I don't know 5 10.9

Conscious of his clothes 2 4.3

Average 2 4.3

Smart 2 4.3

Average 1 2.2

Mean on outside/soft on inside 1 2.2

Not cocky, confident, athletic 1 2.2

Someone who gets cold 1 2.2

Someone who likes
to brag a lot 1 2.2

Someone who argues
with mom a lot 1 2.2

Not very strong

gets picked on 1 2.2

Levis

Average, not a dork 1 2.2

I don't know 1 2.2

(Table continues)
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Brands and Inferences N %*

Active, quiet 1 2.2

Mean thinks he is cool 1 2.2

Lee

I don't know 1 2.2

Someone who would
like to be a cowboy 1 2.2

Wranglers

Normal/ f ri endly 1 2'. 2

Total N = 55

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.

Brand Personality Characteristics Inferred to Self

In an effort to determine if the subjects apply a brand

personality to themselves, they were asked what they thought

other children would think if they wore their favorite pair

of jeans. The responses to this question contained slightly

more variety than when asked to make inferences about an

unknown child. Table 12 provides these responses.
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Table 12

Inferences About Self Based on Brand Name

Brands and Inferences N %*

Guess
Cool/popular 14 30.4

Nice 5 10.9

An average kid 4 8.7

I don't know 4 8.7

Someone who likes
nice clothes 3 6.5

Mean 3 6.5

Fun 1 2.2

Smart 1 2.2

Athletic 1 2.2

Picky 1 2.2

Not cocky 1 2.2

Someone who doesn't
want to get hurt 1 2.2

Preppie 1 2.2

Someone whose parents
buy nice things for 1 2.2

Special 1 2.2

Finally wearing
something new 1 2.2

(Table continues)
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Brands and Inferences N

Happy, adventurous 1 2.2

Cheap 1 2.2

Levis

Average 2 4.3

Cool/popular 1 2.2

Someone who likes western
stuff wants to
be a cowboy 1 2.2

Lee

Average 1 2.2

I don't know 1 2.2

Wranglers

I don't know 1 2.2

Total N = 52

Note. Total N exceeds 100% because subjects were allowed

to give multiple responses.



CHAPTER V

SUMMARY AND INTERPRETATIONS

In today's society and multi media culture, children

are constantly targeted and surrounded by a manifold of

brands, not only in clothing, but in every area of their

lives (e.g. toys, foods, comics, sporting equipment, etc.).

Targeted advertising of these brand-name products provides a

visible presence in children's lives.

The results of this study indicated that the respon-

dents were able to identify and make inferences about a

distinct brand personality in certain brands of clothing.

Apparel products are apparently not a major priority in

their lives at this point. When this field was narrowed to

apparel products only, the subjects' awareness of brand name

products and brand personality emerged. Many of the

subjects frequently used a brand name when making their

clothing selections (e.g., "Girbauds" or "Cross Colours")

instead of selecting a general clothing category. By

referring to a specific clothing item as "Girbauds" instead

of jeans, the subjects were possibly insinuating that

Girbaud brand jeans have characteristics that can be

uniquely differentiated from other jeans. These findings

support works by Engel, Blackwell, and Miniard, (1990);

Dobni, Zinkham, (1990); Jones, (1986) who defined brand

39
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personality as a consistent product profile of human or

animal characteristics.

The subjects' reasons for selecting a particular

apparel item identified characteristics indicative of their

responses to that brand. In support of research by Plummer

(1985) some of the subjects responded to characterization

features of a brand. By stating that he wanted a specific

brand of jeans because that brand was cool or popular, a

subject was inferring human characteristics to the brand.

The findings were inconclusive in revealing specific

influential sources. Most of the subjects named their

mothers as the individual commonly involved with their

shopping and purchase decisions. However, observations

suggested that the subjects were responsive to outside

sources. A majority of the subjects reported that they did

ask for specific clothing items while shopping even though

they did not have a specific item in mind before they went

shopping.

Retail stock presentation could perhaps be an important

factor in influencing a child's desire to purchase certain

brands of clothing. Lennon (1986) found the presence of

hang tags to be influential in the purchase of jeans as a

gift. While most of the subjects reported that no person

tells them they have to buy specific clothing items, this

could be reflective of their age and level of maturity. By

observation, the researcher noted that many of the boys were
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perhaps exhibiting a need to express their independence of

outside influence by stating that they make their own

clothing decisions. Of the few subjects that identified a

person who tells them what to buy, older siblings and

friends as opposed to mothers, appeared to be influential

sources used in forming inferences about brand personality.

The children in this sample made inferences about an

unknown child's personality and lifestyle based on their

clothing. Using a brand-name pair of jeans as their only

cue, the subjects responded openly stating inferences

similar to the inferences held about brand personality

(e.g., expensive brands were considered cool/popular and

stylish; and a boy who wore Guess brand jeans was considered

cool/popular and stylish). By observation, the researcher

noted that most of the subjects responded readily in making

inferences about others suggesting a strong awareness of

clothing used as a communicator. These findings were

supportive of research by Belk, Bahn, and Mayer (1982) and

Belk, Mayer, and Driscoll (1984) which found that children

made inferences about owners of a variety of both branded

and non-branded products.

The findings indicated that most of the children in

this study applied brand personality to themselves. When

asked to state what they thought others would think if they

wore brand name clothing, the subjects changed their

perceptions slightly from those named above. The responses



42

for this section included more variety and specificity than

previous responses to questions asking for inferences about

an unknown child. In support of Blackston's (1992)

findings, these results suggested the inclusion of their own

personality traits considered in relationship to their

inferences about the brand's personality.

Although these findings should not be generalized to

the general population because of the sample size, they are

an important contribution to this area of study. Children

are presented with a wide assortment of clothing choices

differentiated by various marketing applications. The

respondents in this study were found to be responsive to

these marketing promotions and further exhibited the ability

to use clothing as a communicator.

Further study is needed in this area to explore these

tendencies and possibly disclose the presence of other

social psychological relationships between children and

apparel products. The conclusions of this study have

identified at least two unanswered questions regarding

children and brand personality. Sources influencing

children's inferences about brand personality were

insinuated, but not specifically identified. A second

condition occurred when the subjects applied brand

personality to themselves. The inferences about themselves

included more variety than the inferences the subjects made

about an unknown child. The inclusion of outside factors
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that altered this outcome were beyond the scope of this

research, therefore remained unanswered. The application of

other forms of methodology could be beneficial in answering

these questions and providing additional information.

The benefits of this and further research would be

informative to the business community in the development and

implication of promotions for childrens' products. With a

clearer understanding of childrens' relationships with

apparel products, parental guidance could be more focused in

monitoring and teaching consumer skills. Lastly, children

could become more knowledgeable in the market place with a

better understanding of the consumer's role.
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Interview Schedule

1. Child's Age

3. Does your dad have a job? yes no

What does he do?

4. Does your mom have a job outside of the home?

yes no

What does she do?

5. If you could buy anything you wanted, what would you

like to buy?

6. Why would you like to buy (name each item listed above)?
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prompts: Tell me about the that you want to

buy? What does it look like? Where would you go to buy

? (If they mention brands) Why do you want

that brand? Why is getting that brand important to you?

How did you find out about that brand?

(Questions 7 & 8 are optional if the child does not mention

any clothing above.)

7. What was the last clothing item(s) that you wanted to

have.

What did it look like? ( if

appropriate)

8. Why did you want those items?

I Ill Illiin

|| |

Illi
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prompts: Where would you go to buy _? (if

they mention brands) Why do you want that brand? How did

you find out about that brand?

9. Do you wear jeans? 1.yes 2.no

10. Describe the jeans that you wear to me. What do they

look like?

prompts: Where would you go to buy

? Why would you buy the jeans from those

stores? (if they mention brands) Why do you like that

brand? How did you learn about that brand? Is there

anything else?

11. When you go shopping for clothes, who goes with you?

12. Before you go shopping with your (name the

person listed above), do you have something in mind that you

want to buy? 1.yes 2.no

13. Who decides what clothes you get to buy?

14. Do you ask your (name the person the

child specified in the above question) to buy you specific

types of clothing? 1.yes 2.no
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15. Tell me the last two clothing items you asked your

(name the person the child specified in the

above question) to buy for you.

1.

2.

Other recent items?

16. Why did you want to have (name the items

specified above)?

Prompts: Why did you choose those items? What makes your

choice different from other clothes? How did you find out

about those items? Tell me what the item(s) look like?

17. Does someone tell you that you need specific clothing

items? l.yes_ 2.no

18. (If yes) Who tells you that you need this

clothing?

19. What was the last thing they said you need to have?
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20. Why do you think (Name the person

listed in question no. 18) told you that you need to have

that clothing?

prompts: Why do you think they pick (name

the clothing items the child listed in question no. 20)

instead of other clothing?

(Give the subject the five pairs of jeans and let him

examine them.) I want you to look at all of these jeans.

I would like you to put these jeans in order. Put the jeans

you would most like to have on one end and then put the

jeans you would like to have next, etc. You can put 2 pairs

of jeans in the same place or you can put all the jeans in

the same place if you would like them all equally. Do you

understand what I want you to do.

21. Are you happy with this order? 1. yes_2.

no

(if no, give the child a chance to change the order to his

satisfaction)

22. Why do you like this pair the best?
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23. Why don't you like this

pair?

Prompts: Why do you like these jeans better than those

jeans? What is different between these jeans and those

jeans?

24. Are there jeans that you would like that I do not have

here? 1. yes 2. no

(if yes) What jeans?

Why do you like those jeans? What are they

like?

25. I would like you to pretend that a new boy has started

in your class at school and he is wearing these jeans. (give

one brand) Tell me what you think this boy would like to

do.
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Tell me what you think this boy would be like.

(Prompt: Can you tell me anything else? What kind of things

do you think this boy likes to do when he comes home from

school? How does he act at school?

26. If you wore clothes like these (make reference to the

jeans he chose as his most favorite) what do you think

other kids would think you are like?

Prompts: Can you tell me anything else? What kind of things

do you think other children will think you like to do when

you come home from school? How do you think other children

will think you act at school?

27. Do you own clothes like any of these?

1. yes 2.no

Which ones?

(In the space below, write down any brand names of clothing

the child is wearing that are visible.)

brand

brand
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Letter to Parents of Subjects

Dear Parents,

My name is Kay Overstreet and I am a student at the
University of North Texas working to obtain my masters
degree. As a requirement of this degree, I am conducting
research on brand-name clothing and the opinions of male
elementary school children. As a parent of elementary
school children, I am amazed at how young our children are
becoming aware of brand-name clothing and frequently ask for
them specifically. In my studies, I have encountered very
little research attempting to discover from what source our
children learn about brand-name clothing, t.v., other
friends, older children, and just what opinions children
have about them. I will be conducting surveys at Flower
Mound Elementary during the month of October 1992. The
interviews will be conducted during recess and will consist
of asking the child's opinions about brand-name clothing.
This activity will not require access to your child's school
files or personal family history. I will be taping each
interview for my accuracy and I ensure you these tapes will
be kept in strict confidence. If you choose to allow your
child to participate in this survey project, please sign the
following consent form and return it to your child's
teacher. You may obtain a copy of the results by sending a
self addressed envelope to:

Kay Overstreet
4144 Wimbledon
Flower Mound, Tx. 75028

Please detach and return to school

My son has my
permission to participate in the interviews to be held at
Flower Mound Elementary school. I understand that I may
obtain a copy of the results upon request.

Signature of parent or guardian

- . Ill
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