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‘The purpose of this research was to determine if
perception of fit in jeans will vary by target wearer, sex,
educational background, political-social attitudes, and brand
name. One hundred and sixteen usable questionnaires were
completed by students enrolled in the 1987 spring semester at
a university in North Texas. The guestionnaire gathered data
about perception of f£it in jeans,'socialmpolitical attitudes,
clothing interest, and jeans consumption. No differences were
found between perception of fit by sex or target wearer.
Factors found to affect perception of fit were educational
background, political-social attitudes, brand name, and
clothing interest. Subjects iﬁdicated fit was the most

important factor considered when purchasing jeans,
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CHAPTER I
INTRODUCTION

Background of“the:study

Fit is a decisive factor in a clothing sale; When a
customer is attracted by a specific artlcle of clothlng, the
‘size that is expected to be the right size is selected and
generally tried on in the flttlng room. A customer may
- decide not to purchase a'garment because of poor fit even if
the style, color, and price are satisfactory (Simrick,
1983). 4

In order to fit as many people as possible, different.
sizes have been developed to accommodate dlfferent body
builds. However standard size specifications have not been
developed, and size numbers do not represent the same body -
measuremehts for every manufacturer. A size 8 or iO of one
company may be a size 12 or 14 of another (Keféen &
Touchie-Specht, 1986:; Kidwell & Christman, 1974). In
addition, perceptions of.what constitutes good fit varies
between peopie. Closely fitted clothing may feel comfortable
to some people while other people prefer loose-fitting
" clothing (Kefgen & Touchie—Spechf, 1986)1 Because of a lack
of standard measurements and different fit preferences, fit

remains a major problem in the ready-to-wear industry.




Although good fit is important in all aspects of -
apparel, it is especially importaﬁt_in the jeans business. A
vice president of advertising and public relations.for
Jordache jeans pointed out that jeans aré by ﬁature a
tight-fitting product and a young bcdy.in a well-fitting
" pair of jeans is the most beautiful view (Conant &
Kreimerman, 1986). Fit.is emphasized more in jeans
advertisements than in advertisements of other apparel
products. Many.jeans édvertisements contain slogans
referring to fit such as “'Lee, the jeans that fit," 'They
are the jeans with the perfect fit,' 'They fit in all the
right places,' and 'Proportioned-to—fit'“'(“Waisthap,"_
1985). Fit is so important to one jeans company, Guess?,
that a $10 million dollar advertising campéigﬂ was planned
in 1986 to guarantee the success_df their "form~fittihg”
jeans (Conant;‘1986). In addition, articles about hoﬁ to
select jeans with flattering fit can be found in fashion
oriented or consumer oriented magazines such as

Mademoiselle, Glamouxr, Seventeen, and Consumers' Research

" Magazine. In a study conducted for Clothes'Etc., a majority
of students stétéd ﬁhat they would pdy anything.for a pair
of well-fitting and_fiattering-jeans ("Jeans: The,* 1978).
In another study about preferred gualities of jeans, 89.55%
of 201 subjects indicated fiﬁ wés.the most important factor

when they made a jeans purchaée (Young, 1979).




Significéncé of the Study

In the 1570'5, the status symbol of deéigﬁer labels and'
the increased purchasing power of the baby boomers boosted .
jeans sales to record levels (Packard, 1981;-Snyder, 1984).
ieans became a fashion.item ("AmeriCan Jeans, " 1986).
Recently, the jeans market has slowed down becaﬁse of the
decreasing importance of designer labels, incre&sed_
competition from other types of casual wear (Holman &.
Wiener, 1985), and the growing up of the baby~béomers
(Cocks, 1984; Rozan, 1984). 1In 1985, sale§ were_oniy_460
million pairs, dowﬁ from 600 million‘pairs in 1981 and 525
million pairs in 1982 ("American Jeans," 1986; "Focus on,"
1983). -

Holman and Wiener (1985) pointed out that substantial
consumer insighﬁ is necessary'in order for jeans'
manufacturers to compete in the highly-competitive rétail
market. Because good fit is critical, a study of factors
affecting consumers' perception of fit in jeans might help
manufacturers serve consumers better by producing.better
fitting jeans, resulting in increased competitive potential

and prbfits for the manufacturers and retailers.




Statement of the Problem
The purpose of this study is to investigate how target
. wearer, sex; educational background; polifical-social
attitudes, and brénd name affect éonsume:s' pefceptions of

fit in jeans.

Hypotheses
The study wiil be guided by ﬁhe following hypotheses:

1. Perception'of fit in jeans will vary by target wearer
(self Versus others).

2. Perception of fit in jeans will vary by sex of
subjects.

"3. Perception of fit in jeans will vary by educational
background. | _

4. Perceptibn of fit in ﬁeans will vary by
political-social attituaes (conse:vative vVSs.
liberal). | |

5. Perception of fit in jeans will vary by brand name..

Subjecﬁs
One hundred and seventeen subjécts; from different
colleges and SChools, enrolled in Spring, 1987, classes at‘
North Texas State'University volunteered to participate in

this study.




Delimitations
Only straight leg basic style jeans, with 5 pockets and
zipper fly front, were used in this study, and subjects were

limited to students at North Texas State University.

Basic Assumptions
This study is based on the following assumptions: (1)
fit is a majbr influence on consumers'’ jeans_purchasing
~decisions, and. (2) jeahs arela commonly purchased apparel

item for college students.

Definition of Terms

Attitude -~ a relatively enduring organization of
interrelated beliefs that describe, evaluate, and
advocate éction'with respect to an object or situation,
with each belief having cognitive, affective, and
behavioral components (Rokeach, 1968).

'Clothing Awareness «QIan individual's recognition of items
of dress and their meaningé (Sproles, 1979).

Clothing Intérest Scale -- consists of four factors: (1)
Clothing Consciousness: concern with clothes; (2)
Exhibitionism: interest in wearing fevealing clothes;
(3) Practicality: interest in the practical as opposed
to the aesthetic valﬁe of clothes; and.(4) Designeri
interest in pursuing a career in ; clothing related

field'(Rosenfeld & Plax, 1977).




Educational Background -- the major area of study'chgseh by
students in a college or a university. | |

Good Fit ~-- a pant with good fit will hang from the
waistliné to the hemline.withdUt the appearance of
strain, tightness, gapping, or loosenesﬁ. The pant
will appear neither too short nor too lonq from_
waistline.to hemline. It will appear neither too tight
nor teco loose for comfort. Thé figure neéd not be
perfectly symmetrical, the proportions and stancé,may
be less than ideal, but good fit will make the pant
align properly (Armstrong, 1987).

Orthodoxy -- overt or covert behavior that is channeled by
religious beliefs or practice, and is.expfessed in thé
acceptance or rejection of the institutional norms
(Cﬁristiansen & Kernaleguen, 1971): officiﬁlly
accepted by any particular social grouping ( English &
English, 1958).

Personality -- the_dynamic.organizétion within the
individual of those psychophysical systems that
determine the individual's unique adjustments to the
environment (Allport, 193?).

Selwaoncept.~— individuals' pe#ception of their owﬁ
characteristics, their abilities, or their failings,
their appearance, and the total organizaﬁion of -
characteristics which are peﬁceiVed as distinguishing

that person as an individual (Ryan, 1966).




Self-Perception -- awareness of the variqus components that
constitute the self, that is, one’'s unique feelings,
impulses; aspirations, and personality characteristics'
(Goldeﬁson, 1984).

Status Symbol -- any object, figure, or image, such as
clothes, used to indicate a‘presént_or a desired
position (Kness & Densmore, 1976). |

Target Wearer -- the person who is the wearer of jeans (self

or other person) in this study.
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CHAPTER II
REVIEW OF RELATED LITERATURE

'Individuals' Clothing Preferences

An individual;s clothing préference is affected‘by
several factors such as the perception of éelf (Buckley &
.Roach, 1974; Kaiser, 1985),:pérsonal‘values'(Aiken, 1963;
Kaiser, 1985; Rosénfeld & Plax; 1977), sex (Baumgartnér;
1963; Rosenfeld & Plax, 1977), educational.backgrOUnd
(Rucker, Hughes, Utts, & Bruno, 1982; Schneider,'Hastorf, &
Ellsworth, 1685), and attitudeé (Barnes & Rosenthal, 1985;
Kaiser, 1985; Kness & Denémore, 1976; Levin & Black, 1970;

Mitchell, 1983).

Clothing Preference by Target Wearer

Self¥pérception—— Mead (1934) separated "self" into two
entities: the "I" and the "me," and attributed the impulse
to individuality to the QI“ self and_the desire of
conformity ﬁo the "me“ self. ‘Self—concept was dichotdmized
by Ryan (1966) as the somatic self-- the bodily self or the
perceived physical characteristics, and the social-self--
~ the sort—of—person;l—am or as a member of a group.

According to Ryan (1966) an individual's clothing selection

- reflects personal taste and preferences and helps an

10
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individual establish self—concebt while self-concept in turn
influences an individual's selection of clothihg.

Clothing and appearance are important to the
development,'maintainance, and modification of self-concept.
~ Stone (1962) suggested that individuals could present
personal identity, attitudes, needs, and values through
personal appearance such as dress,'cosmétics; gestures, and
body movements. In a study of 160 sﬁbjects who.completed
the Sixteen Personality Factors Questionnaire, Aiken (1963)
found that conventional and conforming péople valued
clothing based on the "décoration".need; more sociable and
self-controlled people valued “comfort” in élothing;.
socially conscientious and uncomplicated people valued
"intereét“ in clothing;isocialiy conforming and restrained
people valued "conformity" in clothing; énd responsible énd'.
- efficient people valued “econqmy“ in clothing.

Clothiﬂg can be used as a nonverbal communication
technique to project a certain image to others (Davis &k
Leﬁnon, 1985). Personal attributes such as sex, age,
'nationality, relation to.opposite sex, sécioeconomic status,
specific group identification, o¢cupational'or official
.status, mood, and interests can also‘be expressed by

clothing (Knapp. 1978).

Perception of others-- The effect of clothing on the

perception of other people'’s perSohélity,‘occupation, and




12

status has been highly documented. Kaiser (1985) pointed
Qut that clothing‘plays.an important role in first
impressibns,'affects perceive#'s.behaviors, and iSIQéneraliy
used to predict an indiﬁidual's personality..

Judging perle by their clothing is not limited to
adults. Children also assume differences in perscnality
based on clothing; Two  Toronto sociologists found that
grade school children referred to wallereSsed'men as
executives, honest, happy., and éuccessful: and referred to
poorly-dressed men as lazy and likely to hang around ("The
Power," 1979). Another study,'conducted.ih a high school,
reported that the width of jeans legs was used to judge a
persoﬁ.'straight leg jeans were perceived as worn by
“students who went to class and didn't smoke, * and
bell-bottom jeans were worn by "bad kiés“ (Diehstfrey,

1982).

Self~perception versus perception of others-~ An

1nd1v1dual s self-perception is not necessarlly the same as
the perceptlon of others. Kaiser (1985) pointed out that
access to internal cues is the key point. Generallf,
internal cues are uSéd’ih self-perception while external
cues such as appearance are frequently utilized in
perceiving othefs. Kleinke (1978) concluded from several
studies that individuals tend to attribute their behaviors

to external factors in the situation or environment bhut
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attribute_others; behaviois to dispositions or personality
traits. Kleinke (1978) concluded that oeople observe their
own behaviors and others’' behaviors from twoxdifferent
perspectiﬁes. When viewing others' behaviors, the observer
is aware of others® facial expressions, gestures, or voices;
but when Viewiné one's own behaviors_an individual is more
aware of variables in the situation'or:environment.‘

Storms (1973) reported that indiﬁiduals generelly
attribute& their own behaviors to situational causes but
were more likelf to attribute‘others' behaviors to
oispositional causes. After viewing a videotape of their
“own behaviors, subjects attributed less situational oauses
to their own behaviors. The finding.supportea the idea:that
individuals can see the environment better than their owo
behaviors, but see behaviors of others better thanftheir
environments. kInaividuals tend to attribute socially
undesirable beoavior of others to dispositions, and oerceive
others as. being responsible for their negative outcomes, but
seldom hold themselves responsible for their own negative
cutcomes (Stephan,‘1975). IndiViduals also tend to give
positive reasons for their own behavior but give negative
eﬁaluations to behaviors of otheﬁs (Stephan, 1975).

In addition to giving different attributions or
evaluations to behav1or of self and others, 1ndiv1duals also

give different reasons for personal choices of self and of
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‘others. Male college students were asked to give the reason
for choosing a particular girl friend or major field
(Nisbett, Caputo, Legant, & Marecek, 1973). They attributed
their own choices to preperties of the target. The most |
significant reasons given for choice of a particular'dating
partner for the self were qualities of the partner such as
attractiveness, intelligence, relaxedness, sexual | |
: reeponsiveness, fun~loving and affectiohate. Inteliectual
rewards, freedom of approach, breadth of 1nterests covered,
and route to an understandlng of the world were reasons for
choice of a partlculer major for the self. Subjects
attributed others' choices to'theif‘dispositions such as
needs, interests, and personality. Dispositional.terms such
" as "they need eomeone they can relax wiﬁh" or ;they need the
degree"” were the reasons given for others' choice of a
particular dating partner or major (Niébett et al., 1973).
Since different reasons are_given for choice of dating
partner and major for one's self end'for others, the reasohs
given for clothing choices by self and others-may.also,be
| different,. The implication is further supported by a study
of 201 consumers and 49 jeans manufacturers (Young, 1979)
"~ which concluded that manufacturers and consumers welghted
dlfferently the significance of factors influencing jeans .

purchasing.
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Though there aré a number of'studies onlthe impéct of
selfnpércepﬁion on clothing selection, the effect of
clothing 6n personél perdeptions; and the difference between
sélf—perceptidn and perception of others, no study has
specifically addressed perceptioﬂ of clothing fit by target
wearer (self vs. other). It ﬁan be concludéd.from |
previously cited studies that individuals have different
perceptions of self and others, observe the behavior of self
and others from different perspectives, use different
' adjectives to describe self and others, attribute different
causes or give different evaluations tb behavior of self and
others, and give different reasons for certain choices of
‘self and others. Thus, different perceptions of clothing
fit by target wearer may be pfedicted; i.é., fit peiceived.

as good for self may be perceived as poor for others.

Clothing Preference by Sex

Rosenfeld & Plax (1977) reported different clothing
interests by sex. Female college students were repoited to
spend more money on clothing tﬁan malé#(Baumgartner,'l963).
A significant‘difference'in beody self~imége for males and
females has been reported (Rock, 1985). Young.men generally.
have a more positive body self-image than do young womenp
Differences in body self-image are likely to affect preduct

choice and clothing usage (Rook, 1985).
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A study.of 50 female colleée_students and 50 male
college students in the north Texas area found that ﬁhe
significance of fit to jeans pﬁrchasing was different for
females and males (Reid, 1982). A significantly hiqﬁ
proportion of female subjects (92%) as ccmpared-to male
subjects (78%) indicated that fit was the most important
factor when purchasing a pair pf jeans. |

Edmonds and Cahoon (1984) found that females were
likely to recognize the sexual impact of ﬁlothing styles on
ﬁales, and sexually exciting cldthing was préferred by
- females who had the self-image of being sexually attractive. 
However, in a study of males' and femalesﬂ.preferences fbf
bust revealing clothing, no«bra; see-through blouse, and
nipple visible styles were selected by a higher proportion
of males than females_(Wildman; Wildman, Brown, & Trice;
1976). McCullough, Miller, and Ford (1977) concluded that
females recognize the impact of sexually attractive clotﬁing
and do wear this type of clothing occasionally: however,
females generally prefer modest clothes to conceal'their
bodies, while males generally prefer seeing feﬁales in
"body-revealing clothes. Males.énd'females aiffer in body
self-image and clothing interest; thus, it can be predicted
.that males and females may differ in their perceptipns of

what constitutes a good fit in clothing.
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Clothing Preference by Educational Background

Peopie of different educational backgrounds are likely
to have different clothing interests. For example; dancers
are more sensitive to body cues than to facial cues
{Schneider et al.,‘l979); thus, they may be more sensitive
to fit of clothing."A study of clothing stereotypes on a
college campus indicated that students in the textiles and
clothing department were.associated with formal wear while
students in the animal science department were agsociated
with casual clothing (Ruckef et al., 1982). Jeaﬁs_ﬁefe
particularly associated with engineering, psycholbgy,-and
ahimal science majors. Rosencranz {1972) indicated that
students from home econémiés, arts, humanities, and social
sciences are more aware of clothing than are those in
engineering or sciendes.

In a study of 70 male college students from different
classifications (freshman, sophomore, junior, and senior)
and majors, $ubjects were categorized into 3 groups-~
radical, norm, and traditional groups (Thomas, 1973). The
radical group consisted of students who wore long hair,
beards, flamboyan£ cclors, colored beads, othe; acéessories,
and unpressed of dirty clothing. The traditional group wore
short or crew-cut hair, dress slacks} and traditional-cut
sports shirt. The norm group, falling between the radical

and the traditional group, wore a wide variety of styles
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such as jeans or plain slacks with buttondown or éports‘
shirts, which were not as extreme as the clothes of either
the radical or the traditional group. Year in college was
not significantly related to students'_clothing selections,
but majﬁr‘in collegé was significantly related to clothing
selection. Conservative attire was favored by engineering
and business studenté; radical attire was faﬁored by
humanities students, while most of the sﬁudents in the norm
group had not indicaﬁed_a major (Thomas,-1973).

It is clear that clothing preferences differ among
different majors in college. If_students of different
educational:backgrounds have differént clothing preferences,
.they'are,also likely to have differeAt preference of fit in

clothing.

Clothing Preference by Attitudes

Kness and Densmore {1976) cohcluded that conservative
social-political beliefs are reflected in choosing. and
wearing traditional clothing, dressing to be in style,
changing styles'later, attaching more status symbol power to
‘clothlng, u51ng clothing to judge and choose friends, and
belng more conservative in attitudes toward using clothing,
Ryan (1966)4found that people with high religious values
preferred modesty in clothing. Levin and Black (1970)
concluded that individuals ﬁith‘liberal social attitudes are

more likely to accept liberal modes of dress and appearance,
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with females showinc a stronger tendency to accept liberal
modes than males. College students may predict an
individual's political attitudes along a
liberal-conservative dimension by clothing cues (Kness &
Densmore, 1976). Students wearing traditional clothing,
such as straight-cut pants, sweaters, and pressed tailored
shirts, were.perceived by subjects as conservative. Students
perceivea as having iiberal attitudes wore nnpressed jeans
or bell-bottoms, and unpressed shirts.with_an emphasis on
comfort. Subjects also indicated that they wore clothing
styles corresponding to their o&n political attitudes. A
similar study found a significantly positive COrreletion
between polltlcal llberallsm and clothing radlcallsm
(Thomas, 1973). Students w1th liberal political attltudes
- preferred radical attire such as long hair and beards,l
flamboyant colors, and unpressed and dlrty clothes, while,
students with conservative political attitudes prefered
traditional attire such as.short or cre&-cut hair, dress
siacks, and tra&itional-cut sports'shirt.

Lind and Roach-Higgins (1985) concluded from a.number
of similar studies (Buckley & Roach, 1974; Kness & Densmore,
1976; Levin & Black, 1970) that faded, patched jeans,
working shirts, hiking boots, and long hair worn by
political activists of the 1360‘'s were used by minority

~college students as a symbol of liberal social-political
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. attitudes. In a study of 259 college students, 82 males aod,._
177 females, from two universities, Mathes and Kempher
(1976) concluded that certain clothing styles were believed
to indicate.liberal sexual attitudes and behavior.
Tank-tops, open shlrts, hip- hugger pants, cut offs, and net
shlrts were believed to be worn by male college students to
indicate their liberal sexual attitudes and behavior, while
female students wore cut-offs, hip-hugger pants,
top-exposing midriffs, and halter tops (Mathes & Kémpher,
1976).

In the The Nine American Lifestyles, Mitchell (1983)

found evidence of a relationship between putchase of jeans
and personal attitudes, values, and life styles. Mitchell
f1983) found that a person with conservatife attitudes
generally_preferrod fofmal Wear such as suits, dress shirts,
and sports coats, while a person with liberal attitudes
tended to prefer informal.attire, especially jeans. Inr
fact, jeans comprised the majority of the liberal person's
wardrobe.

A 5tu&y of single women students at a Mormon college
reported a 51gn1f1cant relatlonshlp between orthodoxy and
total conservatlsm-modesty A smgnlflcantly positive
relationship existed between orthodoxy'and each of four
factors in a Conservative-Modest Scale-- body exposure,

style, length, and fit of clothing (Christiansen &
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Kernaleguen, 1971). Thus a relationship between _
political-social attitudes and fit of clothes could be

hypothesized.

Conformity in Cldthing

Positive correlations betﬁeen clothing worn and both
group acceptance and socio-economic class have been
__reported.. A majority of subjects indicated thét they
dressed to conform to the nofm of their peér groups
(Takahashi & Newton, 1967),‘and cémformity in dress was
related to individuals' desires to be accepted and likéd
(Taylor & Compton, 1968). Buckley and Roach (1983) found a
positive relationship between similarity in dress and .
willingness to work together. 1In a study of fhe
relationship among ¢lothin§ choices, personality, and peer
conformity, it was found that adolescentfé clothing cﬁoices
varied accordinglto the magnitude'of.peer éonformity (Gurel,
Wilbur, & Gurel, 1972).

Another study categorized.subjects as either
conformists or nonconformists based the similarity or
disSimilarity in clothing between subjects and their peer
group (Lowe & Anspack, 1978). Three sociél restrictions,
student role, lack of self-confidence in choosing own
clothes, and disSaﬁisfaction with previous choices, were
reported to be significantly cdrrelated with freedom in

dress. The nonconformist was less restricted by the student
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role and had less need for public approval than the
conformist. A study of 121 bojs and 110 girls from the
sophomore class of a high séhool found that conformity_to
the clothing mode was a factqr in peer acceptance. .
Conformity.with regard to trouséx length, skirt length, cut
of garment, and fit were the most important characteristics
looked for (Smucker & Creekmore, 1972).

Slater (lQSS)_suggested that.peermgroup influence
signifiéantly affects the decision on how close the fit
should be. American teenagers émphasize body contours in
jeans‘énd claim that a body should appear as though it wés
poured into the jeans, and as if the jeans.will nevef be |
removed except if they are cut off. An Arab boy, whé has
worn loose, flowing robes, will‘begin to wear the snug-tight
jeans as the U. S. boys do after he comes to the United
States (Slater, 1985).

In addition to conformity to the peer-group,
-socio-economic class, sex roles, student roles, and
attltudes, the 1mportance of clothlng conformlty to the
situation was also reported. A person with liberal attire
bﬁt conservative behavior or a person with cohservative
attire but liberai behavior was likely to be associatéd with
mental illness (Knox & Mancuso, 1981). Oﬁe hundred and
eighty junior college students participated iﬁ fhe study in

which videotapes of 3 different attire sets~- radical,
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neutral, and conservative-- were used. JeWelry, head band,
a éollarless'shirt; sandals, and jeans comprised the radical
attire; conventional, open-collared shirt, slacks, apd shoes
comprised the neutral attire; and suit, tie,‘shoes, hair
parted and combed down comprised the conservative attire.
The same individualrappeared in all three vidéotapes,and the
same scenario wés used. The same individual, wearing
different'attire in each videotape, was seen discussing a
buying decision after,consulting either a sfock.broker-or an
astrologer. An inconsistant sitgation was either the
radically attired person who had consulted a broker or the
conservatively attired person who had consulted an
astrologer. More favorable evaluati;ng were given to the
congrﬁent conditions Mental lllness was attributed to the
1ncon51stant person, while posztlve mental health was

associated W1th_the congruent person.

Theoretical Background

The importance of conformlty or similarity in clothing
can be explalned by cognltlve con51stency and balance
theories. The existence of dlssonance‘or inbalance is
psychologically uncomfortable, and'eventually will motivate
people to reduce the dissonance and achieve‘consonance
- (Festinger, 1968; Heider, 1958). According to Festihger
(1968), individuals tend to avoid situations and informﬁtion

which would increase dissonance. Social support is believed
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to be one of the many ways to reduce dissonance. Oﬁtaining
agreement frpm oﬁhers and seeking information from mass
media such as,advertisemehts are two means of increasing
social support (Festinger, 1968). Social contact is
important in reducing dissonance or inbalancé and is
facilitated by conformity in clothing. Therefore,
conformity in clothing should help individuals to achieve a
" balanced state. Sproles (1979).concluded fﬁom Several.
'studies that'bonformity in'clothing affects a person's
perception of security Because conformity is a meéns for
achieving social approval and reducing the fear.of ridicule
or social disaﬁproval. Since a consonanf staté‘is desired
and comformity in clothing is.a means to achieve consonance,
individuals will more likely.d:ess according to the norm for
their personality, sex rolé; and edﬁcationai or dccupational
background. |

Balance theory can also help explain the relationship
between clothing preference and an individual's
political-social attitudes. Kaiser (1985) poinfed out that
individuals tend to behaye and dress‘differently according |
to their sex, beliefs, and attitudeé in order to achieve a
consonant status. An unbalanced situation wouldlbe create&
. if an individual's clothinq_didhnot.correspond to that
individual's attitudes. People with conservative

political-social attitudes prefer conventional and formal
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wear; people with liberal aﬁtitudes place emphasis on
freedom of clothing choice and prefer informallattife
{Buckley & Roach, 1974; Kness & Densmore, 1976; Levin &
Black, 1970). Dissonance ih behavior or dress is visually
unpleasant and has a negative effect on observers (Kaiser,

1985).

Individuals' Fit Preferences

Clothing is made fo fi£ people's bodies in different
degrees of tightness, from:a very ldose, flowing style to a
skin ﬁight contoured fit.'Each degfee of tighﬁness of fit is
acceptable in a sbecific situaticn; a long, voluminous
evening gown has to flow down from the body to be attraétive
while a pair of jeans with thé same fléwing fit would
embarrass tﬁe wearer (élatar, 1985). The fit of clothing
affects people’'s comfort both physicaliy and
psychologically, and the psychological discomfort of
"“fitting wrongly" ié tolerated less than physical discomfort
such as constriction and lack of wearing'ease (Slater,”

1985) . .

Only a few studies address the fit of clothing from the
 psychological aspect. Kefgen & Touchie-Specht {1986)
cétegorized bbfh snug-tight and baggy fitting as poor
fitting and pointed out that this type of clothing i% used
to portray comical and_pathetic roles in the theater.

Rucker, Taber, and Harrison (1981) reported a significantly
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positive relationship between the fit of élothingrand the
prestige of occupation; the closer and more tailored fit,
the higher the préstige;

Thi§ researcher could nbt find any studies specifically
addressing the fit of jeans, though Hélman and Wiener (1985)
questioned if tight fitting designer jeans appe&led to the
narcissism and exhibitionism of the young I-Am-Me's and if
this appeal would diminiéh with increasing maturity. Slate:
(1985) ranked tight jeans as the w&rld's third wb#st |
strangulation device aftef garrottes and boa constrictors.
Snug-tight jeans are believed to éaqse additional dis;émfort,'
in the form of dermatitis and yeast infeétions. The reason
why some people prefer wearing snug-tight jeans is‘beéause-
of the psycholoéical comfort (Slater, 1985). 'Slater‘(1985)
indicated that_people tend.to dress conforming to their péer
groups, which'sometimes induces people to trade in their
physical comfort for psycholeogical comfort and fhe illusion
that they are wearing the ideal garment.

.In summary, caéual wear or rédical attire, more
exposing or seductive clothing, unpressed, patched, faded,
looser, hip-hugging, and less constructed fypes_of ciothing

are usually éssociated with younger, liberal arts or
humanities related majors, or_socially/politically-liberal
people. Formal or conservative. attire, especially more - |

tailored fit, pressed, straight-cut legs, more constructed,
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and socially-conforming clothing is usually associéted-wiﬁh |
older students, engineering, sciénce or business oriented
majors, or socially/politically conservative people. Thus,
it may be predicted that a student who is older, has
conservative attitudes, or is a business or science-oriented
majoxr may prefer a moderate or tailored fit, while an
individual who is young, has liberal attitudes, or is froﬁ a
liberal arts and humanities related major may be moxe
liberal céncerning fit, wearing jeans in more extremé

styles-—“baggy to shnug-tight.

fhe Influence of Brand Names

Consumers purchése certain merchandise foi its'meaﬁing,
as well as the function (Levy, 1959). Status associaﬁed
with'certaih brand names is reported to influence_cdnsumefs'
perceptions of quality and value of merchandise and
therefore the willingness to buy (Dodds & Monroe, 1985).
Middle-class women are especially sensitive to status
symbols (Cassell, 1974). They may wear designer label
clothing to indicate the position of their husbands.
Sensitivenesé to status symbols emerges sometime between
préschool and second grade and begins to décline after
college age (Belk, Bahn, & Mayer, 1982). Belk:et al., (1982)
concluded‘that college students are very sensitive to status
symbols, and there is a tendency for males to be more
sensitive to status symbols of some product categories than

females.
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In a college survey about jeans consumptiqn,'three
brand names ocut of 22 different labels were iaentified,by
90% of the subjects, and fit was the major factor fér the
preference of these three brand:names ("Jeans: The," 1978).
Another study df college stqdents found the brand names of
jeans made a significant differenée in impression of the .
wearer (Workman, 1986). A more positive image‘ﬁas
associated with designer jeans and national brand jeans,
while a more negative'impression was asSociated with store
brand jeans. Wearers of J. C. Penney jeans were associated 
with being lesé fashionable, having a poorer perspnality,
Having less interest in féshion, being less popdlar, being
poorer, being less sociable, being less sophisticated,
having a smaller wardrobe, and being heavier. Wearers of
Calvin Klein.jeans were associated with being moré
extravagent and moré_ccnforming._ Lee jeans weérers were
thought to be less influenced by advertising (Workman,
1986). Mayer and Belk.(l985) concluded that even 4th and
6th grade students attributed more p051t1ve personalltles to
wearers of Calvin Kleln and Levi's jeans than to wearers of
Sears Jjeans.

Abbey (1983) found that young students differentiated
jeans basically.by the fit, cut, texture, and brand name.
Designer-jeaﬁs were mainly worn by females oveﬁ 20 years

old; Levi's jeans were most frequently worn by young male
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sﬁudents: and Lee.jeans ﬁere prefexrea by dads. Levi's jeans
were associé;ed-with cowboys for the rugqed'but comfortable
texture; designer jeans were associated with a sexy image

- and fame for the slimmer cut and the status symbol. -
‘According to marketing research, Wrangler is popular among
real cowboys agd rural cdnsumers, while Lee is especially
preferred by stylish female suburbanites (Freedman, 1986).
A junior high sehool student distinguished jeéns_by_the
following interpretatién: "freaké always wear Leés, éreasers -
wear Wranglers, and‘evefyone else wear Lévi‘s" (Lurie,. |
1976). A study of lOC college students,‘SO each males and
females, reported that national brand'ﬁame jeans were
generally prefefred to designer jeans and desiéner jeans
were more likely purchased by feméles (Reid, 1982j.

College studénts are very sensitive to the symbolid
value oﬁ clothing such as jeans. Sevéral studies_(Abbey,
1983; Freedman, 1986; Workman, 1986) concluded a stereotype
of jeans by brand names exists among college students.
Because of the different degree qf sensitiveness to stafﬁs
symbols, the existing jeans étereotype, and reported
differences in.the perception of fit in jean§ by brand
names, it can be predicted that brand names.will_intéract
with the other independent va:iables,.self—perception, sex,
educationallbagkground, and attitudes, té influence

consumers' perception of a good fit of jeans.
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Summary

Clothing stereotypes according to sex,,age,rtollege
majdr, and attitudes do exist in American cultﬁre. 'Clothinq
- can affect one's perceptlon of other people s personallty,
occupation, demographlc and psychographlc characterlstlcs,
and status (Knapp, 1978; Kaiser, 1985; Rosenfeld & P;ax,
lQ??;’Dienstfrey,ll982; Barnes & Rosénthél, 1985).
Perscnality and personal values influence clothing choices
(Aiken, 1963; Gurel et él 1972; Rosenfeld & Plax, 1977)
leferences between self-perception and perception of others
have been reported (Kleinke, 1978; Ryan, 1966;_Stone, 1965).
" Brand names and désigner labels influence‘coﬁsuméré' buying
haﬁiﬁs (Wérkman, 1986). ‘Different pérceptions of quality,
fit, and cut are associated with brandlname_stereotypes.
- Age and sex are two factors affecting the degree of
-sensitiveness to status symbols (Belk et al., 1982).
Positive relationships between fit and conservatism and
prestige of océupations have been reported. Different
clothing interests and différent perceptidns of body-image
lead to different élothing consumption patterﬁs and style
selections;

Jeans have been used to symbolize rebellious,
indepen&enﬁ, and liberal attitudes or liberal sexuall
behavior in the past and were often associated witﬁ socially:

or pelitically libéral young pecople.  Recently, seductive
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'énd socially controversial jeans advertiséments, prbvbking
religious and women's groups but pleasing the young
generétion, have further accented the young, sexual, virile,
and liberal image Qf.blue jeans {Conant, 1986; Foltz, 1985).
The young, liberal image associated with jéans and the o
recent émphasis on body-exposing, seductive, snuq4tight
fitting, liberal, and virile image in jeans advertiseﬁents
are likely to influence consﬁmers' perception of how jeans
should fit.

Thus, if élothing preferénce varies by self-perceptioh;
personality, sex, major, attitudes, and brand name; and if
different clothing stereotypes exist; and if self¥perception
differs from the perception of others; then preference of
fit in clothing, and in particﬁlar jeans, will differ
depending upon differences in thesé Qariables. .Bécause
individuals are likely to conform to the norm of their own
_éroups to achieve cohsonant status, cognitive consistancy
theory provides a framework foi the following predictions.

1. The perception of a good fit méy be different

| depending on who the target wearer is. Individuals
who don't prefer wearing a snug-tight fit themselves
may prefer a snug—ﬁight fit as a good fit for others;—

2. Perception of fit will differ for males and females.

3. People froﬁ liberal arts or humanities oriented

majors will be less discriminating regarding fit,
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whereas people from Bﬁsihess, Science, or Educatién
Orignted majors will prefer‘a moderate or tailored
fit. -

People with liberal attitudes will be less
discriminating regarding fit, whereas people with
conservative attitudes will prefer a.moderéte or
‘tailored fit.

The image portrayed and claimed in the advéitisements
of different makers will distinquish'one brand of
jeans from another, and will affect consu@ers”

perception of fit of a particular brand.
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CHAPTER III
METHODS AND PROCEDURES

Subjects |

The subjects were 117 students from different'schools,
and colleges eniolled in Sbring, 1987, classes at Ngrth
Texas State University; Students Volunteered to participate
in the study. Instructors from different colleées or
schools at the university were contacted to endourage
students to ﬁarticipate in this study. In most cases,
students received extfa'points from intructors as |

incentives.

Instrumentation and'Methodology

Six pairs of Levi's jeans, 3 men's and 3 women's, were
used for testing purposes. The three women's jeans, siées
6, 8, 10, were worn by a size 8 female model; the three
men's jeans, sizes 28, 30, 32, weré worn by a size 30 male
model. Photographs of each model wearing éll three sizes
including both the front and the back view of each were
taken. To reduce bias from.the physical characteristics of
- models, upper torsos and faces did nbt appeaf in the
photographs. Any recognizable logo was reméved'from test

samples prior to photographing in order to reduce bias due
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to brand recognition. Twelve 8°x10" black and white
photographs,_front-and back view of six pairs of ﬁeans ware
taken and mounted for use with a qﬁestioﬁnéire. Following
are details of each picture: | |
lst-- female, size 6, front view
2nd-- female, size 6, back view.
3xd-- female, size.8, front view
4th-- female, size 8, back view
5th-- female, size 10, front view
6th-- female, Qize 10, back view -
7th-- male, size 28, front view
Bﬁh—— male,‘size 28, back view
9th~—.male, size 30, front view
10th-- male, size'30; back view
11th-- male, size 32, front view
12th-- male, size 32{ back view
The twelverpictures were evaluated by a panel of
judges, composed.of clothing and textiles faculty memberslét
North Texas State University. They determined whether the
)brand was distinguishablekand'whether different degrees of
fit in the jeans were clear in the pictures. The face
validity of the research instrument was svaluated by a.pilot
study conducted with 20 students.
The study consisted of four parts: evaluétion of fit;

social-political attitudes:; clothing. interest: and jeans
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consumption patterns and personal profiles. Two scales, .
Attitudes Tgwérd Women (Spence & Helmreich, 1973) and
Radicalism-Conservatism Scale (Comrey.&.Newmeyer, 1965),
were used to evaluate subjects' sbcial~political attitudes.
 A clothing intérest scale (Rosenfeld & Plax, 1977) was used
to detérmine the type of clothing‘p:eferred. Questions
about jeans consumption in the last three years'including
size worn, quantity purchased, and brand name preferred; and
- gquestions about aemographic characteristics including sex,
major, classification, and age were asked.

Each subject participated'in the sﬁudy; whiéh tbok"
approximateiy 20 minutes, at an individually prescheduled
time. Each sﬁbjact viewed the same &wél?e photograbhs,_
responded to the same questionnaire, and evalgatea th§ best
fit of men's and wbﬁen's jeans. For évaluaﬁing the best fit
of jeans, subjects received one Eookleﬁ, which conéisted of
the same 12 photégraphs. Male‘subjects wefe directed to
- rank the best fit of men's énd women's jeans shown.in
photographs and to rank the fit of the men's jeans for
themselves from the most to the least preferred. Female
subjects were also directed'tp rank the best fit éf men's
and women's jeans Shown in photographs but to rank the.fit
of the women's jeans for themselves from the most to the
least preferred. Subjects'we;e asked to rate thé fit of

each set of photographs on a 9 - 1l scale from "the pérfect
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fit" to "the poorest fit.; Three variations of brand name--—
Sears (private label), Levi's (national label), and Calvin
Klein (designer label); plus a control condition; jeans-~
were used in the queetioneaire. | |

The information obtained was used to determine.whether
(1) a label would affect the perception of good fit, (2)
there were any differences in the perception of good fit
according'to attitudes, sex, or education, and (3) consumers
preferred the flt selected by the manufacturers, that is, |
size 8 jeans worn by a s;ze 8 model would be rated as better
fit than either the size 6 or slze 10 jeans worn by the size
8 model; (4) there was a difference in the perceptionkef
good fit according to whether the target wearer was the self

-or another person.

Analysis of Data
Analysis of Variance and Pearson Correlation were used
to analyze the relationships between the perception of a-
good fit and the independent variables-- target wearer, sex,
college majors, selected attitudes, and brand name prefered.
Significance levels of_O.lO was used for determining |

significant results.
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CHAPTER IV
RESULTS

Introduction

The questions this reseaich proposed to answer were
whether perception of fit in jeans varies by: (1) target
wearer, (2) sex, (3) educational background, (4)
political~social.attitudes, and -(5) brand name. Descriptive
statistics were used to analyze 1nformat10n related to jeans
consumption patterns and problems w1th flt of jeans.
Pearson correlation coeff1c1ents were used to'determine the
~relationship between pefferied-fit for selfland for others.
Analysis of variance (ANOVA) was used to determine.any
relationship between perception of fit ahd factors predicted

to affect perception_of.fit.

Descriptive Staﬁistics
In a two-week period during spring semester, 1987, one
hundred and seventeen subjects completed the study. One
subject failed to anewer all questions and the form‘hadrto'
be discarded. One hundred and.sixteen queétionnaires were
used to analyze the results‘ The subjects 1ncluded 81
females and 35 males who ranged in age from 18 to 44 years

~ald. The height of the subjects ranged from 5°' to 6'11“:
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the height of female subjects ranged from 5° té 6' and male
subjects fiom 5'6"_to 6‘11“. The weight of the subjécts
ranged from 95 pounds to 240 pounds; female subjects ranged
from 95 ‘pounds to 210 pounds and male subjects from 125
pounds to 240 pounds. The majority of the subjects were
from the School of Human Resource Management (31%, n=36) and
the College of Business (26.7%, n=31). Other majors
included Art (12.1%, n=14), TV & Drama (7.8%, n=9}, Science‘
& Biolégy (6.9%, n=8), Educaticn (6%, n=7), Music (2.63%,
n=3)} and other departments in the humanities (6 9%, n=8).
Over half of the subjects (62.1%, n=72) were juniors and

seniors (See Table I).

TABLE I

CLASSIFICATION OF SUBJECTS'

Classification o n o

Freshman 16 13.8%
Sophomore 23 . 19.8%
Juniorxr 27 T 23.3%
Senior 45 38.8%
Graduate ) 5 4.3%
Total - 11s 100.0%

The majority of the subjects (44.1%, n=51) estimated
- they spend more than 500 dollars on clothing yearly, with a
larger percentage of female subjects as compared to male

subjects spending more than 500 dollars (See Table I1).
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TABLE II

ESTIMATED YEARLY CLOTHING EXPENDITURE

_ ' All Subjects Male Female
Expenditure N n _ % n % n %
Less than $200 - 8 6.9 3 8.6 5 6.2
$200 to $300 19 16.4 10 28.6 9 11.1
$300 to $400 19 16.4 9 25.7 10 12.3
5400 to $500 19 16.4 .. 2 5.7 17 21.0
More than $500 51 44.0 11 31.4 40 49.4

Total 116 100.0% 35 100.0% 81  100.0%

Although the majority of subjects spent more than 500
dollars on clothing yearly, only a small amount of the

expenditure went for Jeans (See Table III),

TABLE IIT

ESTIMATED YEARLY JEANS EXPENDITURE

All Subjects Male Female
Expenditure ' n % n % -n %

' Less than 550 30 25.9 10 28.6 20 24.7
$ 50 to $100 46  39.7 14  40.0 32 39.5
5100 to $150 23 19.8 -5 14.3 18 22.2
$150 to $200 11 9.5 3 8.6 8 9.9
More than $200 6 5.2 3 8.6 3 3.7
Total 116 J100.0 35 100.0 81 100.0

As for the number of days per month jeans were worn,
'ten, fifteen, and twenty days a month were indicated most
frequently. Female subjects indicated less frequent wearing

than males (See Table IV).
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TABLE 1V

WEARING FREQUENCIES OF JEANS

Frequency | All Subjects Male Female

{month) n % - f o on % n %

1 1 6.9 0 0.0 1 1.2

2 9 7.9 2 5.9 7 8.7

3 7 6.1 2 5.9 5 6.3

4 6 5.3 0 0.0 6 7.5

5 5 4.4 1 2.9 4 5.0

6 4 3.5 1 2.9 3 3.7

7 4 3.5 . 0 0.0 4 5.0

8 1 0.9 1 2.9 0 0.0

9 1 0.9 0 0.0 1 1.2

10 19 16.7 2 5.9 17 21.2
12 7 6.1 2 5.9 5 6.3

13 1 0.9 0 0.0 1 1.2

14 1 0.9 1 2.9 0 0.0

15 13 11.4 2 5.9 11 13.7

16 2 1.8 2 5.9 0 0.0

18 2 1.8 1 2.9 1 1.2

20 17 14.9 7 20.6 10 13.7

22 1 0.9 0 0.0 1 1.2

25 5 4.4 3 8.8 2 2.5

26 1 0.9 1 2.9 0 0.0

27 2 1.8 1 2.9 1 1.2
28 1 0.9 1 2.9 0 6.0

30 4 3.5 4 11.8 0 0.0
Total 114 100.0% 34 100.0% 80 100.0%

Subjects indicated appropriate places to wear jeans
were: school (87.9%, n=102), home (74.1%, n=86), and sports
(70.7%, n=82). Male.and-female subjects agreed, though a
smaller percentage of female subjects than male subjects
1nd1cated that jeans were appropriate for other events such

as party, concert, and work (See Table V).




APPROPRIATE PLACE TO WEAR JEANS

TABLE V

All Subjects ~ Male . Female
. Place n % n % n %
(N=116) (N=35) (N=81)
School 102 87.9 32 91.4 70 86.4
Home 86 74.1 27  -77.1 59 72.8
- Sports 82 70.7 27 77.1 55 ' 67.9
Party 49 42.2 25 71.4 24 29.6
Concert 40 34.9 19 54.3 21 25.9
Work 30 25.9 - 20 57.1 10 12.3
Others 6 5.2 1 2.9 5 6.2

Subjects most preferred designer labels and national
labels. Female subjects showed a stronger preference for
designer labels (44.4%, n=36) while male subjects preferred

national labels (62.9%, n=22) (See Table VI}.

TABLE VI S R

BRAND  PREFERENCE

o - e

All Subjects Male Female

Label n % n % n . %
Designer label 44 37.9 8 22.9 36 44 .4
Naticnal label 39 33.6 22 62.9 17 21.0
Private label 3 2.6 1 2.9 2 2.5
No preference 30 25.9 4 11.4 26 32.1
Total 116 100.0% 35 100.0% 81 100.03%

Subjects indicated that the appropriate age group for
wearing jeans can be any age from younger than 10 to older

than 80 years old. A decreasing percentage agreed that jeans
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are appropriate for people older than 70 years old (See

Table VII).
TABLE VII
APPROPRIATE AGE GROUP FOR JEANS
. All Subjects Male Female

Age(years) n % n % n %

- (N=116) {N=35) (N=81)
Younger than 10 years 98§ 84.5 30 85.7 68 84.0
10 to 19 ' 114 98.3 35 100.0 79 97.5
20 to 29 113 97.4 35 100.0 78 96.3
39 to 39 107 92.2 33 "94.3 74 51.4
40 to 49 | 99 85.3 30 85.7 69 ~ 85.2°
50 to 59 ' 92 79.3 27 77.1 65 80.2
60 to 69 72 62.1 20 57.1 527 64.2
70 to 79 64 55.2 17 48.6 47 58.0
Older than 80 61 52.6 17 48.6 44 54.3

Subjécts résponded éoncerning the number and the size
- of the jeans they puighased in ﬁhe last three yearé. Tﬁe
number cf jeans purchased_by a single individual.subject.
within the last three years fanged from a low of 1 pair to 5
high of 3¢ pairs of Levi's; Lee and Wrangler, 1 to 20 pairs;
Calvin Klein, 1 to 10 pairs; Guess, 1 to § pairs;.Sears, 1l
to 5 piirs; J. C; Penney, 4 péirs; and Jordache, 1 to 3
pairs. | | _ '

The majoritylof the subjects f95.7%, n=111) Believed
that fit varies by brand name and 80.2%_(n=93) of the |
subjects. did purchase different sizes from différent

manufacturers in order to achieve satisfactory fit. A
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slightly larger peréeﬁtage (97.1%, n=34) of male subjects |
than female Sﬁbjects‘(95.l% 'n=77) believed fit varies by.
brand naﬁe. .A'slightly smaller percentage (74.3%, n=26) of
male subjects than female subjects (82.7%, n#67)-bought
different sizes accofding to.brand pﬁrcha#ed. Subjects
indicated the best fitting braﬁds were ﬁee, Levi's, and
Guess. Males preferred Levi}s and Wrangler and females

preferred Lee and Guess {See Table VIII)r

TABLE VIIX

BEST FITTING BRAND

All Subjects Male Female

Brand n % : n % on %
Lee ' 31 27.2 4 11.4 27  34.2
Levi's 30 26.3 20 57.1 10 12.7
Guess 20 17.5 1 2.9 15 24.1
Wrangler 9 7.8 6 17.1 3 - 3.8
Calvin Klein 6 5.3 0 0.0 b 7.6
Jordache = = 2 1.8 1 2.9 1 1.3
. Sears 1 0.9 0 0.0 1l 1.3
Others ' 14 12.3 3 - B.6 11 13.9
Total 114 100.0% 35 100.0% 79 100.0%

Almost three fourth of the subjects (70.7%, n=82)
indicated that they do not enjoy wearing tight~fittin§
jeans., Males and femalés agreed; 71.4% (n=25) of male
subjects and 70.4% (n=57) of female subjects do not enjoy
wearing.tight~fitting jeans. Though the majoritj of the

subjects do not enjoy wearing tight-fitting jeans
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themselves, they énjby watchiﬁg other people in
tight-fitting jeans. Only 28.43% (n=33)-of~the subjécts
indicated they do not enjoy watching pebple in tight-fitting
- jeans. A larger percentage (34.6%, n=28) of female subjects
compared with male subjects_(14.3%, n=5), indicéted that
they do'not enjoy watching people in tight-fitting jeans. A
very small percentage of the subjects (5.2%, n=6)‘enjoy
watching peo?le in tight-fitting jeéns under any |
circumstance. But for 65.5% (n=76) of the subjects, it
depends on certain characteriétics_of the person whokwears

them (See Table IX).

TABLE IX

FREQUENCY DISTRIBUTION OF PREFERENCE FOR WATCHING PEOPLE IN
TIGHT FITTING JEANS :

All subjects Male |  Female
Preference n % n % : n %
Tes 3 5.2 y; 11.4 775
No 33 28.7 5 14.3 28 35.0
Depends 76 66.1 26 74.3 50 62.5
Total 115 100.0% 35 100.0% 80 100.0%

Subjects wﬁo enjoyed Qatching people in tight-fitting
jeans conditionally depending on the body buiid age, '
gender, and facial appearance indicated that body build,
opposite sex, and age are the major characterlstics

concerned (See Table X).




TABLE X

FREQUENCY DISTRIBUTION FOR CHARACTERISTICS CONCERNED BY .
VIEWERS OF PERSON IN TIGHT FITTING JEANS _ '

Charateristics| All Subjects Male ~ Female
n % n % n %
(N=76) (N=26) (N=50)
Body build 69  90.8 23 88.5 46 92.0
Age 51 67.1 18 69.2 33 66.0
Male g’ 50.0 . 3 11.5 35 70.0
Female 31 40.8 21 80.8 10 20.0
Facial 22 28.9 14 53.8 8 l6.0
appearance ‘ -

Problems with fit generally involve

long in the leg, too loose at the waist,

51

jeans that are tod

too tight at the

hip, and/or too tight at the thigh (See Table XIY.

TABLE XI

FITTING PROBLEMS .

= ——
Problem All Subjects Male Female
Point n % n % n %
(N=116) (N=35) {N=81)

Waist - 59 50.9 14 40.0 45 55.6
too tight 12 . 10.2 4 11.4 8 9.9
too loose 47 40.5 10 28.6 37 45.7

Hip 32 27.6 -6 17.1 26 32.1
too tight 24 20.7 3 8.6 21 25.9
too loose é 5.2 2 5.7 4 4.9

Thigh 45 38.8 16 45.7 29 35.8 -
too tight 39 33.6 14 4G.0 25 30.9
too loose 5 4.3 1 2.9 4 4.9

Length: 60 51.7 11 314 49 60.5
too short 25 21.6 3 8.6 22 27.2
too long 35 30.2 8 22.9 27 33.3




52

Subjects ranked ten factors as to their importance in

affectlng purchase of jeans.

Fit was ranked by 51.7% (n=60)

of subjects as the most importa:.. factor. Flber content was

‘the least 1mportant factor.

Females and males gave almost

the same ranking eXcépt for Fashion/style; which waS'rankéd

as the second most important factor by females but ranked as

the sixth most important factor by males (See Table XII).

TABLE XII

RANKING OF FACTORS AFFECTING JEANS PURCHASING.

Female

All Subjects Male
Factor Ranking Mean Ranking Ranking. Mean
Fit 1 1.96 1 1. 1 1.96
Comfort 2 3.93 2 3. 3 4.11
Fashion Style 3 4.53 6 6. 2. 3.90
Price 4 .4.95 3 4. 4 5.11
Quality 5 - 5.14 4 5. 5 5.15
Brand Name 6 6.14 5 5. 6 6.33
Fabric 7 6.62 9 7. 7 6.36
Easy Care 8 6.89 8 6. g 6.92
Durability 9 - 7.04 7 6. 9 7.25
Fiber Content 10 7.87 10 7. 10 7.92

The majority of the subjects (75%, n=87) believed that

current advertisements do help sales of jeans, but only

45.7% (n=53) of the subjects like the seductive image

portrayed in some of the advertisements

especially felt offended by Guess advetﬁisements.

.. One subject
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Choice and Rating of ﬁést Fitting Jeans
- The purpose of the study.was to investigate the

relationship between perception of fit énd the following
’independent variables: target wearer {self vs. others), sex,
educational background political-social attltudes, and
brand name. Subjects were randomly a551gned to one of four.
experimental condltlons In each experimental condltlon a
different brand name was'used: Calvin Klein, Levifs} Sears,
or jeéns.

Three pairé of women's jeans, size 6, size 8, and size
10, were wﬁrn'by a female size 8 model, and three pairs of
men’'s jeans, size 28, size 30, and:siée 32, were worn by a
male size 30 model. Perception of fit was then evaluate& by
- the choice of three different fits - tight fit (#i:e 6 and
size 28), moderate fit (size 8 and size 30), and loose fit
(size 10 and size 32) (See Appendix C), Overali, size 10
was rated the best fit of women's jeans along a 9 poinﬁ
scale (m=5.28), followed by size 8 (m=5.20) and size 6
‘(3 75) Bize 30 was rated the best fit of men" s jeans along “
a 9 point scale (m=5.74), followed by size 32 (m=5.62) and
size 28 (m=3.20).

Subjects selected the best fitting'paix of woﬁen‘s
jeans by rankinglthree photographs. Size 8 was selected by
the majority of subjects as the best fitting jeans for |

women, and size 6 was chosen least often as the best fitting
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jeans. Males and females agreed, though a larger pecentage
of males (25.7%, n=9), as compared to females (13.6%, n=11),

-selected size 6 as women's best fitting jeahs (See Table

XIII).
TABLE XIII
SIZE OF WOMEN'S JEANS PERCEIVED TO BE THE BEST FIT
All Sﬁbjects Male | Female

Size n % n % n %

6 20 17.2 9 25.7 11 13.6

8 52 44.8 13 37.1 39 48.1

10 44 37.9 13 37.1 31 38.3
Total| 116 100.0% 3% 100.0% 81 100.0%

Subjects reéeated the selectibn-prodeés f0r three pﬁirs
of men's jeans. Size 32 was selected by half of the subﬁects
as the best fitting jeans for men and size 28 wés'selected
least often as the'best.fitting jeéns. However, a larxgest
- group of males (48.6%, n=17) selected size 30 as the best
fitting jeans, while a majority of females (54.3%, n=44)

selected size 32 as the best fitting jeans (See Table XIV).
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TABLE XIV

SIZE OF MEN'S JEANS PERCEIVED TO BE THE BEST FIT

All subjects  Male Female
Size n % n % n %
28 [ 12 10.3 I d § 5.5
30 46  39.7 17  48.6 29 35.8
32 58  50.0 14 40.0 44 54.3
Total|116  100.0% 35 160.0% 81 100.0%

'Analysis of Variance aﬁd Correlation

Subjects selected from the photographs £he picture that
best portrayed the fit preferred fcrltheir own jeans. Fifty
percent of-the'females_preferred size 8§ for themselves; a
similar percentége‘preferred size 8 fit for others females.
~Almost 50% of the males preferred size 30 for themselves.
Preferred fit for self'was consistent with preferred fit for
others (See Table XV). In contrast to the preference of
males, a majority of females sélectéd.size 32 as the best

fit (See Table XIV).

TABLE XV

BEST FITTING SIZE OF JEANS FOR SELF

Male - Female

Size n % Size n %
28 5 14.3 6 8 9.9
30 17 48.6 8 43 " 50.6
32 13 37.1 10 32 39.5
Total 35 100.0% ‘ T 81 100.0%
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Pearson correlation was used to investigate the
relationship between the best fit selected for self and for
others. A p051t1ve correlatlon was found: O 7182 2=0.00 for
females and 0.7911,_nr0.00 for males.

Political-social attitudes were determined by‘sceres on
Attitudes Toward Women Scale and Radicalism-Conservatism
Scale. The Clothing Interest Scale was.used to investigate
the relationship between the degree of clothing 1nterest
especially the exhlbltlonlsm factor, and the perceptlon of
fit,

Possible scores on the Attitudes Toward Women Scale
range from 0 to 75, with 0 representing the most traditional
and 75 the most contemporary, profeminist response. Scores
of subjects in this study ranged form 20 to 73, mean
score=54.90. The mean score of the subjects Qith
traditional attitudes toward women was 22.0; with moderate_
attitudes towafd women was 43.23; and with contemporary
attitudes toward women was 60.19. |

Possible scores on the.Radicalism—Conservatism Scale
range from 30 to 270, with 30 representing the most radical
and 270 the most cohservative response. Scoree of subjects
- in this study‘rahged from 93 to 214, mean score=145.82. The
- mean score for the subjects with radical attitudes was
1 110.83; with moderate attitudes was 147.82: and with

conservative attitudes was 191.40.
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The ClotHing Interest Scale measured four factors: (1)
\Clothing Conscibusness, (2) Exhibitionism, (3) Practicality,
~and (4) Designer. Possible scores on the Clothing Interest
Scale range from lGIto B0, with lG-repreSenting the.most
likely and 80 the least likely (1) to be concerned with
clothes; (2) to wear revealing clothes; (3) to be inte;ested
in the practical as obposed to.the aesthetic value of
clothes; and (4) to_pﬁrsue a career in a clothing -related
fiéld. Scores of subjects in this_study ranged from 29 to

78, mean score=48.10 (See Table XVI).

TABLE XVI

SCORES ON ‘CLOTHING INTEREST SCALE

Factor Possible Scores | Subjects' Scores | Mean

Clothing Interest 16 to 80 29 to 78 48.10
Clothing consciousness 8 to 40 8 to 37 19.39
Exhibitionism 4 to 20 4 to 19 12.19
Practicality - 3 to 15 4 to 15 10.49

" Designer 2 to 10 2 to 10 5.88

Two way analysis of variance (2-way ANOVA) was used to

analyze the effect on the perception of fit of each

- independent variable by comparing the difference in the

choice of best fitting jeans and the mean rating of‘best

fitting jeans. The perception of fit was measured by rating

on a 9 point scale how well a specific pair of jeans Fit.
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For women's jeans, ANOVA rcvealed a siénificant main
effect between percéption of fit and radicalism—conservatism
score, F(4,104)=3.101, P=0.02. This result was due to a
significant relatlonshlp between rating of best flttlng
jeans and radicalism- ccnservatlsm score, F(2,104)=5.885,
p=0.00; and a significant 2-way interaction between choice

of best fitting jeans and rating of best fitting jcans-aﬁd
| radicalism~conse:va£ism score, F(4,104)=3.840, p=0.00.

Subjects with more conservative attitudes on the.
Radicalism~Conéervatism Scale tended to prefer a looser fit
while subjects with more liberal political/social attitudes.
selected 411 types of fit from tight to loose. For
.coﬁserVative subjects, size GIQas chosen least often (20.0%,
n=1l) while size lO was chosen most often (60.0%, n= 3) as
women's best flttlng Jeans For radical subjects, the
frequency of size 6 (25.0% , n=3) and size 10 (33.3%, n=4)
chosen as women's best flttlng jeans was sxmllar (See Table
XVIIi).

A significant ;elationship was also found between
rating of women'é.best-fitting jeaﬁs and college major,
F(7,93)=1.959, p=0.07. Results fevealed that subjects with
different méjors have different perception'of‘fit. Students
with an Education major did not celect size 6 as the best
fitting jeans at all. Students from TV & Drama related

majors, Art, and other humanities related majors were
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TABLE XVII

MEAN RATINGS OF WOMEN'S  JEANS CHOSEN AS THE.BEST'FIT BY .
C SOCIAL-POLITICAL ATTITUDES

Attitudes ~ Women's Size
Score 6 8 10 Total
Radical m 5.33 4.40 750
(61 to 120) n 3 5 4 12
% 25.0 . 41.7 33.3 100.0%
Moderate m 7.20 6.95 6.68
(121 to 180)| n 15 44 o 37 96 '
%2 15.6 45.8 38.5 100.0%
Conservativel m 8.00 7.00 6.33 , E
(181 to 240){ n -1 1 3 5
s % 20.0 20.0 60.0 lO0.0%

nondiscriminating in their selection of the best fitﬁing
- Jjeans. The majority of students fxom'Buéiness and Human
ﬁesource Managemant_selected size 8 or size 10 as the best
fitting jeans (See Table XVIII). |

. Two way ANOVA revealed a significantzfelationship
betweeﬁ rating.of women's best fitting jeaﬁs and brand name,
F(3,104)=2.116,.p=0.10. The highest rating went to ﬁevi's
(m=7.03). The generic jeans (cqntrol grdup) wés rated next
highest (m=6;93), followed by Sears (m=6.?6) and Calvin
Klein (m=6.24).

There was a main effect between perception of fit and
the Exhibitibnism factox of Clothing Intereét Sdale,

F(8,97)=2.09, p=0.04. This result was due to a significant .

relationship between Exhibitionism factor and rating of best
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TABLE XVIII

MEAN RATINGS OF WOMEN'S JEANS CHOSEN AS THE BEST FIT BY

COLLEGE MAJORS f

Women's Size
6 8 10 Total
Music m 7.0 7.0 6.0 |
n 1l 1. 1 3
% 33.3 33.3 33.3 100.0%
Science m 7.5 7.67 8.0 |
n 2 3 -3 4 o
"% 25.0 37.5 37.5 100.0%
Humanities {m 7.5 6.0 6.6
n 2 1 5 8
% 25.0 12.5% 62.5 100.0%
TV & Drama |m 7.5 7.4 7.0
n 2 5 2 .9
% 22.2 55.6 22.2 . 100.0%
ArE ™ 7.0 6.29  7.25 _
: n 3 7 .4 14
5 21.4 50.0 28.6 100.0%
Business m 7.4 7.15 6.75 |
n 5 13 13 .31
% l6.1 41.9 41.9 100.0%
“HURM m 5.8 6.37 6.75
n 5 19 12 . 36
‘%'13;9 52.8 33.3 - 100.0%
Education |m 0.0 5.33 6.0
n 0 3 4 o7
1% 0.0 42.9 57.1 100.0%

fitting jeans, F(6,97)=2.229, p=0.06. Results indicated
that subjects high in exhibitionism (i.e., preferred wearing'
revealing clothes) were more likely'to select tight fitting

jeans (size 6) as the best fitting jeans. Mean score of
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Exhibitionism for subjects selecting size.6 was 11.1; size
8, 12.17; and size 10, 12.70.

None of the other independent variables—; Attitudes
Toward Women (p=0.615, Sex (p=0.58), Clothing Interest
{p=0.80}), Clothing Consciousnés# (p=0.93), Practicality
(p=0.69), and Designer (p=0.56)-- was significantly'related
to perception of fiﬁ for women's jeans (See Appendix A). |

For men's jeans, 2-way ANOVA revealed a significant
main effect between perception of fit tion of fit and
radicalism-conservatism, F(4,105)=2.35, p=0.06. This result
was due.to a significant relationship between ratiné of‘best
fitting jeans and radicalism;conservatism, F(2,105)=4.358;
p=0.02. Results seem to indicate that subjects with more

~conservative social-political attitudes were more likely to
select size 30 as the best fit. None of the subjects with
more conservative attitudés chose size 28 as ﬁen's besﬁ
fitting jeans, while size 30 was chosen most often (60.0%,
n=3) as men's best fitting jeans. A higher percentage of
radical épbjects, as compared to conservative squects,
selected size 28 and size 32 as the best fitting jeans (See
Table XIX). - |

Other significant findings for men's jeans were the
relationships between percéptidn_of fit and the
Exhibitionism factor, Practicality factor, and Designer

factor of the Clothing Interest Scale. ANOVA revealed a




62

TABLE XIX

MEAN RATINGS OF MEN'S JEANS CHOSEN AS THE BEST FIT BY
SOCIAL-POLITICAL ATTITUDES

Attitudes Men's Size
Score . 28 - 30 32 "Total
Radical m 5.0 6.6 5.33 |
(61 to 120) | n 1 , 5 © 6 12
% 8.3 41.7 50.0 100.0%
Moderate m 6.82 - 7.08 7.0
(121 to 180} n 11 37 48 96
‘ %2 1l1.5 38.5 50.0 100.0%
Conservativelm 0.0 7.0 7.0
(181 to 240} n 0 3 2 5
% 0.0 60.0 40.0 100.0%

significant relationship between Exihibitionism and choice
of best fitting jeans;_F(2,95)=2.534,.p=0.09§ Results
indicated that subjects’with a.higher inteﬁest_in.wearing
revealing clothes were more likely to select tight fitting
jeans (size 28) as the best fit. \Mean scores of
Exihibitionism by choice of best fitting jeans were: size 28
(10.5), size 30 (12.09), size 32 (12.62). |

Two way ANOVA revealed a significant main éffect
between Designer and perception of fit;'F(9;95)=l.886,
p=0.06. The result was due to a significant #elétionship
- between Designer and choice of best fitting jeans,
F(2,95)=2.801, p=0.07. Results indicated that subjects who
weré more interested ig_working in a clothing related field

were less discriminating in fit and selected all three types’




63

of fit, from tight fit (size 285 to loose fit (size 32), as
the best fit. Subjects who were less interested in'Qorking
in a clothing related field tended to select size 30 as the
best fit. Mean score oleesigner for subjects selecting size
28 was 5.33; size 30, 6.59; and size 32, 5.43;

Two way ANOVA also revealed a significant relationship
between Practicality and rating of best fitting jeans, |
F(l,1105¥3.038,.p=0.08. Results indicated that subjecté
more interestea in the practical‘value_oﬁ clothes (4¢
Practicality <10) rated the fit of men's'jeéns moxe
favorably (m=7.16); while subjects more interested in the
éesthetic value of clothes (11g¢ Practicality.ng) were more
,criticai of fit and rated the fit of these jeans lower
(m=6.69). None 6f the other independent variables--
Attitudes Toward Women §p=0.45), Sex (p=0.40), Educatiohai
Background (p=0.40), Clothing Interest (p=0.29), Clothing
- Consciousness (p=0.37), and Brand Name (p=0.94)-- was
significantly related to pefception of £fit (See Appendix A). -

In‘addition to the hypothesized indepéndent Variables,.
weight was significantly related to chéice of men's best
fitting je;ns, F(2.93)=2.7%4, P=0.07. Results indicated
that heavier subjects were likely to select size 30 as the
best fit, while ;ighterlweight subjects did not select one
size more frequently than another size. The éverage weight

for both male and female subjects choosing size 28 as the
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best fit was 132.75 pounds; size 30, 143.71 pounds; and size

32, 128.89 pqunds.

Discussion

This study invesﬁigated'whether consumers' perceptions
of fit in jeans vary'by target wearer, sex,.educational
lbackground,.political—soéial attitudes, and brand name.

Several previous studies (Kleinke 1978; Nisbett et
al., 1973; Stephan, 1975; Storms, 1973) have reported that
individuals have different perceptlons of self and others,
observe the behavmor of self and others from dlfferent
perspectlves use different adjectives to describe self and
others, -attribute different causes or give different reasons
for certain choices for self and others. In contrast to the
above findings, this study‘fognd a positive correlation
- between the best fitting jeans selected for self and for '
others. The hypothesis which predicted that pefception'of
- fit would varf by target wearer was not supported. However,
answers to other questions in this study indicated that most
of the subjects did not enjoy wearing tight fitting jeans
but enjoyed watcﬁing other people wear tight fittiﬁg jeans.
Thus, there is some support.fér the belief that subjects,
_though using the same criteria.tg sele;t a fit for self and
others, do have different preferences of fit for seif and -

others.
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Sex of subjects was predicted to affect berception of
fit but the results did not reveal any statlstlcally
s;gnlflcant relationship between these two varlables
However, results indicated a larger'percentage of males as
VCCmpa:ed to females chose tight fitting jeans tsize 6 and
size 28) as the best fitting jeans. Males further selected
mdderate fit (size 30) for themsélves in contrastrto'the‘

" looser fit (size 32) selected by females as the best fitting
jeans for men. A female subject even commented thathshe
wished males would wear looser fitting jeans. Prévious
studies (Edmonds & Cahoon, 1984; McCullough et al., 1977;
Rook, 1985; Wildman et al., 1976) have feported.that young
~men generélly have a more positive bédy self-image than -
young women, and that young women generally preféi nodest
.clothes that conceal rather than expose their bodies. Thus,
the finding of the different prefe;ences of fit by gender
may support the results §f these studies and imply that
- males may be more likely to select tightér fitting jeans and
are less hesitant to exXpose their bodies.‘ |

| Baumgartner (1963) reported that female college
students spent more money on clothing than males. This
study found a higher percentage of females, as compéred to
males, spent more than.SQO dollars a year on clothing. A
higher perCentaée‘of males than females spent more than 200

dollars on jeans annually.  Males wore Jjeans more frequently
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than.females. Males indicated jeaﬁs would be appropriate for
more events such as parties, concerts, and work. The hlgher
annual expenditure for jeans, the higher wearing frequency,
and the approval of jeans as approprlate for a w1de varlety
of events may imply that males associated a masculine image
with jeans. |
Jeans had been associated with a iiberal image in other
studies (Kness & Densmore, 1976; Levin & Black, 1970; Lind &
Roach—Higgins, 1985), and hip-hugging pants were reported
mostly worn by students with llberal attitudes (Mathes &
Kempher, 1976). Results of this study indicated that
perception of fit is affected by attitudes, especially
social-political atﬁitudes. Subjects with moré conservative
social-political attitudes tended to prefer a lopse: fit
while subjects with moré liberal social—pclitical'attitudes
also displayed‘a more liberal attitudes toward fit and
accepted any type of fit from snug-tight to lodse. |
Perception of fit was related to the educational
background of.subjects It has been reported that radlcal
attire was favored by humanltles students and conservative
attire was favored by engineering and business students
(Thomas, 1973); that students from home economics, arts, and
humanities are more aware of clothing.than are those in
engineering or sciences (Ronsencranz, 1972); and that

textiles and clothing students were more likely to wear
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forﬁal wear. The fesults of this study support these
findings. The écience students.in thié study showed very
liberal attitudes toward fit; they often cﬁose tight'fittihg
jeans as the best fitting and gave tight fitting jeans very
good ratings. This finding tends to support the.idea that
they were nondiscriminating in their judgeménts of good fit.
Students with Education majors were the most conservétive.'
None of them selected thektight fitting jeans as the bést
fit. Students frém Art, TV & Drama related majors, and
other humanities related majors were nondiScriminating in
- their selection of the best fitting jeans. Students from
Human_Resourée Management and Business chése modest (size
30) to loocse fitting (size 32) jeans as ﬁhe best fitting for-
males, but buéiness students showed a strong tendency to |
select tight fitting jeans (size_G) as the best fitting
jeans for women. Stuents from Human Resource Management as
compared to Business students showed more‘conservative 
attitudes toward fit. Most of the Human Resource Management
‘students were textiles andAClothing majors who haQe studied
fit in clotﬁing and accordingiy may have been more‘criﬁical
of £fit than Business students. A shortéoming of this:study
was that the‘nﬁmber of subjects was not equally distributed
among different majors.

This study also revealed a significant relationship'

between brand name and perception of fit. Levi's and the
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generic jeans (control group).wére rated as thexbést
fitting, followed by Sears and Célvin Klein. Reid (1982)
did report that national brand name jeans were generally
preferred to designer jeans. However, in othe: studies
(Mayer & Belk, 1985; Workman, 1986), designei jeans
possessed the most positive image. The lower fating of
Calvin Klein jeans as compared to brand name jeans in this
study supports the former finding.

The lower rating of Calvin Klein jeans does ﬁct
necessarily mean designer jeans have a negative image. Inr
this study females.indicated a préferenée for designer jeans
while males indicated a préferénée for'national brana ﬁame
jeans, which is consistent with results of other studieé
(Abbey, 1983; Freedman, 1986).

Guess, another designer jean, was selected‘thelsééﬁnd
most often af£er Lee by females_as thé best fitting brand.
Calvin Klein was selected the third most often as the best
fitting brand by females; none of the male subjects selected
Calvin Klein. Levi‘s and Wrangler were most often chosen by
ma;es as the best fitting jeans. These findings are
consistent with the results of other studies (Abbey, 1983:
Freedman, 1986; Reid, 1982), which reported that designer
jeans were favored by females over 20 yeafs_old; that Levi's
were favored by yoﬁng male students; that Wrangler was

popular among real cowboys and rural consumers; and that Lee
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was preferred by stylish females. The high rating of
generic jeans might imply that subjects were likely to |
associate the generic jeans with their favorite brand of
jeans unconsciousiy when the brand name of jeans was not
méntioned. ‘

The majority of subjects believed that fit varies by
brand name, purchased different sizes from different
manufacturers, and fated jeans of different braﬂd names
differently. Three subjects, one female and two males,
pointed out‘ghat_the jeans in the picture were Levi's
instead of the brand name given in théir questionnaires.

. They recoghized Levi's not from.fit‘but from the stitching
on the back pocket. Another female subject, who was giveﬁ a
Calvin Klein questionnaire, claimed that the_fit shown iﬁ.
the pictures is exactly how Calvin Klein jeanS-fit people.
From the jeans consumption pattern and the chqice aﬁd rating
of best fittihg jeans, it can be concluded that the brand
name stereotype_doés affect perceptions of fit.

This study also found perception'of fit was related to
clothing interest, espécially to Exhibitidnism,
‘Praéticality, and Designer factors. Tight fit was favored
by subjects who liked fo wear revealing cldthes, while’
moderate fit was favored by'subjécts who wore clothes to
conceal their bodies. Subjects interested in pursuing a

career in a clothing related field were less discriminating
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in perception of,fit; Perhaps subjects interested in
‘clothing related careers were more aware of fashion. Since
tight fitting as well as baggy éasual jeans have béen
considered as fashionable, subjects with'high.ihtereSt in
- clothing related careérs were perhaps more likely to
recognize the influénce 6f fashion on fit in jeaﬁs.

Subjects with higher inferest in the practical va;ue of
clothes were less critical of fit. Perhaps, subjects_with._
high interest in the practical_value‘of clothes did not ﬁay
much attehtion to fashion and:beauty of clothes and were
satisfied with any type of fit as longlas the clothes were
warm, comfortable, and practical. Subjects with a high
intérest in ﬁhe aethetic value of dléthes might nét consider
the fit provided by jeans ménufacturers as a'satisfactory
£it, because the fit might not make them loock qood, or the
fit might not be consistent with current fashion.

In addition to the predicted variables, weight was
found related to choice of best fit. .Subjects with heavieﬁ
- weight preferred moderate fit while subjects with lighter
'weight”were less discr;miﬁatiﬁg of fit. _Perﬁaps heavier
peoplé are more concéxned about their weight probleﬁs and
wear moderate fitting_clothes to conceal the broblem.

Fit was indicated as the mostlimportant Factor
affecting subjects’ purchasing of jeans. Subjects in this

study indicated that their problems with fit were from jeans
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that are too long in length, too loése at ﬁhe waist; too
tight at the hip, and too tight at the thigh. Though
- form-fitting jeans have been emphasizgd in many
’advertiSements, Girbéud a deSLgner jeans, was favored by
some subjects for 1ts loose and baggy fit. When asked about
the reason for preferring the fit of a specific’brand,
subjects used “comfortable fit," "not too tight, "
“well—proportioned‘at the waist_and the hip," "“fit waist and
still lbng enough, " and Tmakes body .shape loock better, .
especially the rear look* most often to déscribe the reason.
' The majority of subjects indicated that they had fitting
problems and that they preferred comfortable fit rather than_
contour fit. Jeans manufacturers might consider these
comments and revise size specificaﬁions tO'fit'cdnéumexs
satisfactorily in order to increase retail sales.

Subjects believed the current jeans aavértisementg do
help jeans sales. One subject commented that she relied on
the advertlsements in magazines for purchaSLng a spec1f1c'
brand of jeans. However, over half of the subjects did not
approve of the seductive image portréyed in some of the
advertisements. One subject especially felt offénded by
Guess advertisements, thch she indicated were ﬁoo,sexually
'suggestive. One subject felt insulted by the “trendy" and
"moody"” image portrayed in Levi's advertisements, and one

subject felt disgust over calvin Klein's advertisements.
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Since the'pércentage oflthe‘subjects'who'like seductive
advértisaments was_less than half of the total subjects,
jeans manufacturers might try new advertising strategies
instead of stressing figure'revealiﬁg fit and obséenity,
which offends some consumers and eventually will hurt sales.
Another comment made about jeans: advertlsements
1nvolved the look of the model. Two subjects suggested that
an average person instead of a model thh an exceptlonally
good figure should be used to model the jeans. Then
consumers can more readily a#sodiate the fit with their own
figﬁres. | |
Jeans manufacturers might try to target the elderly

market. Some subjects made comments that‘jeéns aﬁe suitable
for everybody as long as the person éan put them on without
too much effort. The issue of suitability of jeans for
elderly people seems to.center around-their phyéical ability
to put on the jéans. This concern for ease of dress;ng may
imply that the fit is too tight and the denim fabric. too |
inflexible for eldexly peoplei It may be worth
investigating special sizing for eldérly consumers or
- different weights of denim or stretch fabrics in order to

target the elderly market. ‘The elderly market may be a new
.venture for jeans manufacturers to c0n51der as they are
threatened by other types of casual wear and as the baby

boomers grow older.
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Other comments which may bé interesting to jeans
manufacturers included severai subjects who commented that
there is too much vériety in jeans availabiekin the market,
and some of them are priced too high. They hoped that -
manufacturers wouLd try to produce jeans which are high ih

quality and style but low in price.
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CHAPTER V
SUMMARY, CONCLUSIONS, AND RECOMMENDATIONS

Summary -

The purpose of this study Qas to investigate if
consumers' perceptions of fit in jeans vary by target
wearer, sex, educational background, political-social
attitudés, and brand name. A questionnaire which included.é 
rating scale for fit of jeans, ﬁeasures'of socialfpolitical'-
attitudes and clothing preferences and qﬁestions about jéahé
COnsumption_patterns was used to collect data. Thelsample
consisted of llS_studenté, 81 females and 35 males, enrolled
during the 1987 spring semester.at North Texas State
-Unlver51ty The study was conducted in 1nd1v1dual session
and each subject recelved the same directions and the same
‘questionnaire with 4 variations of brand name.

Fit is believed to vary by brand name and a greaﬁ
-majority of people purchaSé a differeﬁt size from different
“brands. Males preferred national label jeans, whereas
females favored designer label jeans. Levi's was the most
"pOpular brand among male subjects; Lee was the most popular
.brand'among female subjects. Most. of the subjects did not
11ke wearing tight flttlng Jeans but enjoyed watching other

people in tight flttlng jeans. A majorlty of people have
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problems with‘fit; whicﬁ come from jeans that are too long
~in the leg, too loose ét the waist, too ﬁight'at the hip,
and too tight at the Ehigh.

Scﬁool, home, and sports were the most appropriate
places to wear jeans. Jeans were considered appropriate for
all ages. Males spent more money for jeans than females.
Males and females indicated that fit is the most imporﬁhnt
factor and fiber content ié the least important factor
affecting burchase of jeans. Fashion style, ranked as the
second ﬁost important factor by females, was ranked as the

sixth most important factor by males. A majority of people
believed that advertisements help jeahs sales but did not
~approve of the sexually suggesti?e advertisements. |

The fir#t'hypothesis stated that the perception'of fit
in jeans will vary by target wearer-- self vs.'dthers.
‘HoweVer, a positive correlation between perception of fit
for self and other was found. o N

The second hypothesis stated that the perception of fit
in jeans will vary by.sex. No significant rélatioﬁship was
fouﬁd by ANOVA, but answers to jeans consumption related
questions showed some subport for the hypothesis and
revealed that males were more likely to prefer tight fitting
jeans. _ |

The third hypothesis statea that perception of fit iﬁ

jeans will vary by subjects®’ educational background and was
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supported.by a significant ANOVA resulﬁ. Education stﬁdents
preferred a looser fit. Studeﬁts from TV & Drama related
ma’jors, Att, and.other humanities related majors were
nondiscriminating in fit. Business and Human Resource
Management students preferred moderate fit.

The fourth hypothesis stated that perception of fit in
jeans will vary by social-political attitudes and was
gupported by a significanﬁ ANOVA result. People with more‘
conservative attituée# preferred moderate_fit, while pedple
~with more liberal attitudes were less discriminating in fit.

_.The fifth hypothesis stated that perception of fit in |
jeans will vary by brand name and was supported by a
- significant ANOVA result. National label (Levi's).jeans
were perceived as the best fit, followed by generic label
jeans, private label_(Seérs) jeans, and designer label
(Calvin Klein) jean#.

Clothing interest, especially the interest in wearing
revealing clothes, in fhe practical value of clothes, and in
working in clothing related careers, was related to |
perception of fit. People interested in we;ring revealiﬁq‘
clothes selected'tight fitting jeans as ﬁhe best fit. People
interested in the practical value of clothes were more
satisfied with the fit:provided by manufacturers. People
interested in working in clothing related fields ﬁay use

different criteria to judge fit, Subjects' weight was found
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to be significently_related to perception of fit. People

with heavier weight preferred moderate fit.

Conclusions

Fit is the most important factor inflnencing purchase
of jeans, as indicated by a majority of subjects in this
study. In addition to the competition from other tYpes of
casual wear, the competition between Jeans manufacturers has
been great This study revealed that a majorlty of consumers
had problems with fit in jeans, which means the size
specifications selected by jeans‘manufaeturers did not
satisfy consumers'.needs. Since the fit provided by
manufacturers is different from the ideal fit censumers have
in mind, new sizing may be_necessery in_order for jeans |
" manufacturers to increase or maintain retail sales.

A thorough physical survey on consumers' body
measurements is necessary when revising size specifications.
The demographic and psychographic‘impact on perception of
fit is also important. Consumers, from different educational
backgrounds,‘with different social-political attitudes, and
different interests in revealing clothes, different
interests in the practical value of clothes, and different |
interests in worklng in clothing related frelds, were found
to have dlfferent perceptions of flt Brand name was;also
found to have a significant impact on consumers" perception

of fit,




80

Genefally, males are less discriminating in fit, as are
people with mOre‘iiberal social-political attitudes and
people f£rom humanities related ﬁajors, art, or science
majors. National brand and_éeneric jeans were perceived as
bétter fitting than private label and designer label_jean55

Péople'with higher interest in révealiﬁg clothes
preferred tight fit. People with higher interest in the
braétical value of clothes were satisfied with any type of
fit perhaps because they are more interested in warmth, |
comfort, ana practicality. People with higher interest.in
working in clothing related field were less discriﬁinating
in fit, as wére people of lighter_weights.

The image a#sociated witﬁ a brand name is usually built
by adyertisements.' Brand name was found reléted to
perception of fit. A.majority Qf CONsSuUmers weie not
satisfied with the current size spécificatidns and the
current sexually suggestive jeans advertisements. Thus,.é
new adverEiSing strategy may be indicated when introducing
new size specifications.

Results of this study did reveai that the
demographic/psychographic background and advertisemeﬁts
affect consumers’ perception of fit. A majority of c&nsumers
is not satisfied with the current fit ?n jeans. A better
fit is necessary for jeans manufacturers to increase retail

sales.
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Recommendations

Fit is important in clothes. Perception of fit is

affected by educational background, social-political

~attitudes, and clothing interest. Further study on the

factors affecting perception of fit is encouraged in ofder

to help manufacturers revise size specifications, and to

benefit consumers as well. The following are

recommendations for further research on perception of fit.

1.

Perception of fit of other clothing items could be

studied in order to investigate if the standard of

fit will vary among different‘clothing.items..

Results of this study did not supp0rt the hypothesis
that perception of fit Varied by target wéarer (self

vs. others); a further study on this matter using a

more diverse population is encouraged.

A study on perception of fit by sex could be
conducted, because the results of this study were not
clear on this question.

The result that brand name affected perception of fit

of women's jeans but not men's jeans needs additional

study.
A study of the effect of bfand name on perception of
fit is recommended. Different designer labels could

be used.
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. 6. Attitudes toward women did not affect perception of
fit, while social—poiitical attitudes did. This
finding could be further:investigated. |
7. ‘Studies of the effects of_age, personality, and
weiqht (body buil&) on perception of fit could be
undertaken.

Perception of fit has received little attention. This .
research has provided certain basic inforﬁation about how
demographic and psychographic backgrounds éffect pefception
of fit. This information can be useful to jeans
manufacturers in better understanding their customers and in

planning future marketing stfategies.
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TABLE XX

ANOVA: CHOICE OF BEST FITTING JEANS BY SEX

Source of variation d.f. F Value | Probability

Men's jéans:

- Main effects 3,110 0.989 0.40
choice of best fit 2,110 0.301 0.74
sex ' ~ 1,110 2.194 0.14

2~way interactions 2,110 0.092 0.91
choice sex 2,110 0.092 0.91

Women's jeans: : - _

Main effects 3,110 0.653 0.58
choice of best fit 2,110 0.197 0.82
sex _ 1.110 1.297 0.26

2-way interactions 2,110 . 0.693 0.50
choice ~sex 2,110 0.693 0.50

TABLE XXI

ANOVA: CHOICE OF BEST FITTING JEANS BY MAJORS

Source of variation d.f. F Value Probability

Men's jeans: ) '

Main effects 9,94 1.065 0.40
choice of best fit - 2,94 0.582 0.56
major , - 7.94 | 1.2582 0.28

2-way interactions 12,94 1.388 0.19
choice ‘major 12,94 |-1.388 0.19

deen's jeans: _

Main effects : 9,93 1.598 - 0.13
choice of best fit 2,93 0.092 0.91
majox _ 7.93 1.959 0.07*

2-way interactions 13,93 | 0.612 0.84
choice major . 13,93 0.612 0.84

* significant level < 0;10
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TABLE XXIT

ANOVA: RADICALISM-CONSERVATISM BY RATING AND CHOICE OF BEST
| : - FITTING JEANS _

Source of variation .d.f. F Value | Probabilty

Men's jeans: . :

Main effects o 4,105 2.352 0.06*
choice of best fit 2,105 0.421 0.66
radicalism 2,105 4.358 0.02%*

2-way interactions 3,105 | 0.765 0.52
choice radicalism _ 3,105 0.765 0.52

Women's jeans:

Main effects 4,104 3.101 0.02**
choice of best fit 2,104 0.552 - 0.58
radicalism 2,104 5.885 0.00*%

2-way interactions : 4,104 | 4.579 0.00**
choice ' radicalism 4,104 4.579 . 0.00%**

*  significant level ¢ 0.10
** significant level ¢ 0.05
TABLE XXIII

ANOVA: ATTITUDES TOWARD WOMEN BY RATING AND CHOICE OF BEST
| FITTING JEANS

 Source of variation d.f. | F value | Probability

Men's Jeans: .

Main effects ' , 9,93 0.991 0.45
-rating of best fit 7.93 0.891 0.52
choice of best fit 2,93 0.954 0.39

2-way interactions 11,93 | 0.624 0.81
rating choice 11,93 | 0.624 0.81

Women's jeans: . : ' — _

Main effects - 8,95 0.790 0.61
.rating of best fit - 6.95 0.987 0.44
‘choice of best fit 2,95 0.281 0.76

24way interactions 10,85 1.343 0.22°
rating choice 10,95 1.343 0.22




TABLE XXIV

ANOVA: CHOICE OF BEST FITTING JEANS BY BRAND NAME

Source of variance © d.f." | F value| Probability

Men's jeans: ,

Main effects 5,104 0.253 0.94
choice of best fit [ 2,104 0.471 0.63
brand name : 3,104 0.161 0.92

2-way interactions 6,104 1.488 0.19
choice brand 6,104 1.488 0.19

Women's jeans:

Main effects 5,104 1.405 " 0.23
choice of best fit 2,104 } 0.260 0.77
brand 3,104 2.116 0.10*

2~way interactions 6,104 | 0.810 | 0.57

' choice brand - i 6,104 0.810 0.57

% significant < 0.10_

"TABLE XXV

ANOVA: CLOTHING INTEREST BY RATING AND CHOICE OF BEST
FITTING JEANS

Source of variation d.f. | F Value| Probability

Men's jeans:

Main effects 9,95 1.218 0.29
rating of best fit 7.95 | 1.263 0.28
choice of best fit 2,95 ¢.830 0.44

2-way interactions 11,95 | 0.483 | 0.91
rating choice 11,95 0.483 0.91

Women's jeans: :

Main effects . _ - 8,97 0.576 0.80
rating of best fit | 6,97 0.572 0.75
choice of best fit 2,97 0.581 0.56

2-way interactions 10,97 4 1.027 0.43
rating choice 10,97 1.027 0.43
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TABLE XXVI

ANOVA: CHOICE OF BEST FITTING JEANS BY PRACTICALITY

Source of variation d.f, F Value | Probability

Men's jeans: :

Main effects 3,110 1.278 0.29
choice of best fit 2,110 0.293 0.75
Practicality 1,110 3.038 0.08%*

2-way interactions 2,110 1.1%8 . 0.31
choice Practicality 2,110 1.198 0.31

Women's jeans: .

Main effects - 3,110 - 0.496 0.69
choice of best fit 2,110 0.352 0.70
Practicality 1,110 0.832 0.36

2-way interactions 2,110 0.405 0.67
choice Practicalaity 2,110 0.405 0.67

* significant level ¢ 0.10

TAELE XXVII

ANOVA: EXHIBITIONISM BY RATING AND CHOICE OF BEST FITTING

JEANS :

Source of variation d.f. | F vValue | Probability

Men's jeans:

Main effects ‘ 9,95 1.064 0.40
rating of best fit 7,95 0.730 0.65
choice of best fit 2,95 2.534 0.09*

2-way intéractions 11,95 | 0.644 0.79
rating choice 11,95 0.644 0.79

Women's jeans: : —

.~ Main effects ' 8,97 2.090 0.04**
rating of best fit o 6,97 2.116 0.06*
choice of best fit 2,97 2.229 0.11

2-way interactions 10,97 | 1.579 0.12
rating choice 10,97 1.579 0.12

* gignificant level ¢ 0.10
** significant level ¢ 0.05
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TABLE XXVIII

ANOVA: CLOTHING CONSCIOUSNESS BY RATING AND CHOICE OF BEST
FITTING JEANS

Source of variance a.f. F Value | Probability
. Men's jeans:

Main effects _ _ 9,95 1.100 0.37
rating of best fit 7.95 1.128 0.35
choice of best fit 2,951 0.702 0.50

2-way interactions 11,95 0.801 0.64
rating choice 11,95 0.801 . 0.64

Women's jeans:- ' :

Main effects 8,97 0.378. 0.93
rating of best fit 6,97 0.430 0.86
choice of best fit 2,97 0.310 0.73

2-way interactions 10,97 1.062 0.40

- rating choice | 10,97 | 1.062 0.40
TABLE XXIX

ANOVA: DESIGNER BY RATING AND CHOICE OF BEST FITTING JEANS

Source of variance ~ d.f. | F value | Probability
Men's jeans: _ .
Main effects 9,95 | 1.886 0.06*
rating of best fit 7.95 1.585 0.15 -
choice of best fit 2,95 2.801 0.07*
2-way interactions 11,95 {1.036 0.42
rating =~ choice | 11,95 | 1.036 0.42
Women's jeans: .
Main effects 8,97 0.850 0.56
rating of best fit 6,97 0.744 0.62
choice of best fit 2,97 1.210 .30
2-way interactions 10,97 | 1.057 0.40
rating - choice 10,97 1.0587 0.490

* significant level < 0.07
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. QUESTIONNAIRE ‘

Subject Information and Informed Consent

Experiment: Jeans
Principal Investigator: Dr. Jane Workman, School of Human
' Resocurce Management

You are being asked to participate in a study which is intended to examine
people’s perceptions of jeans. Remember, in this survey we- are interested
in your opinions. There are no right or wrong answers. Your responses do
not reflect on you as an individual and your name will not be assocmated
with the data reported,

Your cooperation is appreciated.

I agree to participate in this study:

Signature , Name (Print)

Date
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Instructions

I-A. (FOR MALES AND FEMALES)

There are 3 sets of photographs in a separate booklet of 3 pairs of

- Calvin Klein women’s jeans. Each set of photographs includes a front view
and a back view of the same pair of jeans. Please compare the 3 pairs of
women's jeans and place them in order from best fitting to worst fitting.
Flease write the letter found on the back of each set of photographs in the
corresponding blanks .

: The best fitting pair
: The next best fitting poir

: The worst fitting pair

Next, please rate the fit of each pair of jeans by using the following
scale, in which number 9 represents a perfect fit and number 1 represents a
“ poorest fit, with the numbers in between representing degrees of
well-fitting. Please c1rcle a number representzng your rating of each pair
of jeans,

For your choice of the best flttlng pair, what is your ratlng of how well
it fitsg?
Perfect fit 9 8 7 6 5 L '3_ 2 1 Poorest fit

For your choice of the next best flttlng pair, what is your rating of how
well it fits?

Perfect fit 6 8 7 & 5 4 3 2 1. Poorest fit

For your choice of the worst fitting palr what is your rating of how well
it fits?

Perfect fit 9 8 7 6 5 43 2 1 Poorest fit

I-B. (FOR FEMALES)

Visualize that you are wearing these 3 pairs of women’s jeans and
place them in order from the most preferred fit for yourself to the least
preferred fit for yourself. Please write the letter found on the back of
each set of photographs in . the correspondlng blanks:

: Most preferred fit for yourself
: Next most preferred fit for yourself

Least preferred fit for yourself
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II-A. (FOR MALES AND FEMALES)

There are photographs in the same booklet of 3 pairs of Calvin Klein
men’s jeans. Fach set of photographs includes a front view and a back view
of the same pair of jeans. Please compare the 3 pairs of men’s .jeans and
place them in order from best fitting to worst fitting. Please write the
letter found on the back of each set of photographs in the corresponding .
blanks,

: The best fitting pair

: The next best fitting pair

: The worst fitting pair

Next, please rate the fit of each pair of jeans by using the following
scale, in which number ¢ represents a perfect fit and number 1 represents a
poorest fit, with the numbers in between representing degrees of -
- well-fitting. Please circle a number representing your rating of each pair

of jeans, :

For your choice of the best'fitting pair, what is your rating of how well
it fits? : ‘ :
o Perfect fit 9 8 7 6 5 4 3 2 1 Poorest fit

For your choice of the next best fitting paii, what is your rating of how
well it fits?

Perfect fit 9 8 7 6 5 4 3 2 1 " Poorest fit

For your choice of the worst fitting pair, what is your rafing of how well
it fits? : . _
Perfect fit .9 8 7 6 5 4 3 2 1 Poorest fit

II-B. (FOR MALES)

Visualize that you are wearing these 3 pairs of men’s jeans. ‘Place
them in order from the most preferred fit for yourself to the least
preferred fit for yourself. Please write the letter found on the back of
each set of photographs in the corresponding blanks:

! Most preferred fit for yourself
¢ Next preferred fit for yourself

! Least preferred fit for yourself




General Questions

1. Sex: Female ; Male
2. Classification: Fr. ; So. ; Jr. ; Sr.___; Gr.
3. Age: Height: Weight:
4, Major: Buginess
- Art
Education
Human Resource Management
Science
Others {list)

5. How much money do you spend on clothlng per year?

| l-

less than $200

$200 - $300
$300 - $ko0O
$400 - $500
over $500

6. How much money do you spend on jeans per year?

7. How many days

less than $50

$50 - $100
$100 - $150
$150 - $200
over $200

rer month do you wear

Jeans?

e et e

8. At what type of occasions do you wear jeans?

- to
to
to
at
+
_ to

others(

|

o

9. Do you prefer
De
Na

n

No

10. For what age Eroup are Jeans appropriate? (Check all that apply)

lHl

school

parties
sporting events
heme |

work

concerts

list)

buying jeans of:
signer label
tional brand

Privater label

preference

under 10 yrs
10 - 19 yrs
20 - 29 yrs
30 - 39 yrs
4o - 49 yrs

70 - 79 yrs’

20 - 59 yrs
T 60 - 69 yrs

over 80 yrs
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11. Please indicate how many and which size of jeans of each brand

purchased in the last three years?

Levi’s R
Lee #_
Guess ¥ __
Jordache #_
Calvin Klein # _—
Wrangler # —
JCPenney # ;*;__
Séars #
#

Others (list)

siz€
- size
size
‘size
size
size -
size
gize

size

12. Which size do you usually purchase for jeans?

{list) y . .

13. Do you buy a differeént size of Jjeans when you purchase from

different manufacturers?
Yes i1 No .

14. Do jeans of different brands fit differently?

Yes H NO .

'15. Do you like tight-fitting jeéns?'
Yes ; No .

16. Do you enjoy watching other people wearing tight-fitting jeans?

Yes
No

Depends ; on what quaiities of other péoplé:

_(Check‘one)

body build
facial appearance
female. '
male
age
17. Which brand of jeans fits you the best?
Levi’s
Lee
Wrangler
_ . Guess
Jordache
Calvin Klein
JCPenney
Sears

Others (list)
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18. Would you, in a few words, describe why you feel this brand fits you
the best? '

i9. Do you have fitting problem at: {Check all that apply)

Waist ; too tight 7 too loose _ ?
Hip H too tight __“@? too loose';m_?
Thigh 3 téo tight 7 : too loose - 7
Leﬁgth 3 too short_;_? too long _ ?

20. Please rank from 1 (the most important) to 10 (the least important)
for the factors affecting your jeans purchasing:

‘Price '

Fit

Brand name

Easy care

Fashion style

Fiber content

Comfort

Fabric

Quality

Durability

TETTT

21. Do you think jeans advertisements promote jeans sales?
Yes No - Undecided

22, Do you like the sedubtive'image portrayed in some'jeahs-
advertisements? . _
es No - Undecided

ooy

23. Please use the space below for any additional comments you might
have, . ' . _
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